





























Average Number of Products per Online Store

BY TYPE OF STORE & USE CASE

In Q4, the average number of products offered on OMG Pop-up and Redemption Stores saw a slight increase from Q3, with item
quantities ranging between 7 and 12. This uptick is partially driven by distributors, decorators, and dealers offering more product variety
on their storefronts in Q4, including print-on-demand (POD) items.

Things to Consider

OMG Print-on-Demand Stores allow you to easily offer a wider range of products and decoration methods with no order minimums and
hands-off fulfillment. Orders are fulfilled via a network of vetted decorators who source, decorate, and ship products to consumers on your
behalf. This gives you the flexibility to test new products and designs without the added costs or inventory risk.

Keep in mind, customers want options—but not overload. Keep your product selection relevant and well-organized with features like
categories and subcategories to make it easy for customers to browse and get to “yes” faster.

Online Store Use Case Overall Pop-up Store Redemption Store

Company Swag 11.6 10.3 5.6
Corporate Gifts 7.1 6.5 6.4
Employee Recognition & Incentives 11.1 10.1 6.6
Employee Uniforms & Supplies 11.2 10.3 8

Fundraiser 10.4 8.1 7.5
Holiday/Event 9 8.4 7.1
Retall 0.8 8.7 6.4
Spirit Wear 11.4 9 7.1
Team Uniforms & Equipment 9.1 8.2 6.8
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Average Number of Products per Order

BY TYPE OF STORE & USE CASE

For the fourth straight quarter, Company Swag programs had the biggest carts in terms of the number of products purchased per order, with an average of
4.6 products per order in Q4. Team Uniforms & Equipment saw the second highest cart totals with 4.1 average items per order across solutions, and 5.1
items per order on Pop-up Stores, which may indicate the use of product bundles.

Notably, Redemption Stores never exceeded an average of 2.2 items per order in Q4, suggesting that organizations continue to favor minimal, curated
product selections for this store type. Redemption Stores allow shoppers to order an item without entering payment, making them ideal for single or
low-quantity orders, such as an employee redeeming an item to celebrate a work anniversary.

Tips for Increasing the Number of Products Ordered

e Create product buno
the number of items
make products availa

e Customized product

les. Grouping related or complementary products in a product bundle to purchase together can be a highly effective way to increase
pourchased per order. Product bundles can include products sold individually at a slightly reduced price rate if purchased together,

nle exclusively as part of a bundle. Popular use cases include new employee kits and team uniforms package
descriptions. Instead of relying on supplier-provided copy, tailor your product descriptions to highlight the benefits that matter most

to your shoppers—Iike comfort, fit, and real-world use—and why this product is a perfect option for their specific use case. This mimics the experience on

retailer websites and
product descriptions

makes it easier for shoppers to connect with the product. Al tools can be a great resource and starting point for drafting unigue
based on the information you provide.

Online Store Use Case Overall Pop-up Store Redemption Store

Company Swag 4.6 2 1.6

Corporate Gifts 1.3 1.1 1.1

Employee Recognition & Incentives 1.8 1.4 1.2

Employee Uniforms & Supplies 3.8 3.6 2.2

Fundraiser 2.3 2.3 1.2

Holiday/Event 1.6 1.5 1.1

Retail 3.1 2.7 1.2

Spirit Wear 2.6 2.7 2.1

Team Uniforms & Equipment 4.1 5.1 1.4 1 1




Average Number of Orders per-Online Store

BY TYRPE OF STORE

OMG-Company Stores saw a 14% increase in thesnumber of orders per store compared to|Q3, averaging more than\139 ordersper store.
Stores hosted on.this-solution are typically open year-round or for a longer time frame, and often support corporate programs.for
employees;-¢lients, and partners, which likely-contributed-to the year-end-uptick in orders during the holiday-season.

OMG Pop-up and Redemyption Stores averaged-22 orders per store, a slight decrease comparedto Q3. These solutions are typically used-to
support limited-time-only programs and the stores are open for a short, predefined periodof thme. This drives a sense of urgency/with
shoppers-and-“get-it while'you can’ buying behavior, resulting in a higher spike of orders within ashorter time\frame.

Tips for Increasing Orders

e Market the store. Continue-to promoteyour store to-drive awareness and sales, even afterlaunch. For stores with a deadline, send
reminder emalils the week before, the day before, and the day of-clesing reminding customers to\get their orders in:--For-year-round stores,
send customers-a-monthly email to keep it top-of-mind and add new products to keep it fresh\so customers are.excited to_revisit;

e Add print-on-demand items to your storefront to-offer a wide range of quick-turn products and decoration methods. With no minimums
on orders, you can easily refresh your product selection with new or trending items, keeping your stare relevant and top-of-mind for
customers:

e Offer products that meet multiple price points, such’as““‘good, better, best” options—to appeal to a wider range\of budgets and ensure
there’s something for everyone.

139.7 22.1

Orders on Orders on Pop-up &
Company Stores Redemption Stores
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Top Product Categories by Units Ordered

Tee

Other
Sweatshirt
Crewneck
Hat
Jacket
Polo
Shorts
Pants
Beanie
Quarter Zip
Jogger

Category

Sweatpant
Footwear

Long Sleeve
Backpack

Vest

Half Zip

Hooded Pullover
Hoodie

3/4 Sleeve

*Data reflects orders placed on OMG Pop-up and Redemption Stores
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Print-on-Demand Stores
OVERVIEW ™' Top Use Cases

OMG Print-on-Demand (POD) Stores saw an AOV of $91 in Q4, an\8% . Company swag

increase from Q3 and outperforming the $76-A0OV seen on non-POD . Fundraiser
stores. Cart totals.were consistently higher on POD storesthan on
standard-stoeres throughout 2025 The number of orders-placed-on POD

was also up nearly-7Z0% quarter over quarter. . Team Uniforms & Equipment
. Retall

. Spirit Wear

A recent survey-revealed that 54% of branded merch HBusinesses offer
print-on-demand services to customers.>- This comes-as no surprise as
distributors,-decaorators, and dealers seek hew ways to meet consumers
high-expectations for fast and convenient\digital experiences.

¥ Top Industries

POD stores provide an easy way to say yes to more orders, while offering - K-12 Schools & Sports
no minimums and eliminating the additional backend'work. Automate . Healthcare

your fulfillment process by routing online orders-through a network of
vetted decorators who-source, decorate, and ship products to

consumers on your-behalf. . Colleges & College Sports

. Travel/Club/Specialty/Recreational Sports

See how this decoratorwas able to launch 150+ POD stofes in 6 . Construction & Manufacturing

months tg say yes tag’ new sales opportunities and offetr' lower mmimums
tO customers. *Data reflects orders placed on OMG Pop-up and Redemption Stores

Source: 1. ASI Central




Online Store Branding

OVERVIEW

In-Q4, OMG-Pop-up Stores using Premium Layouts-saw-an
average of 6% more sales compared to stores using the-Standard
Layout

The takeaway? Branding mattersand helps drive sales.
Professional, fully branded storefronts offer a smoother overat
shopping experience—similar to what customers expect when
visiting-major retail websites. With-easier navigation and a
retatl-like feel, shoppers are more likely te_browse products;trust

the store’s credibility, and confidently add more items to'their_cart.

See how to elevate youronline store branding with Premiym
Layouts and see’a list of more branding capabilities in the OMG
Online Store Feature Guide.

*Data reflects sales on QMG Pop-up Stores

6%

Average order value on
stores using Premium
Layouts vs. Standard Layouts
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Key Takeaways

The branded merchandise industry finished the year on a high note, with overall sales growing 5.1% year-over-year in Q4 and reaching a
record $27.7 billion for the full year!. Price increases contributed to the upswing in sales, as the majority of branded merch businesses
raised prices to help offset the impact of tariffs and rising freight costs, leading to higher top-line sales and average order values.

Branded merchandise teams responded to the challenging environment with creativity and resilience. In Q4, businesses found more ways
to capture year-end demand with online stores, expanded into new verticals, offered new types of products and fulfillment models, and
uncovered additional ways to drive sales.

Q3 Learnings

Diversification into new verticals. Distributors, decorators, and dealers working across multiple industries and customer types were better
shielded from economic uncertainty. Online stores make it easier to expand into new verticals, unlock new revenue streams, and reduce
reliance on any single market.

Print-on-demand is a growth engine. POD is paying off in volume and value. More branded merchandise teams are adopting POD to
offer more product variety on stores, while improving backend efficiency and increasing average order value. POD provides the flexibility
to quickly respond to seasonal demand spikes or run stores year-round—without order minimums, upfront investment, or inventory risk.

Buyers prioritized value over volume. Higher average order values indicated a clear shift toward premium, longer-lasting products. This
aligns with the rising demand for retail-quality branded merchandise—particularly in employee and gifting programs, where buyers are
willing to spend more per item to maximize perceived value and ROI.

Flexible payments led to bigger baskets. To combat factors like cautious consumer spending, companies are leaning into flexible
payment methods, like Buy Now, Pay Later and digital wallets at checkout to appeal to budget-conscious buyers and make it easier to
say yes to higher-value purchases.

Source: 1. ASI Central

Quarterly Online Store Benchmark Report, Q4 2025 | ordermygear.com
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Previous 2025 Reports

VIEW THE 2025 VIEW THE 2025
Q2 REPORT Q1 REPORT

Quarterly Online Store Benchmark Report, Q4 2025 | ordermygear.com
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