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Back to school 2026: how brands are
tracking against last year, and is it trips
or ticket?
Every brand's spend growth versus last year, benchmarked against the millennial cohort's own growth, then broken into the two levers

behind it: shopping trips and average ticket.

More / fewer trips Bigger / smaller ticket Net vs cohort YoY

YOY  S P E N D  G R OW T H  A B OV E  T H E  M I L L E N N I A L  CO H O RT NET PP

Five Below +22.5

Barnes & Noble +18.4

Family Dollar +16.7

Hollister +16.1

Temu +15.7

Uniqlo +8.6

Ross Stores +6.6

Ollie's Bargain Outlet +6.4

American Eagle +4.8

Abercrombie & Fitch +4.5

HomeGoods +3.8

Goodwill +3.3

Walmart +3.2

Dollar Tree +3.1

Macy's +1.8

Kohl's +1.2

Target +1.1

Staples +0.2

YOY  S P E N D  G R OW T H  B E LOW  T H E  M I L L E N N I A L  CO H O RT

Best Buy −1.4

Dick's Sporting Goods −1.7

Michaels Stores −3.4

Dollar General −4.4

Dd's Discounts −5.0

T.J. Maxx −7.0

JCPenney −9.9

Old Navy −10.6

Lululemon −12.2

DSW −12.9

Shein Group −13.0

Foot Locker −14.7

Office Depot −15.3

Percentage points · scale −30 to +30 · brand YoY growth minus the millennial cohort's total YoY growth

Source: Carbon Arc · Credit Card — U.S. Complete Panel (CA0056)

Millennials aged 30–45 · anonymized U.S. credit & debit card transaction panel


