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2019 2024

Essentials

$13.1B

$18.6B

Hardlines

$12.6B

$15.8B

Home

$14.4B

$16.7B

Apparel +
Accessories

$14.3B

$16.5B

Beauty

$7.5B

$13.2B

Food + 
Beverage

$15.0B

$23.8B







Ease

Affordability

Reliability



We have to chart a course 
that’s distinctly Target.













All approaching or exceeding 
$3B in annual sales





We are not standing still.



We have to earn every trip.



Traffic grew in 
both stores + 
digital in 2024





~$20B
growth since 2019



#5
largest Frequency player 
in U.S. retail



Reliability
Improvement



~$9B Growth Since 2019
5th Largest Digital Grocer in U.S.



Food Distribution Centers

2026





Consistent
Newness



$4B
owned brand

expected to be 
Target’s first 



600
new items

2025



items a year
12



items a year
12
items a week
12





Launching in
~1,800 Stores
 Next Week



Launching in
1,500 stores
next week



Target doesn’t just sell food, 
it celebrates food.





On Track to be a $3B Brand









14
new brands 
in Nutrition



>2,200
new items

50%
exclusive to Target



200
new items



We’ve nearly doubled our 
Beauty business since 2019.







2,000
new products

90%
under $20





50
new brands added



50
new brands added





Discretionary categories generate 
more than $50B in sales. 



Meaningful Acceleration Across 
Our Discretionary Portfolio in Q4



Speed

Newness

Boldness



Fun 101



Fun 101 Realizing the Untapped 
Potential of Hardlines=





A Year-Round 
Discovery Destination







~60%
of assortment 
was exclusive







#1
retailer on
release date

30%
share







Home



Giving Guests 
Choice + Joy



Style

Design

Affordability









+6%
sales increase
in early 2025



Figment











 



is consumer-led.



More of the Breadth 
Consumers are 
Looking For





Apparel Comp 
Up >3% in Q4



Made Gains With Almost
Every Demographic



Increased speed to market, 
to ensure consumers find what
they want, when they want it.









From Design 
to Shopper’s 
Basket in 
8 Weeks



20%
reduction in product 
development calendars



We’re adding 
speed and flexibility. 



Strategically Managing 
Our Raw Materials, Production 
Capacity + Lead Times



Our relevance 
boosts top-line growth.  

Our rigor and discipline 
drive bottom-line performance. 







>10%
comp sales
increase in 2024





Approximately 
half of what we sell 
is made in the United States.



Reduced Owned Brand 
Production in China

Moved More Production to 
Western Hemisphere Countries



Newness





New, On-Trend
Items Monthly







Setting in Stores 
August 2025





Listening

Learning

Improving



Everyday Discovery + Delight



Today’s
Tarzhay





Giving Consumers 
More Reasons to 
Choose Target Every Day 




