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it up. They don’t feel badly about it or compromised in any
way.” 

There can be no doubt that part of Craigslist’s popularity
among online consumers is closely tied to the new economy. It
provides those who need to raise cash quickly with a free plat-
form to sell and a wide audience. And, for those still spending,
Craigslist represents an alternative channel that’s both a
throwback to the way consumers once acquired most goods
(bartering or buying from a neighbor) and a business model

suited to the sustainable
sensibilities of today’s

shoppers and their new-
found obsession with social

networking.
The Favorite 50 also yields

additional clues as to just how
capricious the online consumer

can be. A year ago, Costco ranked
26th on the chart, Kmart 34th. This

year, it’s as if the two switched posi-
tions: Kmart climbed to No. 23, while

Costco slipped to No. 36. 
From the online shopper’s point of

view, it’s likely that Costco’s more
upscale web strategy has caused
consumers to switch their alle-
giance – and more of their spend-
ing – back to the store. Living
paycheck to paycheck is a sober-
ing reminder of the need to stretch
every dollar. With improved as-
sortments and an easy-to-navi-
gate website, Kmart provides a
value-oriented option. 

Other retailers that seemed to curry more favor among on-
line shoppers in 2009 include women’s plus-sized retailer
WomanWithin.com which jumped from 29th to 21st; No. 32
Chadwick’s, a specialty apparel shop with a value-oriented
price structure that placed 40th last year; and HSN.com,
which rose 12 spots to No. 34.

Craigslist.org was not the lone newcomer to the 2009 Fa-
vorite 50. Others include Eastbay.com (No. 27), SierraTrad-
ingPost.com (39), Meijer.com (42), Forever21.com (44),
REI.com (49) and FashionBug.com (50).

Interestingly, sporting goods and outdoor gear make up the
lion’s share of the product offering at three of the six newcom-
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For a growing
number of
shoppers it’s 
about getting 
what they want 
for the best price
they can find

1 Amazon.com general merchandise 
Seattle

2 WalMart.com general merchandise 
Bentonville, Ark.

3 eBay.com auction 
San Jose, Calif.

4 BestBuy.com electronics
Richfield, Minn. 

5 JCPenney.com apparel 
Plano, Texas

6 Target.com general merchandise
Minneapolis

7 Kohls.com apparel 
Menomonee Falls, Wis. 

8 Google.com information
Mountainview, Calif. 

9 Overstock.com general merchandise 
Salt Lake City 

10 Sears.com  general merchandise
Hoffman Estates, Ill.

11 Macys.com apparel 
Cincinnati

12 OldNavy.com apparel 
San Francisco

13 Yahoo.com information
Sunnyvale, Calif.

14 QVC.com general merchandise
West Chester, Pa. 

15 LandsEnd.com apparel 
Dodgeville, Wis.

16 LLBean.com apparel 
Freeport, Maine

17 HomeDepot.com hardware
Atlanta

18 Blair.com apparel 
Warren, Pa. 

19 VictoriasSecret.com apparel 
Columbus, Ohio

20 Lowes.com hardware
Mooresville, N.C. 

21 WomanWithin.com apparel 
Indianapolis

22 Newegg.com electronics
City of Industry, Calif.

23 Kmart.com general merchandise
Hoffman Estates, Ill.

24 Haband.com apparel 
Oakland, N.J.

25 Craigslist.org online community
San Francisco
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ers. Two play in the affordable fashion arena – one catering to
the under-25 set, while the other targets the misses and plus-
size shopper. General merchandiser Meijer.com breaks into the
list with a combination of value and variety. 

Eastbay.com — the only newcomer that qualifies as a strict
online pure-play — is owned by parent company Foot Lock-
er. In a classic case of the tail wagging the dog, it is the only
name in the Foot Locker stable of brands to appear in the Fa-
vorite 50.

In February, Forrester Research projected that U.S. online re-
tail sales would grow 11 percent (to $156 billion) by the close of
2009. While growth of any measure is to be celebrated given the
funk that consumers have been in since last fall, the figures rep-
resent an overall slowdown from the recent past. Online sales
grew 13 percent from 2007 to 2008 and by 18 percent in 2006.

Much of the slowdown in growth is tied to the sputtering
economy. In July, however, Shop.org and Forrester released the
findings of the quarterly Online Sales Flash Survey offering an
indication that the tide may be changing. Year-over-year top-
line sales increases for the second quarter were reported by 59
percent of retailers polled; another 9 percent reported flat sales.
The average quarterly growth for the retailers surveyed was
11.8 percent.

“Even as companies continue to struggle, the important take-
away is that [e-commerce] is continuing to grow,” says For-
rester analyst Sucharita Mulpuru. “It’s taking wallet share
away from the rest of the retail world.” 

Shoppers are accustomed to using the web to research pur-
chases and pricing prior to buying – whether they ultimately
spend their money online or in a store. And, in the coming
months, e-commerce websites that provide transparency
around shipping charges — particularly those that offer a flat
shipping rate or establish a level of spending needed to achieve
free shipping – are expected to be more successful at sustain-
ing sales. Moreover, if gas prices continue to climb, the web
will take on new importance as a means of managing costs.

The “State of Retailing Online,” an annual study conducted
for Shop.org by Forrester Research, finds that merchants are
focusing their attention on basic merchandising tactics, scaling
back their wish lists for the moment.  Online retailers’ top five
priorities, in order of importance, are redesigning the checkout
process, improving product content pages and enhancing site
search results, home page design and “help” sections.

Looking ahead, Forrester analysts predict that U.S. online retail
sales will reach $229 billion in 2013, with the market expand-
ing at a compound annual growth rate of 10 percent over a five-
year forecast period beginning in 2008. No longer in the bur-
geoning phase of growth, experts believe the online retail market
is on the brink of a natural, early phase of maturation. StORES

Forrester Research projects that U.S. 
online retail sales will grow 11 percent by 
the close of 2009

26 ColdwaterCreek.com apparel 
Sandpoint, Idaho

27 Eastbay.com sporting goods
Wausau, Wis.

28 Gap.com apparel 
San Francisco

29 LaneBryant.com apparel 
Bensalem, Pa. 

30 TigerDirect.com electronics
Miami

31 Buy.com electronics
Viejo, Calif.

32 Chadwicks.com apparel 
Boston

33 AE.com/American Eagle apparel 
Pittsburgh

34 HSN.com general merchandise
St. Petersburg, Fla. 

35 Roamans.com apparel 
Boston

36 Costco.com general merchandise 
Issaquah, Wash. 

37 Dillards.com apparel 
Little Rock, Ark. 

38 Zappos.com footwear
Las Vegas

39 SierraTradingPost.com outdoor clothing, 
Cheyenne, Wyo. equipment 

40 EddieBauer.com apparel 
Redmond, Wash. 

41 Newport-News.com apparel 
Cary, N.C.

42 Meijer.com general merchandise 
Grand Rapids, Mich.

43 SamsClub.com general merchandise 
Bentonville, Ark.

44 Forever21.com apparel 
Los Angeles

45 Cabelas.com sporting goods
Sidney, Neb.

46 AOL.com information
Dulles, Va.

47 BedBathandBeyond.com home decor
Union, N.J. 

48 SmartBargains.com general merchandise 
Boston

49 REI.com outdoor clothing, 
Sumner, Wash. equipment 

50 FashionBug.com apparel 
Bensalem, Pa. 
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