












Homeware / Hardware
Overall Homeware / Hardware +6.1%

Overall, this group of subsectors (including 
furniture stores, home supply stores, hardware 
stores, nurseries, lawn and garden centres, floor 
covering stores and lumber, building material 
stores) saw a 6.1% increase in value spend in Q3, 
with a 5.5% instore spend increase and a 6.9% 
increase to the online channel. Card spend by 
number of transactions was up by 5.6% against 
the same period in 2024. Three categories, 
‘furniture, home furnishings’, ‘hardware stores’ 
and ‘lumber, building material stores’ make 
up the majority of spend to this sector. 

As consumers focused on enhancing their home 
comfort, sales of furniture and home furnishings 
rose by 2.3%. Additionally, with warmer weather 
conditions in Q3 compared to the previous year, 
sales at nurseries and garden centres increased 
by 13.6%, similar to the pattern seen in Q2 2025.

Overall spend across all six subsectors in the 
Homeware/Hardware category. Home Supply 
Warehouse Stores saw a notable rise in Q3 of 
15.3% driven by increased spend both instore 
and online. Expenditure at lumber and building 
materials stores also saw a notable rise.

Category Overall Instore Online

Furniture, Home Furnishings etc 2.3% 1.5% 3.4%

Hardware Stores 2.0% 0.1% 8.2%

Nurseries, Lawn and 
Garden Supply Stores 13.6% 6.5% 30.9%

Floor Covering Stores 3.9% 0.9% 8.2%

Lumber, Building Materials Stores 7.6% 8.0% 7.0%

Home Supply Warehouse Stores 15.3% 14.0% 23.1%



Clothing / Department 
Stores / Jewellery
Overall Clothing +1.3%

This category of subsectors such as shoe stores, 
sports and riding apparel stores, family clothing 
stores, men’s, women’s clothing stores and 
women’s ready-to-wear stores saw an overall 
uptake in value spend of 1.3% for the quarter. 

Clothing – Sports and riding apparel 
continued a strong rate of growth +2.6% in 
the clothing category, across both instore 
and online. ‘Shoe stores’ and ‘Family Clothing 
Stores’ saw similar spend increases in the 
quarter up 3.5% and 3.3% respectively. 

Overall department stores -1.7% – Department 
stores spend was down marginally for the period. 
Decreased average transaction sizes both 
instore and online, as well as reduced instore 
spend, can be attributed to the decrease. 

Overall jewellery +3.0% – Consumer 
spending on jewellery gained pace following 
on from growth in Q1 and Q2 against 2024. 
Spending on jewellery was up strongly 
in both instore and online spend.

Category Overall Instore Online

Shoe Stores 3.5% -0.8% 12.7%

Sports & Riding Apparel Stores 2.6% 1.7% 3.3%

Family Clothing Stores 3.3% -1.2% 13.8%

Men's, Women's Clothing Stores 0.6% 5.3% -4.2%

Women's Ready-To-Wear Stores -2.7% -3.0% -2.2%

Year on Year Quarter Comparison € Value

Category Overall Instore Online

Department Stores -1.7% -4.4% 7.8%

Year on Year Quarter Comparison € Value

Category Overall Instore Online

Jewellery 3.0% 1.0% 8.4%
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