

















Homeware / Hardware

Overall Homeware / Hardware +5%

Overall, this group of subsectors (including
furniture stores, home supply stores, hardware
stores, nurseries, lawn and garden centres, floor
covering stores and lumber and building material
stores) saw a 5% increase in value spend in Q4,
with a 1.7% instore spend increase and a 10.9%
increase to the online channel. Card spend by
number of transactions was up by 5.1% 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 invested in home and
garden improvements, nurseries, lawn and
garden centres delivered the strongest
performance in Q4, with spend up 16.4%

overall, driven by exceptional online growth
of 45.3% and a 5.3% increase in-store.

Home supply warehouse stores also saw
strong growth, rising 8.0%, supported by a
7.4% increase in-store and 11.5% online. Floor
covering stores recorded a solid 5.6% uplift,
while lumber and building materials stores grew
by 4.3%, largely due to strong online sales up
11.6% despite a slight in-store decline -0.9%.

Hardware stores posted growth of
3.6%, underpinned by a jump in online
sales up 15.9% in the quarter.

Furniture and home furnishings saw an overall
decline of -1.6%, impacted by a -4.3% drop
in-store despite a small online increase 2.8%.

Category Overall Instore Online
Furniture, Home Furnishings etc -1.6% -4.3% 2.8%
Hardware Stores 3.6% 0.2% 15.9%
Floor Covering Stores 5.6% 3.0% 9.1%
Lumber, Building Materials Stores 4.3% -0.9% 1.6%
Home Supply Warehouse Stores 8.0% 7.4% 1.5%




Clothing / Department
Stores / Jewellery

Overall Clothing -0.3%

This category of subsectors such as shoe stores,
sports and riding apparel stores, family clothing Category Overall it Online
stores, men's, women's clothing stores and
women'’s ready-to-wear stores saw an overall
slight reduction in value spend of -0.3% for
the quarter, with volume sales down 0.9%.

Clothing - Family clothing stores achieved Family Clothing Stores 9.2% -0.3% 36.8%
the strongest growth in the category, up 9.2%

Shoe Stores -1.0% -51% 6.2%

Sports & Riding Apparel Stores 0.5% -3.4% 3.0%

8 . . Men's, W 's Clothing St -4.5% -1.4% -7.3%
overall, driven significant online growth. Sports en's, Women's Llothing sfores
and rldln.g apparel stores saw m.arglnal growth Women's Ready-To-Wear Stores 8.8% 6.6% 43.0%
of 0.5% in value spend, with online up 3.0%.
Overall department stores -7.3% - Overall
spend in department stores declined by Year on Year Quarter Comparison € Value
7.3% in Q4, driven by a sharp fall in in-store
sales -8.8% and a smaller drop online Category Overall Instore Online
-3.7%. Reduced in-store activity and lower
average transaction sizes across both Department Stores -1.3% -8.8% -3.7%

channels contributed to the decrease.

Overall jewellery +4.2% - Overall spend
on jewellery increased by 4.2% in Q4, Year on Year Quarter Comparison € Value
continuing the positive trend from earlier in
the year. Growth was supported by gains
across both channels, with in-store sales
up 11% and online sales rising by 12.1%.

Category Overall Instore Online

Jewellery 4.2% 11% 121%
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