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An annual overview of UK retail sales performance, including key metrics on core sub-sectors and e-commerce.
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Headline Figures

+1.6%0

Sales value (amount spent) growth
2024 vs. 2023

*Seasonally adjusted, excluding fuel
Including fuel +1.4%

+0.3%

Sales volume (items purchased) growth
2024 vs. 2023

*Seasonally adjusted, excluding fuel
Including fuel +0.7%

+1.1%

Food sales value (amount spent) growth
2024 vs. 2023

*Seasonally adjusted

Volumes -1.6%

+1.6%0

Non-Food sales value (amount spent) growth
2024 vs. 2023

*Seasonally adjusted

Volumes +1.2%

Annual Performance - All Retail
(ONS) Year-on-year
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Volumes 0.3 (2.8) (4.6) 3.9 1.0 2.8 2.2 1.8 4.4 4.0 3.8
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Key Messages

» In 2024, the UK consumer spent +1.6% more

Annual Performance by Sub - Sector

(ONS) Year-on-year seasonally adjusted sales values

than in 2023, representing a steady, if 40
unspectacular, year for retail. Although below
the 10-year average growth rate (+3.5%), this 30.7
reflected the impact of easing inflation (CPI: 30 o
20237.3% vs 2024 2.6%). g
. . . 20 5
+ While some months of weaker trading—April 15.5 <
(-1.3%), June (-0.9%), and November (-0.5%)— 10.9 22 o -
tempered annual growth, the year still saw X 10 . 6.8 o § g 3 §
positive developments. Notably, volume . 3.2 8 S 5 g =
growth returned to positive territory (+0.3%), 1.6 1.6 1.6 11 05 & ] a @ @
following two years of declines (-2.8% in 2023 0 - 7 5 s o o T—?—ﬁ — — — — -
and -4.6% in 2022), indicating gradual Q 1] 2 9 @ =3 ; ] S 8 -1.8 =24 24
recovery in consumers’ purchasing power. 10 Q_|o & g '53 § % i" % % 77
@ 52 5 @) = 4 2 .
» Cosmetics was a standout performer, with 2 é' ® 3 w - ek
strong double-digit value growth of +10.9% -20 S @ ) o
and volume growth of +8.6%, demonstrating 3
ongoing consumer demand for this
discretionary category.
E-commerce Share of Retail Spend Food vs. Non-Food Annual Performance
(ONS) % penetration (ONS) Year-on-year seasonally adjusted sales values
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