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Figure 4
General Merchandise Retailing Employment by Industry Group, 1990-2015
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Source: US Bureau of Labor Statistics, Current Employment Survey data.
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Tuble 4

Share of Online Purchases and Annual Percentage Growth Rates by Region and

Industry for Selected Emerging Nations

(share in 2014 in percent; annual percentage growth from 2000-2014 in parentheses

underneath)
All
developing South
Subcategory nations  Argentina India Nigeria Korea Turkey
All 4.2 1.5 0.8 0.6 11.6 1.7
(25.5) (25.9) (50.1) (57.5) 9.3) (27.6)
Apparel and footwear 13.5 0.6 3.2 1.5 23.5 2.9
(32.9) (30.6) (51.1) (64.0) (14.9) (53.4)
Electronics and 15.0 14.9 2.5 1.0 9.8 6.9
appliances (22.1) (21.0) (30.5) (67.8) (0.8) (16.1)
Grocery items 0.8 6.3
(26.9) (15.8)

Source: Data from Euromonitor 2015.
Note: See note for Table 3.
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Table 1
Student Participation in Online Courses by Type and Selectivity of Institution, 2013

All courses online Some courses online No courses online

Type of institution

Total 11% 15% 75%
Public, 4-years 6% 17% 77%
Private, not-for-profit, 4-years 10% 8% 82%
Public, 2-years 10% 18% 72%
Private for-profit 34% 6% 60%
Carnegie classification

Community college 10% 18% 72%
4-year, public, non-research institutions 8% 17% 75%
Public research universities 4% 17% 80%
Private notfor-profit research universities 2% 5% 93%
Liberal arts colleges 0% 2% 98%
For-profit institutions 34% 6% 60%

Source: US Department of Education, NCES, Integrated Postsecondary Education Data System (IPEDS)
Notes: The column “All courses online” shows the percentage of undergraduate students exclusively
enrolled in distance education courses as defined in IPEDS. The column “Some courses online” shows
the percentages of undergraduate students with some but not all of their enrollment in distance
education courses. And the column “No courses online” shows the share of undergraduate students
who are not enrolled in any distance education course. “Community college” is defined as all public
institutions in Carnegie’s Associates category, and “4-year, public, non-research institutions” are defined
as 4-year or above public institutions not classified as “Doctorate” nor as “Associate” by Carnegie.
“Public research universities” are all public institutions in Carnegie’s Doctorate classification, and
“Private not-for-profit research universities” are all those in Carnegie’s Doctorate classification that are
private notfor-profit. “Liberal arts colleges” correspond to all those private not-for-profit institutions in
Carnegie’s “Baccalaureate Colleges—Arts & Sciences” classification. The sample is restricted to Title IV
eligible institutions; branches are not included.
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Figure 1
Option-based Overconfidence Measure
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Noles: In earlier work (Malmendier and Tate 2005; 2008), we classified a CEO as overconfident if that
executive ever held vested options until the year of expiration, provided that the options were at least
40 percent “in the money” at the start of the final year. We show the “Longholder” measure from
Malmendier and Tate (2008) and update it to more recent time periods, first using Thomson Reuters’
Insider Filings database for the 1996-2012 time period (Thomson Longholder), and second using
the detailed data on executive stock and option holdings from Compustat’s Execucomp database in the
format available after 2006 (Execucomp Longholder). Average option compensation is computed using
data from Compustat’s Execucomp database.
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Table 1
CEO Overconfidence and the Sensitivity of Corporate Investment to Cash Flow

Firms with:

Speculative-grade rating Investment-grade
Full sample and unrated debt debt rating
(1) (2) 3) “) (&) (6)
Q 0.046*** 0.036*** 0.046*** 0.034*** 0.038*** 0.035***
(0.004) (0.005) (0.005) (0.007) (0.005) (0.006)
Size —0.046%*k%  —(),042%:% —0.059%x%  —(,050%%:* —0.025%** —0.015
(0.007) (0.008) (0.009) (0.012) (0.007) (0.010)
Stock Ownership 0.054 —0.018 0.033 —0.056 0.150 0.177
(0.049) (0.061) (0.053) (0.065) (0.095) (0.163)
Vested Options 0.273 0.226 0.217 0.273 0.528 —0.083
(0.284) (0.348) (0.332) (0.446) (0.516) (0.534)
Efficient Board Size —0.001 —0.007 —0.010 —0.031 —0.001 —0.005
(0.006) (0.007) (0.014) (0.022) (0.006) (0.006)
Longholder —0.006 —0.006 —0.011 —0.029* —0.002 0.005
(0.007) (0.008) (0.011) (0.015) (0.007) (0.009)
Cash Flow (CF) 0.057:#:* 0.036 0.056%
(0.022) (0.035) (0.031)
Longholder x CF 0.012%* 0.020* 0.019%* 0.046%#* 0.000 —0.004
(0.006) (0.011) (0.008) (0.015) (0.008) (0.019)
Controls x CF fixed Yes Yes Yes Yes Yes Yes
effects
Year fixed effects Yes Yes Yes Yes Yes Yes
Year x CF fixed effects Yes Yes Yes Yes Yes Yes
Firm fixed effects Yes Yes Yes Yes Yes Yes
Firm x CF fixed effects No Yes No Yes No Yes
R? 0.195 0.447 0.189 0.473 0.233 0.440
N 14,615 14,615 9,088 9,088 5,527 5,527
Number of firms 2,341 2,341 1,808 1,808 858 858

Notes: The sample consists of firms in Compustat’s Execucomp database between 1997 and 2012. The
table reports linear regression coefficients. The dependent variable is investment, measured as capital
expenditures scaled by the lag of net property plants and equipment. Q is Tobin’s ¢, the market value
of assets scaled by the book value of assets. Stock Ownership (Vested Options) is the CEO’s holdings of
company stock (vested options) scaled by common shares outstanding. Efficient Board Size is an indicator
variable equal to 1 if the firm’s board has between 4 and 12 members. Cash Flow is the sum of earnings
and depreciation scaled by the lag of net property plants and equipment. Longholder is an indicator
variable equal to 1 if the CEO during his tenure held an option to the last year before expiration,
provided it was at least 40 percent in-the-money entering its final year. We define the Longholder variable
using exercise data from the Thomson Reuters insider filings database. All standard errors are adjusted
for firm-level clustering.

##% %% and *indicate statistical significance at the 1 percent, 5 percent, and 10 percentlevels, respectively.
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Table 1

Share and Annual Growth by Store Type in the Grocery Trade in High-Income
Nations

(share in 2014 in percent; annual percentage growth from 2000-2014 underneath in
parentheses)

All
high-income United United
Store type nations Germany Ttaly Japan Kingdom States
Traditional formats
Independent/other 9.4 6.2 11.3 9.6 5.4 6.6
(—2.7) (—3.9) (—0.5) (—2.7) (—5.0) (—2.4)
Food/drink/tobacco 8.9 10.3 14.5 6.8 5.9 6.0
specialists (—2.5) (—1.5) (—2.7) (—6.4) (—4.7) (—1.3)
Modern formats
Supermarkets 33.5 28.1 34.6 37.4 20.9 29.6
(—0.1) (—0.5) (1.0) (0.8) (-2.1) (—1.4)
Hypermarkets/mass 24.9 17.0 175 17.8 41.8 32.5
merchandisers (0.9) (—=0.9) (0.5) (—=0.1) (1.6) (1.5)
Discounters 7.2 33.8 10.4 5.7 1.3
(2.8) (3.0) (2.7) (5.2) (1.3)
Warehouse clubs 3.9 0.6 10.5
(3.9) (21.6) (8.7)
Convenience stores 7.3 11.6 27.8 171 2.0
(2.1) (—0.5) (3.6) (4.0) (0.0)
Forecourt retailers 5.0 4.3 3.1 11.4
attached to gas stations (—0.3) (—0.5) (—0.7) (—0.0)

Source: Data from Euromonitor 2015.

Notes: 2014 shares report on fraction of national grocery revenue. Whereas some revenue of mass
merchandisers and warehouse clubs is nongrocery, these formats constitute a major source of grocery
retailing and are included. In parenthesis, average annual percentage growth is computed over the
years 2000-2014: if s;,is the revenue share of a store format fin year y then define g, = s;,/s;,1-
Next, define gyas its geometric mean, computed over the years that sales are recorded. The reported
percentage change is 100 X (gr— 1). No share or growth rates are reported if the 2014 regional
share of a particular store type is less than one half of a percent of the market.
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Figure 3
Diffusion Curves for Shares of E-Commerce Sales in Eleven Product Categories
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Source: Authors’ calculations using data from US Census Retail E-stats.

Notes: To attempt to quantify the likely expansion of e-commerce shares for various product categories
listed in Table 1, we fit S-curves (specifically, logistic diffusion curves) to the e-commerce shares for each
product category using available annual data from 1999-2013. Projections are not plotted for years before
2014 with missing data. We assume a saturation parameter of 1; that is, we assume that given enough time,
potentially all of these products may be sold completely on line. This is a highly speculative exercise.
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Table 2

Share and Annual Growth by Store Type in the Grocery Trade in Emerging

Economies
(share in 2014 in percent; annual percentage growth from 2000-2014 underneath in
parentheses)
All
developing South
Store type nations  Argentina India Nigeria Korea Turkey
Traditional formats
Independent/other 44.4 47.4 81.0 86.7 15.6 47.4
(—2.8) (0.7) (0.1) (—0.3) (—2.4) (—3.4)
Food/drink/tobacco 12.2 12.7 17.3 6.7 13.9 15.6
specialists (—1.2) (—0.7) (—1.1) (—0.9) (—4.4) (L.1)
Modern formats
Supermarkets 24.9 22.6 0.8 2.9 14.7 20.1
(5.4) (—0.6) (8.6) (7.8) (—8.8) (6.5)
Hypermarkets/mass 11.8 12.3 0.8 1.4 35.8 2.7
merchandisers (6.6) (—1.1) (29.3) (86.0) (3.4) (13.2)
Discounters 2.6 2.3 11.6
(4.0) (8.6) (19.9)
Warehouse clubs 0.5 5.8
(7.6) (15.2)
Convenience stores 2.7 0.8 14.2 1.7
(9.5) (32.2) (10.9) (33.6)
Forecourt retailers 0.9 1.9 1.9 1.0
attached to gas stations (4.5) (—3.3) (4.6) (5.8)

Source: Data from Euromonitor 2015.

Notes: See note to Table 1.
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Figure 1
Modern Retailing Systems in BRICS versus United States, 2000-2014
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Source: Data is from Euromonitor 2015.

Notes: Figure 1A shows the grocery revenue share of all modern retailing formats (convenience stores,
discounters, forecourt retailers, hypermarkets, mass-merchandisers, supermarkets, and warehouse
clubs) as a fraction of the total retail revenue, which also includes traditional retail formats (food/drink/
tobacco specialists, independent stores, and other stores). Figure 1B shows the share of online retailing
as a fraction of total retail revenue for selected consumer durables consisting of “Apparel/Footware” plus
“Electronics/Appliances.”
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Table 3

Share of Online Purchases and Annual Percentage Growth Rates by Region
and Industry for Selected High-Income Nations

(share in 2014 in percent; annual percentage growth from 2000-2014 underneath in
parentheses)

All

high-income United United

Subcategory nations Germany Ttaly Japan Kingdom States

All 5.7 5.6 1.5 6.7 9.9 7.1
(13.7) (15.4) (16.4) (11.2) (17.7) (12.5)

Apparel and footwear 14.8 21.3 2.8 11.2 23.4 18.4
(15.7) (16.3) (34.1) (15.4) (16.5) (12.2)

Electronics and 20.2 21.5 9.7 6.6 28.6 30.3
appliances (13.0) (20.0) (14.4) (10.1) (28.3) (9.7)

Grocery items 1.0 1.8 3.3 0.6
(11.6) 9.2) (12.3) (13.5)

Source: Data from Euromonitor 2015.

Notes: The subcategory “All” is the sum of six subcategories: apparel and footwear; electronics and
appliances; grocery; health and beauty; home and garden; and personal goods. Personal goods
are a miscellany consisting of media products, personal accessories, eye-wear, games and toys,
sports goods, and pet care. The shares reported are the percentage of regional sales purchased
online. In parenthesis, average annual percentage growth is computed over the years 2004-2014:
If s, is the online share of a subcategory fin year y then define g, = s, t/$ci1- Next, define g,
as its geometric mean, computed over the years that online sales are recorded. The reported
percentage growth is 100 x (g, — 1). No share or growth rates are reported if the 2014 regional
share of a particular transaction type is less than one half of a percent of the market.
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Figure 2
Retail Employment by Its NAICS 3-digit Component Industries, 1990-2015
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Source: US Bureau of Labor Statistics Current Employment Survey data.
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Figure 1
GDP per Capita in Selected European Economies, 1300-1800
(three-year average; Spain eleven-year average)
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Sources: England/ Great Britain (Broadberry et al. 2011); Italy (Malanima 2011); Holland (van Zanden
and van Leeuwen 2012); Sweden (Schon and Krantz 2012); Spain (Alvarez—Nogal and Prados de la
Escosura 2013); Portugal (Reis, Martins, and Costa 2013; Palma and Reis 2014).

Note: Figure 1 presents GDP per capita for six European countries before the nineteenth century: England
(from 1300 until 1700) and Great Britain afterwards, Holland (starting in 1348), Italy (specifically, Central
and Northern Italian States from 1310), Spain (since 1300), Sweden (beginning in 1560), and Portugal
(from 1500).
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Table 1
Product-Specific E-commerce as a Share of Product Total Sales

E-commerce Total retail sales  Projected year that product’s e-commerce share will be

share of (e-commerce (bold italics means reached in the data already):
retail sales, and not), 2013

Product category 2013 ($ billions) 25 percent 50 percent 75 percent 90 percent

Music and videos 79.6% $11.8B 2005 2009 2012 2016

Books and magazines 44.2% $23.9B 2009 2015 2021 2028

Computer hardware 32.9% #62.3 B 2006 2017 2028 2038
and software

Toys, hobbies, and 28.8% $25.5 B 2011 2017 2023 2028
games*

Electronics and 23.1% $102.6 B 2013 2017 2021 2026
appliances

Furniture 17.5% $118.0B 2016 2022 2028 2035

Office equipment and 17.3% $24.6 B 2014 2020 2026 2032
supplies*

Sporting goods 16.9% $54.1 B 2016 2022 2029 2035

Clothing, accessories, 14.9% $291.1 B 2017 2024 2031 2038
and footwear

Drugs, health, and 4.7% #3745 B 2028 2037 2045 2054
beauty

Food and beverages 0.9% $650.9 B 2032 2039 2045 2051

Source: Authors’ calculations from US Census Retail E-stats. We computed shares by dividing the sum
of the product category’s e-commerce sales within and outside Electronic Shopping and Mail-Order
Houses (ESMOH) by the sum of total ESMOH sales of the product and total sales of the product’s
corresponding retail industry. Most product categories in the ESMOH breakout correspond directly
to a NAICS store-based retail industry; when not, we apportioned non-ESMOH e-commerce sales
proportional to that product’s share of total sales within the industry. Computer hardware and software
numbers, reported separately in the ESMOH data, were combined for the sake of comparability with
the figures from computer and software stores (NAICS 44312). An asterisk denotes that the product’s
2013 data is extrapolated from changes during 2010-2012 due to missing 2013 data. The projections
are predictions from a logistic diffusion model fit to products’ observed e-commerce shares through
2013. Figures in italics were reached within the sample. The model assumes the saturation (asymptotic)
share of each product is 100 percent; earlier attempts to estimate the saturation share as an additional
parameter gave unrealistically low long-run shares.
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Table 1
Periods of Economic Growth and Decline across Six Economies,

1300-2000
(England/Great Britain, Italy, Holland, Sweden, Spain, and Portugal)

# of phases of % of years in # of phases of % of years in

4-year consecutive — 4-year conseculive  3-year conseculive 3-year consecutive

1.5% annual 1.5% annual —1.5% annual —1.5% annual
growth rate growth rate growth rate growth rate
1300s 1 1.1% 2 1.6%
1400s 1 1.0% 10 8.0%
1500s 3 2.3% 14 8.7%
1600s 2 1.3% 9 4.3%
1700s 2 1.3% 12 5.8%
1800s 8 5.3% 4 2.0%
1900s 38 40.0% 4 3.2%

Source: Authors.

Notes: Column 1 represents the number of times countries in the group had four
consecutive years of at least 1.5 percent growth in GDP per capita. That is, if this
were to happen once in one country and twice in another country within a certain
century, it would equal three times in that century. Column 2 shows the same
as a percentage of the total number of years (for which data exists) during the
specified century. Column 3 represents the number of times a country had three
consecutive years of —1.5 percent (or lower) growth rates. Column 4 shows the
same as column 3 as a percentage of total number of years.
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Table 2

A Broad Classification of Methods for Estimating GDP per Capita in

Selected European Countries

Period Agriculture  Industry Service

England/Great Britain 1270-1870 Output Output Output/Proxies
Holland 1348-1510 Demand Proxies Proxies
1510-1807 Output Output Output
Italy (Central & 1310-1861 Demand Proxies Proxies

Northern Regions)

Spain 1254-1850  Demand Proxies Proxies
Sweden 1560-1800 Demand Output Proxies
Portugal 1500-1850 Demand Proxies Proxies

Sources: England/Great Britain (Broadberry et al. 2011); Italy (Malanima 2011);
Holland (van Zanden and van Leeuwen 2012); Sweden (Schon and Krantz 2012); Spain
(Alvarez—Nogal and Prados de la Escosura 2013); Portugal (Reis, Martins, and Costa

2013; Palma and Reis 2014).
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Figure 1
Retail’s Share of Total Employment and Value Added, 1954-2014
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Source: Authors’ calculations from US Bureau of Labor Statistics Current Employment Survey data and
the US Bureau of Economic Analysis value-added-by-industry data. The Bureau of Economic Analysis
data have a series break in 1997; values for both series are shown in 1997.





