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DUBLIN RETAIL SALES VALUE INDEX (SA)

DUBLIN CONSUMER SPENDING DECLINES AS COVID-19 
RESTRICTIONS TAKE HOLD

Consumer spending in the Dublin economy fell by 4.8% QoQ in 
the final quarter of 2020, bringing to a close a most turbulent 
year for the retail sector. Q3 2020 was a strong period for retail 
across Ireland as Covid-19 restrictions eased, but the final quarter 
saw a tightening of measures, many of which inflicted further pain 
on the sector. Spending on Necessities remained quite stable but 
substantial swings were recorded for the other segments of retail 
in Dublin in Q4. Discretionary spending in the likes of clothing 
stores, which had more than recovered in Q3, fell by almost a half 
QoQ in Q4 as all but essential retail closed for a 6-week period. 
Spending on Entertainment also plummeted again in the quarter, 
while expenditure on big ticket household items contracted. 
eCommerce had the strongest performance, with online sales 
rising in Q4 following a slight decline in Q3. 

Overall retail spending rose by 1% YoY in Dublin, mainly driven by 
eCommerce, though expenditure on Necessities and Household 
Goods also each increased markedly YoY. The greatest declines 
were directly related to Covid-19, where Entertainment spending 
reduced by over 70% YoY. Discretionary spending was also a 
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METHODOLOGY
A macro-economic indicator, SpendingPulse™ reports on national and Dublin retail sales and is based on aggregate sales activity in the MasterCard 
payments network, coupled with estimates for all other payment forms, including cash and cheque. This information has been grossed up to present 
an estimate of the total retail sales of retail businesses in Ireland and Dublin to both residents and tourists. Data is seasonally adjusted but is not 
adjusted for inflation. MasterCard SpendingPulse™ does not represent MasterCard financial performance. SpendingPulse™ is provided by MasterCard 
Advisors, the professional services arm of MasterCard International Incorporated. See www.dublineconomy.ie for more info on methodology.
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2 *All values are Seasonally Adjusted by Grant Thornton

significant casualty, declining by 47.2% compared to Q4 2019. 
Despite these declining trends, exceptionally high Irish household 
saving rates at present will be expected to drive increased retail 
sales once conditions permit. 

 Michael McNamara 
GLOBAL HEAD OF SPENDING PULSE, MASTERCARD

Elevated spending on necessities and 
household goods helped overall retail sales 

in Dublin make a small gain at the end of 
2020. Meanwhile Covid-19 restrictions 

placed tremendous pressure on the 
discretionary, travel and entertainment 

sectors. Online sales continued to increase, 
consistent with spending patterns in other 

countries.
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RETAIL CATEGORY: DISCRETIONARY

Discretionary Retail: Department Stores and Clothing Stores.

IRELAND DUBLIN

64

59
-48.2% 

YoY

-47.2% 
YoY

RETAIL CATEGORY: NECESSITIES

Grocery: all food and beverage stores.

IRELAND DUBLIN
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The dichotomy between physical and online retail sales in Dublin 
was further highlighted in Q4 2020, as eCommerce made gains 
of 7% QoQ (SA*) in the face of exceptionally poor returns 
for bricks-and-mortar retailers. Q4 is typically the strongest 
quarter for retail due to Christmas, but the standard bearers of 
department and clothing stores (Discretionary, -46.4% QoQ) and 
Entertainment (-46.3% QoQ) suffered major contractions. This 
was largely due to Level 5 Covid-19 restrictions which limited the 
opening of retail and hospitality. Worryingly, Household Goods 
spending, which typically indicates consumer confidence, fell 
back by 16.4% QoQ. Necessities remained relatively constant, 
rising by 1.7% QoQ.  These factors contributed to a 4.8% QoQ 
decline in Dublin retail sales, and a minor YoY increase of 1%.
A similar narrative exists for Irish retail sales overall, where 
eCommerce (+11.3% QoQ) and Necessities (+5.7%) benefitted, 
but declines for Discretionary (-46.5%), Entertainment (-45.5%) 
and Household Goods (-4.7%) contributed to retail sales 
declining by 5.2% QoQ, and 1.1% YoY.

BRICKS-AND-MORTAR RETAIL 
THE BIGGEST CASUALTY IN 

DISAPPOINTING FINAL QUARTER

134

+12.5% 
YoY

+12.1% 
YoY

RETAIL CATEGORY: HOUSEHOLD GOODSRETAIL CATEGORY: ENTERTAINMENT

Hotels, restaurants and bars.

IRELAND DUBLIN
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-69.4% 

YoY

3*All values are Seasonally Adjusted by Grant Thornton

Household furniture, electronics and hardware.

IRELAND DUBLIN
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169
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YoY

Non store Retailers including Electronic Shopping and Mail-Order Houses, 
Direct Selling Establishments.

IRELAND DUBLIN
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YoY

METHOD: ECOMMERCE
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LOCKDOWNS & INTERNATIONAL TRAVEL RESTRICTIONS 
LIMIT TOURIST EXPENDITURE
Tourist spending in the Dublin economy returned to a 
downward trajectory in Q4 2020 as a combination of Covid-19 
restrictions and a travel ban with the UK took hold. Expenditure 
was consequently down by 19.4% QoQ and by 62% YoY. 
Tourist spending fell by over 20% QoQ for each of the Chinese, 
US and French markets. This acted to further reduce the low 
levels of expenditure which originated from those markets in 
Q3 2020.

Interestingly, tourist spending in the Dublin economy by visitors 
from the UK increased QoQ in Q4 2020. This may be related to 
cross-border spending by residents of Northern Ireland, but is 
more likely to have been driven by Irish emigrants returning to 
Dublin for the Christmas period. An air and sea travel ban for 
incoming passengers from the UK was introduced in Christmas 
week, but tens of thousands of passengers came from the 
UK to Ireland prior to this, and evidently boosted spending 
patterns by UK residents in the Irish market. 

IRELAND TOURISM SPEND SALES INDEX (SA)

Q4 2017 Q4 2018

Q4 2019 Q4 2020

On a YoY basis, tourist spending was down by 88.4% and 
62% for the Irish and Dublin retail sectors respectively. For the 
Capital, the largest proportional declines were recorded in the 
Chinese (-96.5% YoY) and US markets (-94.0% YoY). Tourism 
from the Continent also suffered greatly, with spending by 
tourists from the German market reducing by over 80%, and 
a decline of 75.4% YoY applying for the French market. The 
UK recorded the lowest proportional reduction, though this 
decline was still considerable at -51.1% YoY. 

The fall-off in tourist expenditure was even more pronounced 
at the national level, where spending from each tourist market 
fell by more than 82% YoY in Q4.  With lockdowns remaining 
in place across Europe in early 2021, it is expected that it 
will be Q2 and beyond before meaningful improvements are 
witnessed. 

DUBLIN AND IRELAND TOURIST SPEND BY ORIGIN - Q4 2020 (SA)
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DUBLIN TOURISM SPEND SALES INDEX (SA)

Q4 2017 Q4 2018

Q4 2019 Q4 2020

Q1 2014 = 100 Q1 2014 = 100

YOY OVERALL 
INCREASE IN TOURSIM 

SPEND IN DUBLIN

-88.4% -62.0%
YOY OVERALL 

INCREASE IN TOURSIM 
SPEND IN IRELAND

OVERALL
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