Valentine's Day Sales Analysis

This data-driven report provides a comprehensive analysis of Walmart's 2026 Valentine's Day inventory, detailing 5,821 products

across 16 categories. It offers actionable insights for brands advertising on Walmart, emphasizing product offerings, brand
presence, and retail opportunities within the $25 billion Valentine's retail season.
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Market Overview: A $25B Opportunity

Valentine's Day represents one of the most lucrative retail holidays, with
Americans expected to spend an average of $196.31 per person in 2026.
With 5,821 Valentine's-themed products currently listed on Walmart,
retailers have unprecedented inventory options to capture consumer
demand.

Our analysis of Walmart's catalog reveals strategic opportunities across
price points, categories, and brand partnerships. The data shows heavy
concentration in apparel and accessories, with emerging opportunities in
premium beauty, electronics, and home categories that remain
underserved.

This presents a clear targeting strategy: apparel campaigns can drive
volume, while premium categories offer higher margins and less
competition.

Key Metrics

5,821 total products listed
16 primary categories represented
$25B total US retail spend expected

57% of consumers shop online
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Top Product Categories by Inventory

Walmart's Valentine's Day inventory is heavily weighted toward apparel and accessories, creating both opportunity and challenge
for brands. While clothing dominates with 5,076 SKUs, this concentration means intense competition for visibility. Meanwhile,
categories like jewelry and toys offer less saturated markets with strong gift-giving appeal.
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This data suggests apparel brands should emphasize unique value propositions and bundle offers to differentiate in crowded
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_ Leading Clothing Brands: The
[ %] Apparel Powerhouses

The apparel category features 25+ brands with Valentine's Day collections, but
three dominate the landscape. Hudson Baby leads with 890 products,
primarily targeting gift-givers seeking children's apparel. Levi's follows with
830 SKUs, focusing on denim and casual wear for all ages. Joyspun rounds
out the top three with 697 products, emphasizing cozy loungewear and
intimate apparel.

890 830

Hudson Baby Levi's

Children's apparel focus Denim & casual wear

697

Joyspun

Loungewear & intimate

Jordan (459 SKUs) and Way To Celebrate (371) offer strong athletic and party
apparel options. These brands provide ready-made Valentine's themes that

reduce creative costs while ensuring product availability.
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Emerging Opportunities:
Underserved Categories

Premium Beauty

Only 4 brands represented: Marc Jacobs (2 SKUs), Dossier (2). High-
margin opportunity with low competition on Walmart.

Home & Kitchen

21 KitchenAid SKUs dominate 132 total. White space for seasonal decor
and romantic dinner themes to boost Valentine's Day sales.

Electronics

Skullcandy leads with 14 SKUs. Significant growth potential on Walmart
for wireless audio and smart home devices for couples.

These underserved categories on Walmart represent prime territory for brands
looking to expand their presence. With fewer competing products, brands can
achieve higher visibility and conversion rates during Valentine's Day sales.
Premium beauty, in particular, offers 40%+ margins compared to 25% in
apparel, making it highly attractive for driving significant retail revenue.
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Jewelry: High-Value Gift Category for Valentine's Day

Market Dynamics on Walmart

With 214 products across 31 brands, jewelry represents a
concentrated gift category on Walmart where consumers
seek quality over quantity. Cate & Chloe dominates with 68
SKUs, offering affordable fashion jewelry. Nuragold (22),
VNOX (18), and Jewelry Atelier (18) provide mid-tier options.

Average price points range from $15-25 for fashion jewelry to
$50-100 for branded pieces, catering to various Valentine's
Day budgets.

Strategic Insight for Brands

Unlike apparel with 5,076 SKUs, jewelry's limited selection on
Walmart means each product listing receives more traffic.
Brands advertising on Walmart should optimize product
pages with gift-ready messaging and consider bundling with
packaging options to maximize Valentine's Day sales.

Top performers: Cate & Chloe (68), Nuragold (22), VNOX (18),
Jewelry Atelier (18), JeenMata (16).
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Maximizing Valentine's Day Sales: A Multi-

Marketplace Strategy Framework

To dominate the Valentine's Day gifting season, brands must move beyond single-platform strategies. By integrating competitive

inventory, pricing, and sales data from major marketplaces like Walmart, Amazon, Target, and eBay, brands can develop agile,

data-driven campaigns that optimize product positioning, pricing, and timing across all key retail channels.

Competitive Inventory Intelligence & Timing

Analyze competitor stock levels, best-selling products, and
promotional start/end dates across all platforms. For
instance, if Walmart shows concentrated jewelry inventory
(e.g., 214 SKUs) with few dominant players, assess if a
similar scarcity exists on Amazon or Target. Use this to
determine optimal launch windows: launch early where
inventory is deep (e.g., apparel on Amazon), and
accelerate pushes where scarcity creates urgency (e.g.,
specific jewelry items on Walmart or unique finds on
eBay).

Category Arbitrage & Focus

Identify "category arbitrage" opportunities where demand
is high but competition is relatively low on a specific
platform. As seen with Walmart's jewelry category (214
SKUs vs. 5,076 apparel SKUs), a focused campaign can
yield disproportionate results due to less clutter.
Conversely, leverage platforms like Amazon for high-
volume, competitive categories by optimizing for
discoverability and competitive pricing. Align your
category focus with marketplace strengths and
weaknesses.

g

Cross-Platform Positioning & Product Mix
Optimization

Tailor your product presentation and mix to each
platform's audience and competitive landscape. Walmart
may excel for value-driven fashion jewelry, while Amazon
could be ideal for personalized gifts or broader
electronics. Target's curated aesthetic suits on-trend
apparel or beauty. eBay provides a strong channel for
unique, artisanal, or collectible items. Avoid a one-size-
fits-all product push; instead, feature products that
naturally resonate with each platform's demographic.

4

Dynamic Pricing & Bundling Strategies

Utilize multi-marketplace data to inform dynamic pricing
adjustments. If a competitor drops prices on a key item on
Amazon, consider adjusting your offering or bundling it
with a complementary product on Target to maintain
margin. On platforms like Walmart, where value is key,
bundling jewelry with gift-ready packaging can elevate
perceived value without direct price cuts. Continuously
monitor competitor pricing and promotions to react
swiftly and strategically.

[J Strategic Action: Brands should consolidate data from all major retail channels to identify inventory gaps, pricing

discrepancies, and emerging trends. This holistic view enables targeted advertising, smart inventory allocation, and

optimized promotional calendars for a more impactful Valentine's Day sales performance.
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Brand Partnership Opportunities

Walmart's Valentine's inventory reveals strong brand partnerships, particularly in apparel where Hudson Baby, Levi's, and
Joyspun dominate. These established relationships provide proven product availability and marketing support. For emerging
brands, electronics and premium beauty categories offer partnership opportunities with less entrenched competition.

Q) 4 &

Established Players Mid-Tier Growth White Space
Hudson Baby, Levi's, Joyspun control Way To Celebrate (371), Avia (166), Premium beauty, electronics,
apparel with 2,417 combined SKUs btween (141) building presence specialized jewelry offer entry points

To maximize their impact during Valentine's Day sales, brands should leverage existing partner relationships for co-marketing
opportunities within Walmart's retail environment. Apparel brands can create attractive bundles with jewelry or food categories,
while electronics brands can position their products as premium gifts that complement traditional Valentine's offerings.
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One-Pager Summary: Volume Play

Clothing: 5,076 SKUs Strategy
Hudson Baby (890), Levi's (830), Joyspun (697), Jordan High-volume, lower-margin. Target 3+ weeks out. Use
(459) bundling.

Key Takeaway: Apparel dominates inventory with 87% of total products. Compete on value and speed. Launch campaigns early,
emphasize selection depth, use urgency as inventory depletes. Bundle with accessories for higher AOV.
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One-Pager Summary: Premium
Play

Jewelry: 214 SKUs
Cate & Chloe (68), Nuragold (22), VNOX (18), Jewelry Atelier (18)

Strategy

Higher margin, less competition. Scarcity positioning. Urgency
throughout.

Walmart Retail Focus

Brands focus on romance messaging, gift-ready packaging, and
highlighting special occasion appeal on product pages and in-store
displays for Valentine's Day.

Key Takeaway: Jewelry offers 40%+ margins with only 214 SKUs total. Limited
selection drives natural urgency. For Valentine's Day, retail presence should
emphasize quality over quantity, leverage romantic messaging, and
prominently feature gift packaging to attract premium buyers. Implement
continuous urgency messaging across all sales channels.

Additional Premium Opportunities: Electronics (61 SKUs) - Skullcandy (14),
onn (12), JLab (9). Premium Beauty (4 SKUs) - Marc Jacobs (2), Dossier (2).
Home & Kitchen (132 SKUs) - Mainstays (45), KitchenAid (21). All offer white

space for differentiated positioning on Walmart.
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