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Solving problems 
and fulfilling dreams 
for the home

Lowe's Companies, Inc. (NYSE: LOW) is a FORTUNE® 100 home improvement 
company with total fiscal year 2025 sales of more than $86 billion. Lowe's employs 
approximately 300,000 associates and operates over 1,750 home improvement stores, 
540 branches and 120 distribution centers. Based in Mooresville, N.C., Lowe's supports 
the communities it serves through programs focused on creating safe, affordable 
housing, improving community spaces, helping to develop the next generation of 
skilled trade experts and providing disaster relief to communities in need.

For more information, visit Lowes.com.



1 �Adjusted operating margin, adjusted diluted earnings per share (EPS) and free cash flow are non-GAAP financial measures. Refer to the “Non-GAAP Financial 
Measures Reconciliation” section for additional information as well as reconciliations between the Company’s GAAP and non-GAAP financial results.

Despite ongoing challenges in the housing macroenvironment 
in 2025, we are pleased with the execution and performance of 
our company. This year, the company delivered sales of $86.3 
billion, with positive comparable sales of 0.2%. We maintained 
our rigorous focus on expense management, which has become 
a hallmark of this leadership team. We are also effectively 
integrating emerging AI technology to enhance the customer 
and associate experience and improve operating efficiency. 

Dear Shareholders,

With our enterprisewide commitment to driving 
productivity, we delivered strong bottom-line 
performance as well, with adjusted operating 
margin1 of 12.1% and adjusted diluted earnings 
per share of $12.28. The company generated $7.7 
billion in free cash flow and returned $2.6 billion in 
dividends to shareholders through our disciplined 
capital allocation strategy.

These results demonstrate that our Total Home 
strategy is working, as we made meaningful 
progress against each of the key growth objectives: 

Beginning with driving Pro penetration, we 
delivered another year of positive comparable 
sales in Pro. In March, we launched our redesigned 
Pro loyalty program, MyLowe’s Pro Rewards. This 
intuitive program is designed specifically for small-
to-medium Pros, who earn rewards from the first 
dollar spent at Lowe’s. We’re pleased to see greater 
utilization, which is driving repeat purchases and 
higher spending.

We also began the multiyear buildout of the 
Pro Extended Aisle, which gives our Pro sales 
associates instant access to our suppliers’ catalogs. 
By leveraging our suppliers’ expanded product 
assortments, greater inventory depth and delivery 
capabilities, we are capturing more Pro planned 
spend. We look forward to adding new suppliers 
and new markets every week in 2026, which will 
create meaningful growth opportunities in the 
years ahead.

This year, we accelerated online sales with growth 
of 8.8%, which now represents 13% of our retail sales. 
We saw an increase in both traffic and conversion, 
driven by a more immersive shopping experience 
and flexible fulfillment options.  
In collaboration with OpenAI,  
we also launched Mylow, the first  
AI-powered home improvement virtual 

Drive Pro penetration 

Accelerate online sales 

Expand home services 

Create a loyalty ecosystem 

Increase space productivity 
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adviser. Now when our customers engage Mylow 
with questions about their order, conversion rates 
double. Finally, as Pros shift more of their shopping 
online, they are increasingly relying on our digital 
tools tailored to their needs.

In June, we introduced the first Home Improvement 
Creator Network, with MrBeast, the world’s most-
followed creator, among the first to join. These 
influencers inspired customers to line up at our 
stores on Black Friday for our “Golden Ticket”  
event — and they drove viral moments around 
trending product offers.

Looking ahead, we’re also pleased with the ongoing 
expansion of our online Marketplace. This will allow 
us to continue to extend our product assortments to 
offer our customers everything they need for their 
homes, across the price spectrum, without assuming 
the risk of owning the inventory.

In 2025, we expanded Home Services, with high-
single-digit growth year-over-year in the second 

half of the year. Through tech-enabled solutions, 
we’ve transformed the customer journey from a 
cumbersome, time-consuming process to a seamless 
experience. We’ve accelerated the process from 
inquiry to completed installation by providing intuitive 
options for scheduling, quoting and payment. 
We’re confident that we’re well positioned to meet 
the needs of our do-it-for-me customers with cost-
effective solutions for convenient installations.

Through MyLowe’s Rewards and 
MyLowe’s Pro Rewards, we’re 
also creating a loyalty ecosystem 
that will help us tailor more 
personalized, value-enhancing 
offers through data-driven 
marketing. MyLowe’s Rewards 
now has over 30 million members, who shop twice as 
often and spend over 50% more than nonmembers. 
Lowe’s is the only home improvement retailer with a 
separate loyalty program for Pro and DIY customers, 
which is a distinct competitive advantage.
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are a tribute to the dedication of our frontline 
associates and their steadfast commitment to 
serving our customers. 

In 2025, the company  
made two acquisitions to 
further enhance our Pro 
offering and expand into a 
$250 billion total addressable 
market. In June, we acquired 
Artisan Design Group or ADG for $1.3 billion. ADG is 
a leading nationwide provider of design, distribution 
and installation services for interior surface finishes, 
including flooring, cabinets and countertops. ADG 
serves national, regional and local homebuilders and 
property managers.

In October, we acquired 
Foundation Building 
Materials or FBM for  
$8.8 billion. FBM is a 
leading distributor of drywall, metal framing, ceiling 
systems and commercial doors and hardware. 
FBM serves a diverse, large Pro customer base with 

We made significant progress towards increasing 
space productivity, with a 15% reduction of our  
in-store SKU count, which created space for more 
high-velocity items. We extended our rural assortment 
to 150 more stores, bringing the total to nearly 500 
stores. We also rolled out workwear showrooms and 
pet grab-and-go assortments in 1,000 stores. These 
initiatives help us take advantage of our larger store 
footprints to create a more convenient shopping 
experience for our busy customers.

We continue to elevate the customer experience 
through new training programs for our frontline 
associates, as well as our AI-powered Mylow 
Companion, which is the same technology available 
in Mylow online. In fact, when associates use 
Mylow Companion to help customers, we’re seeing 
satisfaction scores increase 200 basis points.

Our efforts are also being recognized externally.  
J.D. Power named Lowe’s #1 in customer satisfaction 
among home improvement retailers, and Lowe’s was 
ranked the #1 Specialty Retailer on Fortune’s World’s 
Most Admired Companies list. These recognitions 
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approximately 45% residential mix, which spans 
single-family and multifamily construction, and 55% 
commercial mix, which is split evenly between new 
construction and repair and remodel applications. 
FBM’s 375+ locations nationwide also strengthen our 
fulfillment capabilities, especially in California, the 
Northeast, and the Midwest, where Lowe’s has less of 
a physical store presence.

Through our complementary product assortments, we 
plan to expand our Pro offering by allowing Lowe’s Pro 
customers to gain access to FBM’s core assortment 
and extensive delivery capabilities. At the same time, 
we plan to extend Lowe’s broad product offering to 
FBM’s customers to drive greater attachment.

And by bringing together the capabilities of FBM, 
ADG and Lowe’s, we will create a comprehensive 
interior solution for homebuilders, with everything 
from drywall and insulation to doors, flooring, cabinets 
and appliances. This will allow us to capitalize on the 
expected surge in housing demand, as analysts recently 
estimate that more than 12 million new homes will be 
needed over the next decade in the U.S.

These acquisitions represent a transformational move 
in advancing our Total Home strategy. By diversifying 
our revenue streams, we expect to drive more 
sustainable, long-term sales and profit expansion.

I’m excited about what lies ahead for Lowe’s. Our 
Total Home strategy is resonating with Pro and DIY 
customers alike. We’re making the right long-term 
investments in growth, and we’ve further strengthened 
our competitive position through the acquisitions of 
FBM and ADG. And while the recovery in the home 
improvement industry is expected to be gradual, the 
structural demand drivers remain strong, with home 
equity at record levels and homes continuing to age.

We remain focused on managing what is within 
our control, which is reflected in the solid operating 
performance we delivered in 2025. And as we 
continue to support our associates, customers and 
communities, we will continue to deliver sustainable 
value for our shareholders. 

God bless,

Marvin R. Ellison
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People & Communities

Operational Excellence

Product Sustainability

$125 MILLION 
awarded in discretionary 
bonuses for our frontline 

associates in 2025. 

$650+ MILLION 
invested in our local  

communities by 
Lowe’s and the Lowe’s 
Foundation since 2018.

250,000  
TRADESPEOPLE
Announced expanded  

commitment to train tradespeople 
over the next decade.

$9+ BILLION 
customer lifetime savings from 
Lowe’s WaterSense® products 

purchased in 2025.

$2+ BILLION 
customer lifetime savings from 
Lowe’s ENERGY STAR® products 

purchased in 2025. 

RANKED #1 
in customer satisfaction by J.D. Power 
among home improvement retailers.1

FORTUNE #1  
Most Admired Specialty Retailer.

1 ��For J.D. Power 2025 award information, visit jdpower.com/awards.
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$86.3B
IN SALES

11.8%
OPERATING MARGIN

$11.85
DILUTED EPS

26.1%
RETURN ON INVESTED CAPITAL1

12.1%
ADJUSTED OPERATING MARGIN1

$12.28
ADJUSTED DILUTED EPS1

1 ��Return on Invested Capital (ROIC) is calculated using a non-GAAP financial measure. Adjusted operating margin and adjusted diluted earnings per 
share (EPS) are non-GAAP financial measures. Refer to the “Non-GAAP Financial Measures Reconciliation” section for additional information as well 
as reconciliations between the Company’s GAAP and non-GAAP financial results.

2025 Financial Highlights
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UNITED STATES
SECURITIES AND EXCHANGE COMMISSION

Washington, D.C. 20549
FORM 10-K 

(Mark One)
☒ ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934

For the fiscal year ended January 30, 2026
or

☐ TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934

For the transition period from ________ to _________
Commission file number   1-7898 

LOWE’S COMPANIES, INC. 
(Exact name of registrant as specified in its charter)

North Carolina 56-0578072
(State or other jurisdiction of incorporation or organization) (I.R.S. Employer Identification No.)

1000 Lowes Blvd., Mooresville, NC 28117
(Address of principal executive offices) (Zip Code)

Registrant’s telephone number, including area code (704) 758-1000

Securities registered pursuant to Section 12(b) of the Act:

Title of each class Trading Symbol(s) Name of each exchange on which registered
Common Stock, par value $0.50 per share LOW New York Stock Exchange

Securities registered pursuant to section 12(g) of the Act: None
Indicate by check mark if the registrant is a well-known seasoned issuer, as defined in Rule 405 of the Securities Act.  ☒ Yes   ☐ No
Indicate by check mark if the registrant is not required to file reports pursuant to Section 13 or Section 15(d) of the Exchange Act.  ☐ Yes   ☒ No 
Indicate by check mark whether the registrant (1) has filed all reports required to be filed by Section 13 or 15(d) of the Securities Exchange Act of 1934 during the 
preceding 12 months (or for such shorter period that the registrant was required to file such reports), and (2) has been subject to such filing requirements for the past 
90 days.  ☒ Yes   ☐ No
Indicate by check mark whether the registrant has submitted electronically, every Interactive Data File required to be submitted pursuant to Rule 405 of Regulation S-
T (§232.405 of this chapter) during the preceding 12 months (or for such shorter period that the registrant was required to submit such files).  ☒ Yes   ☐ No
Indicate by check mark whether the registrant is a large accelerated filer, an accelerated filer, a non-accelerated filer, smaller reporting company, or an emerging 
growth company.  See the definitions of “large accelerated filer,” “accelerated filer,” “smaller reporting company,” and “emerging growth company” in Rule 12b-2 of 
the Exchange Act.

Large accelerated filer ☒ Accelerated filer ☐
Non-accelerated filer ☐ Smaller reporting company ☐

Emerging growth company ☐

If an emerging growth company, indicate by check mark if the registrant has elected not to use the extended transition period for complying with any new or revised 
financial accounting standards provided pursuant to Section 13(a) of the Exchange Act. ☐
Indicate by check mark whether the registrant has filed a report on and attestation to its management’s assessment of the effectiveness of its internal control over 
financial reporting under Section 404(b) of the Sarbanes-Oxley Act (15 U.S.C. 7262(b)) by the registered public accounting firm that prepared or issued its audit 
report. ☒
If securities are registered pursuant to Section 12(b) of the Act, indicate by check mark whether the financial statements of the registrant included in the filing reflect 
the correction of an error to previously issued financial statements. ☐
Indicate by check mark whether any of those error corrections are restatements that required a recovery analysis of incentive-based compensation received by any of 
the registrant’s executive officers during the relevant recovery period pursuant to §240.10D-1(b). ☐
Indicate by check mark whether the registrant is a shell company (as defined in Rule 12b-2 of the Exchange Act).  ☐ Yes   ☒ No
As of August 1, 2025, the last business day of the Company’s most recent second quarter, the aggregate market value of the registrant’s common stock held by non-
affiliates of the registrant was $126.9 billion based on the closing sale price as reported on the New York Stock Exchange.
Indicate the number of shares outstanding of each of the registrant’s classes of common stock, as of the latest practicable date. 
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DISCLOSURE REGARDING FORWARD-LOOKING STATEMENTS

This Annual Report on Form 10-K includes “forward-looking statements” within the meaning of the Private Securities 
Litigation Reform Act of 1995.  Statements including words such as “believe”, “expect”, “anticipate”, “plan”, “desire”, 
“project”, “estimate”, “intend”, “will”, “should”, “could”, “would”, “may”, “strategy”, “potential”, “opportunity”, “outlook”, 
“scenario”, “guidance”, and similar expressions are forward-looking statements.  Forward-looking statements involve, among 
other things, expectations, projections, and assumptions about future financial and operating results, objectives (including 
objectives related to environmental and social matters), business outlook, priorities, sales growth, shareholder value, capital 
expenditures, cash flows, the housing market, the home improvement industry, demand for products and services including 
customer acceptance of new offerings and initiatives, macroeconomic conditions and consumer spending, trade policy changes 
and additional tariffs, share repurchases, and Lowe’s strategic initiatives, including those relating to acquisitions and 
dispositions and the impact of such transactions on our strategic and operational plans and financial results.  Such statements 
involve risks and uncertainties, and we can give no assurance that they will prove to be correct.  Actual results may differ 
materially from those expressed or implied in such statements. 

For a detailed description of the risks and uncertainties that we are exposed to, you should read Item 1A, “Risk Factors” 
included elsewhere in this Annual Report.  Forward-looking statements speak only as of the date they are made, and we do not 
undertake any obligation to update these statements other than as required by law.
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Part I

Item 1 - Business
 
General Information

Lowe’s Companies, Inc. and subsidiaries (the Company or Lowe’s) is a Fortune® 100 company and the world’s second largest 
home improvement retailer.  As of January 30, 2026, Lowe’s operated 1,759 home improvement stores and outlets in the 
United States, representing approximately 196 million square feet of retail selling space.  In addition, Lowe’s operated over 540 
branch locations in the United States and Canada, which include our current year acquisitions of Foundation Building Materials 
(FBM) and Artisan Design Group (ADG).

Lowe’s was founded in 1921 with the opening of its first hardware store in North Wilkesboro, North Carolina.  The Company 
was incorporated in North Carolina in 1952 and has been publicly held since 1961.  The Company’s common stock is listed on 
the New York Stock Exchange - ticker symbol “LOW”.

For additional information about the Company’s performance and financial condition, see Item 7, “Management’s Discussion 
and Analysis of Financial Condition and Results of Operations”, of this Annual Report. 

Our Strategy

Lowe’s is an omnichannel retailer whose focus is on helping customers solve problems and fulfill dreams for their homes by 
providing an excellent customer experience, creating a great place to work for our associates, and improving our communities, 
which we believe will create long-term, sustainable value for our shareholders.  In fiscal 2025, we continued to execute on our 
Total Home strategy that was introduced in fiscal 2020, by focusing on serving the professional customer (Pro customer), 
accelerating our online business, expanding installation services, improving localization efforts and elevating our product 
assortment.  In December 2024, we updated our Total Home strategy, aligned with the key drivers of home improvement 
demand, to help our customers solve their home improvement needs with more value and exceptional service.  The five pillars 
of our Total Home strategy are as follows:

Drive 
Pro penetration

Accelerate
online sales

Expand
home services

Create a
loyalty ecosystem

Increase
space productivity

• We continue to transform our Pro offerings to drive Pro penetration by continuing to enhance our Pro product 
assortment, including expanding our offerings to the larger Pro customer through our acquisitions of FBM and ADG, 
investing in inventory of high-volume Pro products, leveraging our redesigned loyalty program, improving job site 
delivery capabilities, expanding our Pro extended aisle, and building a comprehensive interior solutions platform.  

• We are investing in our omnichannel retail capabilities to accelerate our online business through expansion of our 
product offerings, enhanced fulfillment capabilities, and a simplified user experience.  

• We are expanding our installation services to create a high value simplified installation solution, which are provided 
by our network of independent installers or outsourced to our third-party model that sells, furnishes, and installs both 
smaller refresh projects and more complex projects.  

• We are creating a loyalty ecosystem that drives brand preference and includes building out our MyLowe’s Rewards 
infrastructure for both Pro and do-it-yourself (DIY) customers.  

• Finally, we are increasing space productivity by optimizing our assortments and tailoring them to the local markets, 
and balancing our value-oriented private brands with our national brands.    
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Our Customers and Market

The home improvement market in which we operate is highly fragmented.  Our retail stores and online focus on serving 
individual homeowners and renters completing a wide array of projects, that vary along the spectrum of DIY and do-it-for-me 
(DIFM).  In addition, we focus on Pro customers that are primarily the small to medium sized Pro, which includes three broad 
categories: tradespeople, repair and remodelers, and property managers.  With the acquisitions of FBM and ADG in 2025, we 
are taking an important step in our Total Home strategy to serve larger Pro customers in the residential and commercial 
markets.  
 
There are many variables that affect consumer demand for the home improvement products and services we offer.  Key 
indicators we monitor include home price appreciation, age of the housing stock, real disposable personal income, housing 
turnover, and residential and commercial construction.  We also monitor demographic and societal trends that shape home 
improvement industry growth over time as the U.S. population moves through major life stages and events.  

Our Competition

The home improvement industry includes a broad competitive landscape that continues to evolve.  We compete with national 
and regional home improvement warehouse chains and lumber yards in most of the markets we serve.  We also compete with 
traditional hardware, plumbing, electrical, drywall and home supply retailers and distributors, as well as paint stores, lumber 
yards, garden centers, and maintenance and repair organizations.  In addition, we compete with general merchandise retailers, 
home goods specialty stores, warehouse clubs, online retailers, other specialty retailers, providers of equipment and tool rental, 
service providers that install home improvement products, and wholesalers that provide home-related products and services to 
homeowners, renters, businesses, and the government.  

Location of stores and branches, product assortment, product pricing, fulfillment capabilities, and customer service continue to 
be key competitive factors in our industry, while the evolution of technology, including artificial intelligence (AI) and machine 
learning technologies and customer expectations also underscore the importance of omnichannel capabilities as a competitive 
factor.  See further discussion of competition in Item 1A, “Risk Factors”, of this Annual Report.

Our Omnichannel Capabilities

We are committed to meeting customer demand to shop however, whenever, and wherever they choose.  Our omnichannel 
retail network provides a single view of the customer, no matter where they place their order, whether in-store, online, on-site, 
or through the contact center.  This allows our customers to move from channel to channel with simple and seamless transitions 
even within the same transaction.  For example, for many projects, the majority of our customers conduct research online before 
making an in-store purchase.  For purchases made on Lowes.com, customers may pick up their purchase in-store at the 
customer service desk, curbside, or from touchless lockers, or have their purchase delivered to their home or business.  In 
addition, flexible fulfillment options are available for in-store purchases and those made through the contact center.  Regardless 
of the channels through which customers choose to engage with us, we strive to provide them with a seamless experience across 
channels and an extended aisle of products, enabled by our flexible fulfillment capabilities.  Our ability to sell products in-store, 
online, on-site, through one of our branch locations, or through our contact centers speaks to our leverage of our existing 
infrastructure with the omnichannel capabilities we continue to introduce.

In-Store
Our 1,759 Lowe’s-branded retail home improvement stores and outlet stores are generally open seven days per week and 
average approximately 112,000 square feet of retail selling space, plus approximately 32,000 square feet of outdoor garden 
center selling space.  Our retail home improvement stores offer similar products and services, with certain variations based on 
localization, along with a dedicated team of knowledgeable and friendly frontline associates available to assist our customers.  
We continue to develop and implement productivity tools, including freight flow optimization and advanced AI customer 
service tools, to enhance the efficiency of our sales associates and improve the customer experience.  Our 16 Lowe’s Outlet 
stores have a smaller format and offer value to our customers through incremental savings on discontinued, overstocked, or 
scratch and dent items.  

Online
Through our websites and mobile applications, we seek to empower consumers by providing a 24/7 shopping experience, 
expanded product assortment, product information, customer ratings and reviews, buying guides, how-to videos, and other 
information.  These tools help consumers make more informed purchasing decisions and give them increased confidence to 
undertake home improvement projects.  We enable customers to choose from a variety of fulfillment options, including buying 
online and picking up in-store, curbside pick-up, same-day delivery through our gig network, and shipment to their homes or 

Table of Contents

2



businesses.  Further, we also offer digital inspiration, design, and project management tools across multiple home improvement 
categories. 

On-Site
We have on-site specialists available for our customers to assist them in selecting products and services for their projects.  Our 
Pro sales managers meet with Pro customers at their place of business or on a job site and leverage nearby stores and our 
distribution network to ensure we meet customer needs for products and resources.  In addition, our In-Home Sales program is 
available in the majority of our stores to discuss various exterior projects such as windows, doors, and fencing, whose 
characteristics lend themselves to an in-home consultative sales approach.  

Branches
Lowe’s has over 540 branch locations that serve larger Pro customers.  Our nationwide branch locations specialize in the 
delivery and installation of building materials for residential and commercial projects, while providing reliable local service and 
trusted expertise.  Services delivered by these locations include distribution of product to large residential and commercial 
professionals in both new construction and repair and remodel applications, as well as providing design, distribution and 
installation services to home builders and property managers.  

Contact Centers
Lowe’s operates contact centers utilizing a combination of internal staffing and third-party providers.  These contact centers 
enable an omnichannel customer experience by tendering sales, assisting with order management, coordinating deliveries, 
managing after-sale installations, and answering general customer questions via phone, mail, e-mail, live chat, and social media.
 
Our Products

Product Selection
To meet customers’ varying needs, we offer a complete line of products for construction, maintenance, repair, remodeling, and 
decorating.  We offer home improvement products in the following categories: Appliances, Seasonal & Outdoor Living, 
Lumber, Lawn & Garden, Hardware, Kitchens & Bath, Building Materials, Rough Plumbing, Paint, Millwork, Tools, 
Electrical, Flooring, and Décor.  A typical Lowe’s-branded home improvement store stocks approximately 37,000 items, with 
additional items available through our online selling channel.  Our product assortments offered in-store strive to meet the needs 
of the local market for the Pro and DIY customer.  See Note 17 of the Notes to Consolidated Financial Statements included in 
Item 8, “Financial Statements and Supplementary Data”, of this Annual Report for historical revenues by product category for 
each of the last three fiscal years.  

We are committed to offering a wide selection of national brand-name merchandise complemented by our selection of high-
value private brands.  We are balancing our value-oriented private brands with our national power brands, intensifying our 
localization efforts and expanding our rural assortment.  In addition, we are dedicated to selling products sourced in a socially 
responsible, efficient, and cost-effective manner.

Supply Chain
We source our products from vendors worldwide and believe that alternative and competitive suppliers are available for 
virtually all of our products.  Whenever possible, we purchase directly from manufacturers to provide savings for customers and 
improve our gross margin.

To efficiently replenish our stores and meet our customers’ expectations for fast fulfillment and delivery, we own and operate 
more than 120 supply chain facilities in our network.  These facilities include regional distribution centers, flatbed distribution 
centers, import distribution centers, bulk distribution centers, cross-dock terminals, and Fulfillment Centers.  Each one of these 
distribution nodes plays a critical role in our Total Home strategy and collectively enable our products to get to their destination 
as efficiently as possible.

We continue to modernize our network to unlock our omnichannel capabilities while keeping our organization’s sustainability 
goals top of mind.  Through our market-based delivery model, we have been focused on improving the speed of our delivery 
capabilities for our customers.  Most parcel-eligible items fulfilled by Lowe’s can be ordered by a customer and delivered 
within two business days.  Also, the nationwide expansion of our gig provider network enables same-day delivery of certain 
products from our stores, and as of fiscal 2025, we have the ability to deliver major appliances next-day to the majority of zip 
codes in the United States.  Customer needs and buying patterns are constantly changing, and our supply chain will continue to 
evolve to meet their needs.  We are building an omnichannel supply chain that positions the right products in the right quantities 
in the right places, and operates with greater network capacity with better flow management and optimization.   
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Our Services

Installed Sales
We offer installation services through independent contractors in many of our product categories, with Kitchens & Bath, 
Flooring, Appliances, Millwork, and Rough Plumbing accounting for the majority of installed sales.  Our installed sales model, 
which separates selling and project administration tasks, allows our sales associates to focus on project selling, while project 
managers ensure that the details related to installing the products are efficiently executed.  For certain installations, we 
simplified the process through our central selling team.  This team handles building quotes, answering questions over video or 
phone call, and providing personalized support to our customers.  We are also implementing technology that allows our 
customers to finalize their installation contract and checkout on lowes.com or mobile application, so they do not need to return 
to the store.  In addition, Lowe’s offers installation services for new home construction and remodeling projects. 

Lowe’s Protection Plans
We offer extended protection plans for certain products within the Appliances, Kitchens & Bath, Décor, Millwork, Rough 
Plumbing, Electrical, Seasonal & Outdoor Living, Tools, and Hardware categories.  These protection plans provide customers 
with product protection that enhances the coverage offered by the manufacturer’s warranty and provide additional benefits and 
repair services that extend beyond the manufacturer’s warranty.  

Seasonality and Working Capital

The home improvement business in general is subject to seasonal influences, particularly related to the spring selling 
season.  Historically, we have realized the highest volume of sales during our second fiscal quarter (May, June, and July) and 
the lowest volume of sales during our fourth fiscal quarter (November, December, and January).  Accordingly, our working 
capital requirements have historically been greater during our fourth fiscal quarter as we build inventory in anticipation of the 
spring selling season and as we experience lower fourth fiscal quarter sales volumes.  We fund our working capital 
requirements primarily through cash flows generated from operations, but also with short-term borrowings, as needed.  For 
more detailed information, see the Financial Condition, Liquidity and Capital Resources section in Item 7, “Management’s 
Discussion and Analysis of Financial Condition and Results of Operations”, of this Annual Report.

Intellectual Property

The name “Lowe’s” is a registered service mark of one of our wholly-owned subsidiaries.  We consider this mark and logo and 
the accompanying goodwill and name recognition to be valuable to our business.  This subsidiary owns and maintains various 
additional registered and unregistered trademarks, service marks and trade names, including private brand product names, such 
as, “Kobalt”, “STAINMASTER”, and “allen+roth.”  This subsidiary also maintains various Internet domain names that are 
important to our business, and we also own registered and unregistered copyrights.  In addition, we maintain patent portfolios 
related to some of our products and services and seek to patent or otherwise protect certain innovations that we incorporate into 
our products, services, or business operations.

Government Regulation

We are subject to a wide array of federal, state, and local laws and regulations.  We do not currently expect compliance with 
these laws and regulations to have a material effect on our capital expenditures, results of operations, and competitive position 
as compared to prior periods.

Human Capital

When it comes to attracting and retaining top talent, Lowe’s strives to be the employer of choice in retail.  We are committed to 
creating valuable career opportunities for our associates, supporting them and the communities where they live, and cultivating 
a culture that invites and encourages diverse opinions and ideas.  We would like our associates to see Lowe’s as a “Home to 
Possibility” with good jobs, a sense of belonging, and a promising future.  

Reflecting our commitments, in fiscal 2025 we received several notable employer of choice awards, including being named on 
the 2025 Disability:IN National Best Places to Work for Disability Inclusion, 2025 Fortune’s World’s Most Admired 
Companies Specialty Retailer, 2025 Great Place to Work Certified - U.S. and India, 2025 Fair360 Top Companies for Verified 
Meritocracy and Top Company for High Potentials, a 2025 Military Friendly Employer - Rank Gold, a 2025 VETS Indexes - 5 
Star Employer, and a 2025 Best Corporation for Veteran’s Business Enterprises of the Year.
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Our People
As of January 30, 2026, Lowe’s employed approximately 167,000 full-time associates and 109,000 part-time associates, 
primarily in the United States and India.  During the spring season, we temporarily expand our workforce by hiring associates 
in part-time and full-time positions to meet the elevated levels of demand.  

We have a proactive associate listening strategy, most notably through our annual engagement survey.  In fiscal 2025, more 
than 90% of our associates participated in our survey, and our people leaders use the feedback to improve our associate 
experience.

Creating Good Jobs
We have a strong track record of investing in our workforce by offering locally competitive salaries and wages.  As of fiscal 
2025, our minimum wage starts at $15 per hour, which helps us remain competitive for talent in all of our markets.  These 
investments include incremental wages and share-based compensation for our frontline associates, which included creating 
many new roles for our associates to grow into as they advance along their career path.  

We offer an array of health, welfare, and financial benefits to our full-time and part-time associates, including health care and 
insurance benefits, retirement plans, an employee stock purchase plan, paid time off, and leave programs, among many others.  
We have implemented workforce management tools that enable us to offer various scheduling options to our full-time 
associates to foster an improved experience in balancing their work and life responsibilities.  This includes such options as a 
shortened workweek, consistent shifts, or consecutive days off. 

Our focus on the associate experience begins at initial application.  The implementation of improved technology in the hiring 
process has simplified the experience for those looking to join Lowe’s and helped to drive the experience overall.  We have  
Spanish language capabilities to promote bilingual hiring by guiding Spanish-speaking candidates through the full application 
process.  

Providing a safe environment for both working and shopping is our highest priority at Lowe’s.  We strive to maintain a culture 
of safety, which begins with our leaders modeling the behaviors we want our associates to adopt.  We embed safety into 
associate onboarding, developmental e-learning, and on-the-job training.

Sense of Belonging
We believe that diverse and inclusive teams with a range of perspectives, backgrounds, and experiences, drive stronger ideas, 
better business results, and deeper connections with the communities we serve.  This year, we have focused on strengthening 
our culture of winning through the launch of the Inclusion Network, offering new ways for associates to engage and grow.  As 
part of this launch, we introduced two mentor programs: the Power Your Growth pilot program for store associates and the 
Inspire Mentor program designed for corporate associates.  Additionally, we achieved a major milestone in our community 
impact, through completion of more than 2,000 community projects across our four core pillars: safe and affordable housing, 
skilled trades education, community improvements, and disaster response.

These efforts reflect our commitment to building a workplace and community environment where every associate can 
contribute, grow, and thrive.

Promising Future
We are committed to securing top talent and providing ongoing training and other developmental opportunities to facilitate 
meaningful careers at Lowe’s.  We offer a variety of role-specific leadership and development programs that build and reinforce 
functional-technical/professional skills, business acumen, and leadership skills to prepare high-performing leaders for their next 
role.  Our focus on leadership development enables us to grow talent internally and has resulted in more than 85% of store 
leadership positions being filled internally in the last year.

Our Lowe's University offerings include the District Manager and Store Manager immersive week-long leadership experience 
programs, delivered from the Lowe’s University training center; the virtually-delivered store department supervisor 
fundamentals series; the virtually-delivered field supply chain leadership director, manager, and supervisor experience 
programs; and the certification programs for store and technology associates that further develop their skills and knowledge 
base.  In addition, our in-person Lowe’s University offerings include an Assistant Store Manager leadership training to further 
develop our store leaders.

Additionally, through Lowe’s Track to the Trades program, we offer all Lowe’s associates the opportunity to enroll in programs 
to complete apprentice certifications in electrical, plumbing, HVAC, appliance repair, or multi-family maintenance.  The 
program also connects them with Pros to help them start a career in their area of interest.  The Track to the Trades program 
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demonstrates Lowe’s commitment to our industry and the communities we serve.  This program, combined with our tuition-free 
education program, are further examples of how we are investing in the development of our associates.

Corporate Responsibility

We take our role as a Fortune® 100 retailer seriously by managing our business responsibly, focusing on serving our associates 
and improving the communities where we live and work.  Sustainability objectives are integrated into our business operations, 
particularly by focusing on the three pillars of our sustainability strategy: our people and communities, product sustainability, 
and operational excellence, which includes reducing the environmental footprint of our operations, which we believe will help 
drive long-term shareholder value. 

Investing in our Communities

Lowe’s is committed to supporting the communities we serve, which is reflected through our philanthropic efforts.  Through 
our community impact programs, nonprofit partnerships and associate volunteer efforts, Lowe’s has continued to revitalize 
neighborhoods, improve essential community spaces and support natural disaster relief and recovery efforts.  Our efforts 
maintain a special focus on veterans, active-duty military, and first responders.  Additionally, since awarding its first Gable 
Grants in 2023, the Lowe’s Foundation has invested over $50 million to help solve the critical skilled trades workforce shortage 
through a growing network of community colleges and nonprofits in rural and urban communities.

Product Sustainability

We are committed to promoting sustainable practices throughout our supply chain and providing customers with high quality, 
safe and more efficient products.  Our product selection process begins with our responsible sourcing decisions and ongoing 
supplier engagement.  Through collaboration and established management systems, we monitor our suppliers’ practices to 
secure high-quality products from suppliers who support worker rights and protect the environment.  Lowe’s human rights 
policy supports the fundamental principles of human rights, as defined by the “Universal Declaration of Human Rights.”  We 
continue to hold all suppliers to our rigorous standards through our human rights policy, our conflict minerals policy, and our 
Vendor Code of Conduct, which includes enhanced environmental standards.  

In addition, we have a wood sourcing policy with principles that we expect our vendors to follow, including no illegal logging; 
no deforestation; no sourcing of endangered species; the protection and preservation of biodiversity; and undergoing and 
securing Free, Prior and Informed Consent, as defined by the United Nations, wherever applicable.  The policy applies risk-
based approach that categorizes sourcing risk levels by country, identifies appropriate monitoring practices and includes a new 
forestry grievance process to share concerns.
 
We are dedicated to empowering our customers to lead more sustainable lives while minimizing the environmental footprint of 
our products.  We continue to expand our offering of independently certified products that have validated environmental claims, 
preserve and protect natural resources, and help customers reduce energy and water consumption.  These products help 
customers save money and lower operating costs over time while supporting more efficient use of resources.  We work with 
local and regional utilities to offer customers assorted rebates for a variety of efficient products including ENERGY STAR® 
and WaterSense®. 

Reducing Our Environmental Footprint

We are committed to mitigating climate change by reducing the environmental impact of our operations and supply chain 
through targeted investments in energy efficiency, renewable energy, environmentally friendly transportation practices, and 
innovative water and waste management systems. 

Greenhouse Gas (GHG) Emissions
In 2025, Lowe’s continued to make progress toward achieving net-zero emissions across the Company’s scope 1, 2, and 3 GHG 
emissions by 2050.  That plan includes interim emissions targets for 2030: decreasing our scope 1 and 2 emissions by 42% and 
reducing scope 3 emissions by 25% below 2021 levels.  We report our progress annually in Lowe’s Corporate Responsibility 
Report, to the Carbon Disclosure Project (CDP), and via lowes.com/net-zero.  The contents of these reports are not incorporated 
by reference into this Annual Report on Form 10-K or in any other report or document we file with the Securities and Exchange 
Commission (SEC).

To reach these targets, Lowe’s continues to focus on increasing operational efficiency and reducing emissions across Lowe's 
value chain.  We are making further investments in energy efficiency and renewable energy within our operations, while 
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exploring emerging technologies to reduce emissions associated with our vehicle fleet and facilities.  Over the past three years, 
we have invested more than $400 million across multiple projects, including replacing stores’ aging HVAC units with high 
efficiency models, installing and updating building management systems, deploying material handling automation such as pallet 
grinders, and completing indoor LED lighting upgrades.  

As a global home improvement retailer, Lowe’s engages suppliers on the importance of measuring and reporting emissions 
through the CDP.  Lowe’s was recently recognized as a Supplier Engagement Leader for our outstanding work in 2025.  This 
engagement supports supplier efforts to identify efficiency opportunities, adopt renewable energy and implement lower-carbon 
solutions. 

Procuring renewable energy is another lever to reduce our emissions footprint, and in 2025, we continued to advance a pipeline 
of both onsite and offsite renewable energy projects.  Lowe’s is a member of the Clean Energy Buyers Association to evaluate 
emerging renewable energy opportunities and technologies, including community solar and power purchase agreements, and 
continues to implement on-site solar generation across our stores and supply chain network. 

We collaborate with the Environmental Protection Agency’s (EPA) SmartWay program to reduce transportation emissions by 
managing and reducing fuel usage through incentives for freight contractors to improve efficiency.  Lowe’s leverages 
SmartWay data to enhance visibility into scope 3 emissions associated with our U.S. transportation footprint. 

Waste
We partner with suppliers to improve recycling and waste diversion, develop regional waste management processes, measure 
waste streams, and conduct waste audits.  At a local level, store waste, including cardboard, broken appliances, and wood 
pallets, is recycled through national and regional partners.  We continue to educate customers and encourage proper recycling 
of product packaging through our collaboration with How2Recycle®.  As recycling infrastructure and technology continues to 
evolve, we evaluate opportunities to improve waste diversion and support circular economy solutions where feasible.

Water
While our water consumption is modest compared with other industries, we continue to focus on reducing water consumption 
within our operations.  We use smart irrigation controllers at most stores and deploy leak detection technology to identify and 
address leaks promptly.  We also maintain protocols for the handling and disposal of chemicals to help prevent release into 
local waterways. 

Corporate Responsibility Reporting

Lowe’s participates in the CDP’s climate change, forests and water security questionnaires to benchmark environmental 
practices and provide transparency on progress.  Lowe’s continues to externally verify its scope 1 and 2 GHG emissions, as 
well as scope 3 Use of Sold Product emissions and water usage data to increase confidence in reporting.  Our annual Corporate 
Responsibility Report is guided by the Sustainable Accounting Standards Board, the Global Reporting Initiative, and the U.N. 
Sustainable Development Goals, and we publish a Task Force on Climate-related Financial Disclosures report to assess climate-
related risks and opportunities.

Additional information regarding our activities related to our human capital strategy, as well as our workforce diversity data, 
latest community improvement projects, and sustainability efforts can be found in our Corporate Responsibility Report and 
Impact and Culture Report, which are published annually and can be found on our website at responsibility.lowes.com.  The 
contents of these reports are not incorporated by reference into this Annual Report on Form 10-K or in any other report or 
document we file with the SEC.

Available Information
 
Our Annual Report, quarterly reports on Form 10-Q, current reports on Form 8-K, and amendments to those reports filed or 
furnished pursuant to Section 13(a) or 15(d) of the Securities Exchange Act of 1934, as amended, are made available free of 
charge through our Internet website at ir.lowes.com, as soon as reasonably practicable after such documents are electronically 
filed with, or furnished to, the SEC.  The SEC maintains an Internet site, www.sec.gov, that contains reports, proxy and 
information statements, and other information regarding issuers that file electronically with the SEC.
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Item 1A - Risk Factors

We describe below certain risks that could adversely affect our results of operations, financial condition, business reputation, or 
business prospects.  These risk factors may change from time to time and may be amended, supplemented, or superseded by 
updates to the risk factors contained in our future periodic reports on Form 10-K, Form 10-Q, and reports on other forms we file 
with the SEC.  All forward-looking statements about our future results of operations or other matters made by us in this Annual 
Report, in our Annual Report to Lowe’s Shareholders, and in our subsequently filed reports to the SEC, as well as in our press 
releases and other public communications, are qualified by the risks described below.

You should read these risk factors in conjunction with “Management’s Discussion and Analysis of Financial Condition and 
Results of Operations” in Item 7 and our consolidated financial statements and related notes in Item 8.  There also may be other 
factors that we cannot anticipate or that are not described in this Annual Report generally because we do not currently perceive 
them to be material.  Those factors could cause results to differ materially from our expectations.  In connection with any 
investment decision with respect to our securities, you should carefully consider the following risk factors, as well as the other 
information contained in this report and our other filings with the SEC.

Strategic, Competitive, Operational, and Reputational Risks

We may be unable to adapt our business concept in a rapidly evolving retail environment to address the changing shopping 
habits, demands, and demographics of our customers.
The home improvement retail environment, like the retail environment generally, is rapidly evolving, and adapting our business 
concept to respond to our customers’ changing shopping habits and demands and their changing demographics is critical to our 
future success.  Our success is dependent on our ability to identify and respond to the economic, social, style, and other trends 
that affect demographic and consumer preferences in a variety of our merchandise categories and service offerings, as well as 
consumer spending.  Customers’ needs and expectations about how they wish to research, purchase, and receive products and 
services have also evolved.  It is difficult to predict the mix of products and services that our customers will demand.  As our 
customers expect a more personalized experience, our ability to offer more localized assortments of our merchandise to appeal 
to local tastes within each customer group is important to our ability to effectively meet customer needs and expectations.  Our 
Pro customers also expect more capabilities such as appropriate product assortment, strong sales support, and competitive credit 
options.  Customers also have evolving preferences and expectations related to the sustainability of our products and operations.  
If we do not successfully differentiate the shopping experience to meet the individual needs and expectations of or within a 
customer group, we may lose market share with respect to those customers.

Failure to identify such trends, adapt our business concept, implement an increasingly localized merchandising assortment, and 
implement related strategic initiatives successfully, could negatively affect our relationship with our customers, the demand for 
the home improvement products and services we sell, the rate of growth of our business, our market share, and results of 
operations.

We may not be able to realize the intended benefits of our strategic initiatives focused on providing an omnichannel shopping 
experience to our customers if we fail to deliver the capabilities required to execute on them.
Our interactions with customers have evolved into an omnichannel experience as they use computers, tablets, mobile phones, 
other electronic devices to shop in our stores and online and provide feedback and public commentary on social media 
platforms about all aspects of our business.  Omnichannel and digital retail is quickly evolving, and we must anticipate and 
meet our customers’ expectations and counteract new developments and technology investments by our competitors.  Our 
customer-facing technology systems must appeal to our customers, function as designed, and provide a consistent customer 
experience.  We also need to collect, use, and share relevant customer data to effectively meet customer expectations of a more 
personalized experience.  Our ability to collect, use, and share such data is subject to a number of external factors, including the 
impact of legislation or regulations governing data privacy and security, as well as the change of third-party policies restricting 
data collection, use, and sharing. 

The success of our strategic initiatives to adapt our business concept to our customers’ changing shopping habits and demands 
and changing demographics have required us to, and will continue to require us to, deliver large, complex programs requiring 
integrated planning, initiative prioritization, and program sequencing.  These initiatives have required, and will continue to 
require, new competencies in many positions, and our management, associates, and contractors have had to, and will need to 
continue to, adapt and learn new skills and capabilities.  To the extent they are unable or unwilling to make these changes, we 
may be unable to realize the full benefits of our strategic initiatives and expand our relevant market access.  Failure to realize 
the benefits of amounts we invest in new technologies, products, or services could result in the value of those investments being 
written down or written off.  In addition, to support our strategic initiatives and the related technology investments needed to 
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implement our strategic investments, we must attract and retain a large number of skilled professionals, including technology 
professionals.  The market for these professionals is increasingly competitive.  Our results of operations, financial condition, or 
business prospects could also be adversely affected if we fail to provide a consistent experience for our customers, regardless of 
sales channel, if our technology systems do not meet our customers’ expectations, if we are unable to counteract new 
developments and innovations implemented by our competitors, or if we are unable to attract, retain, and manage the talent 
succession of additional personnel at various levels of the Company who have the skills and capabilities we need to implement 
our strategic initiatives and drive the changes that are essential to successfully adapting our business concept in the rapidly 
changing retail environment.

We have many competitors who could take sales and market share from us if we fail to execute our strategic initiatives 
effectively, or if they develop a substantially more effective or lower cost means of meeting customer needs, resulting in a 
negative impact on our business and results of operations.
We operate in a highly competitive market for home improvement products and services and have numerous large and small, 
direct and indirect competitors.  The principal competitive factors in our industry include location of stores, product assortment, 
product pricing, in-stock levels, customer service, and the evolution of technology and customer expectations.  We face 
growing competition from online and omnichannel retailers who have a similar product or service offering.  Customers are 
increasingly able to quickly comparison shop and determine real-time product availability and price using digital tools.  We will 
be at a competitive disadvantage if, over time, our competitors are more effective than us in their utilization and integration of 
rapidly evolving technologies, including AI and machine learning technologies.  Further, online and omnichannel retailers 
continue to focus on delivery services, as customers are increasingly seeking faster, guaranteed delivery times, including same-
day and next-day fulfillment, low-price or free shipping, and convenient pick-up options, and we must make investments to 
keep up with our customers’ evolving shopping preferences.  Our ability to be competitive on delivery times, delivery costs, 
and delivery options depends on many factors, including successful implementation and the continued maintenance of our 
initiatives related to supply chain transformation, including our market-based delivery model, and our relationships with third 
parties providing delivery services.  Our failure to respond effectively to competitive pressures and changes in the markets for 
home improvement products and services could affect our financial performance.  Moreover, changes in the promotional 
pricing and other practices of our competitors, including the effects of competitor liquidation activities, may impact our results.

If we fail to hire, train, manage, and retain qualified associates or corporate support staff with the capabilities of delivering on 
strategic objectives, our labor costs and results of operations could be negatively impacted.
Our customers expect our associates to be well trained and knowledgeable about the products we sell and the home 
improvement services we provide.  We compete with other retailers for many of our associates, and we are experiencing a 
competitive labor market with low unemployment.  Increasingly, our sales associates must have expanded skill sets.  It is 
important that we attract and retain a qualified workforce that can deliver relevant, competent, and differentiated experiences 
for a wide variety of culturally diverse customers.  Additionally, in order to deliver on the omnichannel expectations of our 
customers and related strategic objectives, we rely on the specialized training and capabilities of corporate support staff, which 
are broadly sought after by our competitors.  Further, our ability to successfully execute organizational changes, including 
management transitions within the Company's senior leadership, are critical to our business success.  The loss of key executive 
or senior officers or our failure to adequately plan for succession of senior management personnel could impact our ability to 
achieve our strategic objectives.  If we are unable to hire, train, manage, and retain qualified associates, the quality of service 
we provide to our customers may decrease and our results of operations could be negatively affected.  

Our ability to meet our labor needs, particularly in a competitive labor market, while controlling our costs is subject to a variety 
of external factors, including wage rates, the availability of and competition for talent, health care and other benefit costs, our 
brand image and reputation, changing demographics and the adoption of new or revised legislation or regulations governing 
immigration, employment, labor relations, minimum wage, health care benefits, and family and medical leave.  We are subject 
to upward pressure on associate wages and employer-provided benefits, which in turn increases labor costs.  Additionally, many 
associates are in entry-level or part-time roles with historically higher turnover rates, which leads to increased training and 
retention costs.  A limited number of our employees at FBM are represented by labor unions, and we are also subject to labor 
organizing efforts from time to time.  If successful, those organizing efforts may affect how we operate our business.  Our 
response to any organizing efforts could be perceived negatively and harm our business and reputation.  In addition to our 
United States operations, we have support offices in India and China, and any extended disruption of our operations in our 
different locations, whether due to labor difficulties or otherwise, could adversely affect our business and results of operations. 
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Positively and effectively managing our public image and reputation is critical to our business success, and, if our public image 
and reputation are damaged, it could negatively impact our relationships with our customers, vendors, associates, and 
shareholders, and consequently, our business and results of operations.
Our public image and reputation are critical to ensuring that our customers shop at Lowe’s, our vendors want to do business 
with Lowe’s, and our associates want to work for Lowe’s.  We must continue to manage, preserve, and grow Lowe’s public 
image and reputation. Lowe’s actual or perceived position or lack of position on social, environmental, political, public policy, 
or other sensitive issues, and any perceived lack of transparency about those matters, could harm our reputation.  In addition, 
failure to meet our stated environmental and social objectives, and consumer, shareholder, and other stakeholder concerns about 
our environmental and social practices are potential sources of reputational risk.  Vendors and others with whom we do 
business may affect our reputation. Any negative incident can erode trust and confidence quickly, and adverse publicity about 
us could damage our reputation and brand image, undermine our customers’ confidence, reduce demand for our products and 
services, affect our relationships with current and future vendors, impact our results of operations, affect our ability to recruit, 
retain, and engage our associates, and attract regulatory scrutiny.  Collaborations with social media content creators, 
professional athletes, celebrities, and public personalities may also expose us to brand and reputational risks.  The significant 
expansion in the use of social media over recent years has compounded the potential scope of the negative publicity that could 
be generated by such negative incidents.  We have been, and in the future may be, subject to criticism in the media and negative 
social media campaigns related to certain initiatives, including those related to diversity and inclusion, and changes in those 
initiatives.  Widespread dissemination of such criticism at times may adversely impact our relationships with our associates, 
customers, shareholders, and other stakeholders.  In addition, the use of social media platforms and other technologies has 
increased the speed and accessibility of information dissemination and given users the ability to more effectively organize 
collective actions such as boycotts and other actions that could have an adverse effect.

Additionally, our proprietary rights in our trademarks, trade names, service marks, domain names, copyrights, patents, trade 
secrets, and other intellectual property rights are valuable assets of our business.  We may not be able to prevent or even 
discover every instance of unauthorized third-party uses of our intellectual property or dilution of our brand names, such as 
when a third party uses trademarks that are identical or similar to our own.  If we are unable to successfully protect our 
intellectual property rights, our business could be adversely affected. 

Failure to achieve and maintain a high level of product and service quality could damage our image with customers, expose us 
to litigation and negatively impact our sales, profitability, cash flows, and financial condition.
Product and service quality issues could result in a negative impact on customer confidence in Lowe’s and our brand image.  If 
our product and service offerings do not meet applicable safety standards or our customers’ expectations regarding safety or 
quality, we could experience lost sales and increased costs and be exposed to legal, financial, and reputational risks.  As a 
result, Lowe’s reputation as a retailer of high-quality products and services, including both national and Lowe’s private brands, 
could suffer and impact customer loyalty and trust.  Additionally, we and our customers have expectations on responsible 
sourcing and compliance with applicable laws and regulations.  Under our Vendor Code of Conduct, our vendors are required 
to meet our expectations across multiple areas of compliance, including health and safety, environmental standards, 
compensation, hours of work, and prohibitions on child and forced labor.  Where appropriate, we request that our vendors 
provide additional documentation proving their compliance in these areas.  If we need to seek alternative sources of supply 
from vendors with whom we have less familiarity, the risk of our standards not being met may increase.  Actual, potential, or 
perceived product safety concerns or vendor non-compliance exposes us to litigation, as well as government enforcement 
action, and could, and in certain instances in the past has, resulted in costly product recalls, the inability to sell certain products 
due to customs actions, including regulatory enforcement inquiries, holds, detentions, and exclusions, and other liabilities. 

Our sales and profitability depend on our ability to maintain our store base and maintain appropriate levels of inventory and 
failure to do so may affect our business, financial condition and result of operations.
We have a store base that requires maintenance, investment, and space reallocation initiatives to deliver the shopping 
experience that our customers desire.  Our capital investments in our stores may not deliver the convenience or relevant 
shopping experience our customers expect.  It is important that we maintain appropriate levels of inventory in our stores and 
supply chain facilities and respond to changing customer demands.  We must also maintain a safe store environment for our 
customers and associates, as well as to protect against loss or theft of our inventory (known as “shrink”).  Higher rates of 
shrink, which we have experienced from time to time, including as a result of organized retail crime, can require operational 
changes that may increase costs and adversely impact customer and associate experience.

Supply Chain and Third-Party Risks

Disruptions in our supply chain and our fulfillment network for our products due to various factors including, but not limited 
to, global health crises, geopolitical conflicts, trade policy changes, and additional tariffs, have affected and may continue to 
affect our business and results of operations.
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We source, stock, and sell products from domestic and international vendors, and their ability to reliably and efficiently fulfill 
our orders is critical to our business success.  Catastrophic events, extreme weather conditions, public health crises, and global 
economic and political conditions may adversely affect our global supply chain.  For example, impacts related to the 
COVID-19 pandemic placed strains on the domestic and international supply chain, which negatively affected the flow and 
availability of our products in the past, due to difficulties in timely obtaining products from the manufacturers and suppliers of 
our products.

We source, both directly and indirectly, a portion of the products we sell from foreign manufacturers, with China and Mexico 
being the dominant import sources.  Tax and trade policies, tariffs, and other regulations affecting trade between the United 
States and other countries, such as China and Mexico, increase the cost of our merchandise sourced from outside of the United 
States, which represents a large percentage of our private branded and national brand merchandise.  It remains unclear how tax 
or trade policies, tariffs, customs actions, or trade relations may evolve in the future, which could adversely affect our business, 
results of operations, effective income tax rate, liquidity, and net income.  In addition, other countries have responded by 
changing their business and trade policies in anticipation of or in response to increased import tariffs and other changes in U.S. 
trade policy and regulations already enacted or that may be enacted in the future.  Complications in the free movement of goods 
in North America, an escalation of tariff activity elsewhere in the world or changes to existing free trade agreements, like the 
United States-Mexico-Canada Agreement (USMCA), could adversely impact our financial results. Increased import tariffs and 
other changes in trade policy could also impact consumer demand for the products we sell.  In addition to the potential direct 
impacts of increased tariff activity, longer term macroeconomic consequences could result, including slower growth, inflation, 
and higher interest rates.  The degree of our exposure is dependent on, among other things, the type of goods, rates imposed, 
and timing of tariffs.  The impact to our business, including net sales and gross margin, will be influenced in part by 
merchandising and pricing strategies in response to potential cost impacts by us and our competitors.  While these potential 
impacts are uncertain, they could have an adverse impact on our financial results.

Financial instability among key vendors, political instability, geopolitical or armed conflicts, and labor unrest in source 
countries or elsewhere in our supply chain, changes in the total costs in our supply chain (including fuel), labor costs or labor 
shortages among our vendors, port labor disputes and security, the outbreak of pandemics, weather-related events, natural 
disasters, work stoppages or slowdowns, government shutdowns, shipping capacity restraints, shipping delays and disruptions, 
changes in trade policy, retaliatory trade restrictions imposed by either the United States or a major source country, tariffs or 
duties, customs actions, including regulatory enforcement inquiries, holds, detentions, and exclusions, fluctuations in transport 
availability, capacity, and costs are beyond our control and could negatively impact our business if they seriously disrupted the 
movement of products through our supply chain or increased their costs.  In recent years, U.S. ports have been impacted by 
capacity constraints, port congestion and delays, periodic labor disputes, security issues, weather-related events, and natural 
disasters.  

Additionally, as we add fulfillment capabilities or pursue strategies with different fulfillment requirements, our fulfillment 
network becomes increasingly complex and operating it becomes more challenging.  If our fulfillment network does not operate 
properly or if a vendor fails to deliver on its commitments, we experience delays in inventory, increased delivery costs, or 
merchandise out-of-stocks that could lead to lost sales, decreased customer confidence, and adversely affect our results of 
operations and business performance.

The execution of initiatives to transform our supply chain network could disrupt our operations in the near term, and these 
investments might not provide the anticipated benefits.
We continue to transform and expand our supply chain network and existing omnichannel capabilities to meet changing 
customer needs and expectations.  These investments are designed to promote greater network capacity and better flow 
management and optimization while leveraging a market delivery model.  Failure to choose the right investments and 
implement them in the right manner and at the right pace could disrupt our operations.  If we are unable to effectively manage 
the volume, timing, nature, location, and cost of these investments, projects, and changes, our business operations and financial 
results could be materially and adversely affected.  The cost and potential problems, defects of design, and interruptions 
associated with the implementation of these initiatives, including those associated with implementing new technologies, 
restructuring support systems and processes, securing appropriate facility locations, addressing impacts on inventory levels, and 
managing third-party service providers, could disrupt or reduce the efficiency of our operations and impact our profitability.  
Our investments to enhance and expand our supply chain might not provide the anticipated benefits, or might take longer than 
expected to complete or realize anticipated benefits, or might fail altogether, each of which could adversely impact our 
competitive position and our financial condition, results of operations, or cash flows.
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Our inability to effectively and efficiently manage and maintain our relationships with selected suppliers of both national brand 
and private branded products could negatively impact our business operations and financial results.
We form strategic relationships, some of which are exclusive, with selected suppliers to market and develop products under a 
variety of recognized and respected national brand names.  We also have relationships with certain suppliers to enable us to sell 
private branded products which differentiate us from other retailers.  The inability to effectively and efficiently manage and 
maintain our relationships with these suppliers could negatively impact our business operations and financial results.  The 
business practices of these suppliers could be associated with us and heighten risks to our brand. 

Failure of a key vendor or service provider that we cannot quickly replace could disrupt our operations and negatively impact 
our business, financial condition, and results of operations.
We rely upon a number of vendors as the sole or primary source of some of the products we sell.  We also rely upon many 
independent service providers for technology solutions and other services that are important to many aspects of our business.  
Many of these vendors and service providers have certain products or specialized skills needed to support our business concept 
and our strategies.  If these vendors or service providers discontinue operations or are unable to perform as expected, or if we 
fail to manage them properly or we are unable to replace them quickly, our business could be adversely affected, at least 
temporarily, until we are able to replace them.

Failures relating to our third-party installer program or by our third-party installers have resulted in and could result in 
increased operational and legal risks and negatively impact our business, financial condition and results of operations.
We contract with third-party installers to provide installation services to our customers, and, as the general contractor, we are 
subject to regulatory requirements and risks applicable to general contractors, including certain licensing and permitting 
requirements, and those relating to the quality and performance of our third-party installers.  We have been involved in 
investigations by one or more government agencies relating to our compliance with applicable laws and regulations, including 
an investigation with respect to whether we are in compliance with applicable recordkeeping requirements and lead-safe 
practices.  Any adverse result following such investigations could negatively affect our operations.  The qualification processes 
and background checks we utilize when engaging third-party installers may not reveal all potentially relevant information, 
including accurate worker authorization information and criminal history.  In addition, failures by us or our third-party installers 
to effectively manage such requirements and internal processes regarding installation services have, from time to time, resulted 
in, and in the future could result in lost sales, fines, and lawsuits, as well as damage to our reputation, and may result in the loss 
of our general contractor licenses, which could negatively affect our business.

Technology and Cybersecurity Risks

Our financial performance could be adversely affected if our information systems or the information systems of third-party 
vendors are seriously disrupted or we fail to properly maintain, improve, upgrade, and expand those systems and 
infrastructure.
Our efforts to provide an omnichannel experience for our customers include investing in, maintaining, and making ongoing 
improvements of our existing information systems that support operations, such as sales, inventory replenishment, merchandise 
ordering, project design and execution, transportation, receipt processing and fulfillment.  We also engage third-party vendors 
for a variety of reasons, including for digital storage technology and content delivery.  Such vendors may have access to 
information about our customers, associates, or vendors.  Our systems and the systems of third-party vendors are subject to 
damage or interruption as a result of catastrophic events, power outages, viruses, malicious attacks, and telecommunications 
failures, or other vulnerabilities and irregularities, and as a result we may incur significant expense, data loss, as well as an 
erosion of customer confidence.  

Additionally, we continually make investments in our systems which may introduce disruption.  In particular, the Company is 
undergoing a multi-year technology transformation which includes updating and modernizing our distribution and 
replenishment systems, as well as certain accounting and finance systems.  We may not be able to achieve the anticipated 
benefits of these investments and may experience operational challenges such as delays or errors in implementation, security 
failures such as loss or corruption of data, reputational harm, increased costs and other significant disruptions.  Our financial 
performance could be adversely affected if our information systems are seriously disrupted or we fail to properly maintain, 
improve, upgrade, and expand those systems.

The failure of customer-facing technology systems to perform effectively and reliably could keep us from delivering positive 
customer experiences.
Access to the Internet from computers, tablets, smartphones and other mobile devices has changed the way customers shop and 
interact with us.  Our websites, primarily Lowes.com, and our mobile applications are important sales channels and sources of 
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information that influence both online and in-store sales.  We leverage other affiliated websites and mobile apps through which 
we seek to inspire, inform, cross-sell, establish online communities among, and otherwise interact with, our customers, 
including through online visualization and configuration tools.  Performance issues with these customer-facing technology 
systems, including systems failures or interruptions, defects, capacity constraints, human error, natural disasters, power loss, 
failures by third parties, and cybersecurity threats such as distributed denial of service attacks, ransomware, phishing and other 
attempts to gain unauthorized access to or disrupt systems or data, or a complete failure of one or more of them without a 
disaster recovery plan that can be quickly implemented, could quickly destroy the positive benefits they provide to our home 
improvement business and negatively affect our customers’ perceptions of Lowe’s as a reliable online vendor and source of 
information about home improvement products and services.

Our business, reputation, results of operations, and financial condition could be adversely affected by cybersecurity incidents 
and the failure to protect customer, associate, vendor, or Company information or to comply with evolving regulations relating 
to our obligation to protect our systems, assets, and such information.
Cyber-attacks and tactics designed to gain access to and exploit sensitive information by breaching mission critical systems of 
large organizations are constantly evolving, and high profile security breaches leading to unauthorized release of sensitive 
customer information have occurred in recent years with increasing frequency at a number of major U.S. companies, including 
several large retailers, despite widespread recognition of the cyber-attack threat and improved data protection methods.  

As with many other retailers, we collect, process, transmit, store, and delete certain personal information about our customers, 
associates, and vendors, as well as confidential, sensitive, proprietary and business, personal and payment card information.  
Additionally, we use third-party service providers for certain services, such as authentication, content delivery, back-office 
support, fraud prevention, order and service fulfillment, supply chain management, customer service, workforce management, 
and other functions, and we provide such third-party service providers with personal and other confidential information 
necessary for the services concerned.  

In the normal course of business, we and our third-party service providers have in the past and will likely continue to 
experience cybersecurity threats and incidents, and certain of our third-party service providers have been subject to disruption 
due to ransomware and other cyber-attacks.  Although, we do not believe such cybersecurity threats or incidents have had a 
material impact on us to date, there is no guarantee that a future cybersecurity threat or incident will be detected and remediated 
to not have a material adverse impact on our business strategy, reputation, results of operations, or financial condition.  It can be 
difficult to preempt or detect ever-evolving forms of cyber-attacks, and we and our third-party service providers may not be 
able to adequately anticipate or prevent a future breach in our or their systems that results in the unauthorized access to, 
destruction, misuse, or release of personal information or other sensitive data.  The increased levels of remote access to our 
information systems and the continued use of remote work infrastructure has further increased the possible attack surfaces, and 
we are exposed to increased risk to the security of our information systems or the information systems of third-party vendors 
and the confidentiality, integrity, and availability of our data.  

A ransomware attack could prevent us or our third-party service providers from accessing data or systems that support Lowe’s 
operations.  Our information security or our service providers’ information security may also be compromised because of 
human errors or acts, including by associates, or system errors.  Our systems and our service providers’ systems are additionally 
vulnerable to a number of other causes, such as critical infrastructure outages, computer viruses, technology system failures, 
catastrophic events or cyber-attacks, including the use of malicious codes, worms, phishing, and ransomware.  In the event that 
our systems are breached or damaged for any reason, we may also suffer loss or unavailability of data and interruptions to our 
business operations while such breach or damage is being remedied.  Should these events occur, the unauthorized disclosure, 
loss, or unavailability of data and disruption to our business may have a material adverse effect on our reputation, drive existing 
and potential customers away and lead to financial losses from remedial actions, or potential liability, including possible 
litigation and punitive damages.  A security breach resulting in the unauthorized release of data from our information systems 
or our third-party service providers’ information systems would also materially increase the costs we already incur to protect 
against such risks and require dedication of substantial resources to manage the aftermath of such a breach.  We maintain 
cybersecurity insurance coverage although such insurance may be insufficient to compensate us for losses that may occur or 
may not cover certain cyber incidents.  Additionally, the rapid evolution of AI and machine learning technologies and the 
implementation of pilot programs integrating generative AI into our internal and customer-facing systems may intensify our 
cybersecurity risks and create new risks to our business, operations, and financial condition.

Data privacy and cybersecurity laws are constantly changing, and the implementation of these laws has become more complex.  
In order to maintain our compliance with such laws as they come to fruition, we may sustain increased costs and change our 
business policies and processes in order to adapt to new requirements that are or become applicable to us.  As the regulatory 
environment relating to retailers’ and other companies’ obligation to protect personal information becomes stricter, a material 
failure on our part to comply with applicable regulations could subject us to fines, other regulatory sanctions, or government 
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investigation, and potentially to lawsuits brought by private individuals, regulators or states’ attorney general.  Such violation or 
perceived violation of privacy, including improper collection, use of sharing of personal information, or failure to sufficiently 
disclose privacy practice, can adversely affect the trust that customers, associates, and business partners have in us related to 
their personal information.

See Item 1C of this Form 10-K, “Cybersecurity,” for more information on our cybersecurity risk management and governance.

We are subject to payments-related risks that could increase our operating costs, expose us to fraud, subject us to potential 
liability and potentially disrupt our business.
We accept payments using a variety of methods, including credit cards, debit cards, credit accounts, our private label and co-
branded credit cards, trade credit, mobile and electronic payments, digital wallets, gift cards, cash, consumer invoicing and 
physical bank checks, buy now pay later, and we may offer different payment options over time.  These payment options 
subject us to many compliance requirements, including, but not limited to, compliance with payment card association operating 
rules, including data security rules, certification requirements, rules governing electronic funds transfers and Payment Card 
Industry Data Security Standards.  They also subject us to potential fraud by criminal elements seeking to discover and take 
advantage of security vulnerabilities that may exist in some of these payment systems.  If we fail to comply with these rules or 
requirements, or if our data security systems are breached or compromised, we may be liable for card issuing banks’ costs, 
subject to fines and higher transaction fees, and lose our ability to accept credit and debit card payments from our customers, 
process electronic funds transfers, or facilitate other types of online payments, and our business and operating results could be 
adversely affected.  For certain payment methods, including credit and debit cards, we pay interchange and other fees, which 
may increase over time and raise our operating costs.  Additionally, we rely on third parties to provide payment processing 
services, including the processing of credit cards, debit cards, electronic checks, gift cards, promotional financing, and other 
forms of electronic payment, and it could disrupt our business if these companies become unwilling or unable to provide these 
services to us.  National outages with our third-party credit and debit processor have resulted in lost sales and declined 
transactions after purchases.  Future occurrences of such failures in third party systems are difficult to predict and may 
adversely affect our operations in unexpected ways.

Our growing use of AI and machine learning may present additional risks, including risks associated with algorithm 
development or use, the tools and data sets used and/or a complex, developing regulatory environment.
We currently leverage internally developed and third-party developed AI, including both predictive and generative AI-powered 
solutions, to facilitate a more efficient operation of our business and to enhance the experience of our customers.  We have 
developed an AI framework designed to enhance the customer experience and unlock productivity across three pillars – how we 
sell, how we shop, and how we work.  We use AI-powered solutions designed to enable quick and personalized customer 
interactions, design assistance platforms, and tools for better forecasting, sourcing, inventory planning, and faster fulfillment. 
We face risk of competitive disadvantage if our competitors more effectively use AI to better serve customers, drive internal 
efficiencies, and create new or enhanced products or services.  Additionally, we are making investments to expand our AI 
capabilities in our business, including ongoing deployment and improvement of existing machine learning and AI technologies, 
as well as developing new features using AI technologies.  We anticipate increased investments in the future to improve our use 
of AI, however, there can be no assurance that the development or usage of, or our investments in, AI will always enhance our 
products or services or be beneficial to our business.  Further, the rapidly evolving legal and regulatory environment relating to 
AI and privacy could impact our implementation of AI technology and increase compliance costs and the risk of non-
compliance.  Flaws, breaches, or malfunctions in these systems could lead to operational disruptions, data loss, erroneous 
decision-making, regulatory scrutiny, reputational harm, or legal liability.  

Investment-Related Risks

Our strategic transactions involve risks, and we may not realize the expected benefits because of numerous uncertainties and 
risks.   
We regularly consider and enter into strategic transactions, including mergers, acquisitions, joint ventures, investments and 
other growth, market and geographic expansion strategies, such as FBM and ADG in 2025, with the expectation that these 
transactions will result in increases in sales, cost savings, synergies, and other various benefits.  Our ability to deliver the 
expected benefits from any strategic transaction is subject to numerous uncertainties and risks, including our ability to integrate 
personnel, labor models, financial, IT and other systems successfully; disruption of our ongoing business and distraction of 
management; hiring additional management and other critical personnel; and increasing the scope, geographic diversity, and 
complexity of our operations.  Effective internal controls are necessary to provide reliable and accurate financial reports, and 
the integration of businesses may create complexity in our financial systems and internal controls and make them more difficult 
to manage.  Integration of businesses into our internal control system could cause us to fail to meet our financial reporting 
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obligations.  Additionally, we have recognized material impairments in the past and may do so in the future, including in 
connection with assets we have acquired or divested in a strategic transaction or charges to earnings associated with any 
strategic transaction, which have and may in the future materially reduce our earnings.  Our shareholders may react unfavorably 
to our strategic transactions and strategic transactions may also be subject to regulatory uncertainty due to the changing 
enforcement landscape.  We may not realize the anticipated benefits from such transactions, we may be exposed to additional 
liabilities of any acquired business or joint venture, and we may be exposed to litigation in connection with the strategic 
transaction.  Further, we may finance these strategic transactions by incurring additional debt, which could increase leverage or 
impact our ability to access capital in the future.

Legal, Regulatory and Other External Risks

Our sales are dependent upon the health and stability of the general economy.  Adverse changes in macroeconomic factors 
specific to the home improvement industry have in the past and may in the future negatively impact the rate of growth of our 
total sales and comparable sales.
Many macroeconomic factors have in the past and may in the future adversely affect our financial performance.  These include, 
but are not limited to, periods of slow economic growth or recession, home price appreciation or decreasing housing turnover, 
age of housing stock, volatility and/or lack of liquidity from time to time in U.S. and world financial markets and the 
consequent reduced availability and/or higher cost of borrowing to Lowe’s and its customers, slower rates of growth in real 
disposable personal income that could affect the rate of growth in consumer spending, inflation and its impacts on discretionary 
spending and on our costs, shortages, and other disruptions in the labor supply, the impact of rising interest rates, consumer debt 
levels, changes in tax rates and policy, outbreak of pandemics, fluctuations in fuel and energy costs, inflation or deflation of 
commodity prices, natural disasters, geopolitical or armed conflicts, and acts of both domestic and international terrorism. 
Additionally, in fiscal 2025, we continued to operate in an environment with inflationary pressures and affordability concerns, 
which has adversely impacted consumer discretionary spending.  If cost inflation of merchandise increases beyond our ability to 
control or respond effectively, we may not be able to adjust prices to sufficiently offset the effect of the various cost increases 
without negatively impacting consumer demand. Sales of many of our product categories and services are driven by the activity 
level of home improvement projects. Adverse development in these factors could result in a decrease in home improvement 
activity which could reduce demand for our products and services.

Our business has been and could continue to be affected by uncharacteristic or significant weather conditions, as well as other 
catastrophic events, which could impact our operations.
Natural disasters, such as hurricanes and tropical storms, fires, floods, tornadoes, and earthquakes; unseasonable, or unexpected 
or extreme weather conditions, such as major or extended winter storms or droughts, whether as a result of climate change or 
otherwise; severe changes in climate; pandemics and public health concerns; acts of terrorism or violence, including active 
shooter situations; civil unrest; or similar disruptions and catastrophic events could have, and in certain instances in the past 
had, an adverse effect on our operations or financial performance.  These events can affect consumer spending and confidence 
and consumers’ disposable income, particularly with respect to home improvement or construction projects, and could have an 
adverse effect on our financial performance.  Natural disasters or catastrophic climate events may, and in certain instances in 
the past has, increased demand for certain of our products, and if we are unable to meet such customer demands, our reputation, 
business, and financial operations could be harmed, particularly if our responses to such events are less adequate than those of 
our competitors.  These types of events can also adversely affect our workforce and prevent associates and customers from 
reaching our stores and other facilities.  They can also disrupt or disable operations of stores, support centers, and portions of 
our supply chain and distribution network, including causing reductions in the availability of inventory and disruption of utility 
services.  In addition, these events may affect our information systems, resulting in disruption to various aspects of our 
operations, including our ability to transact with customers and fulfill orders and to communicate with our stores.  
Unseasonable, unexpected or extreme weather conditions such as excessive precipitation, warm temperatures during the winter 
season, or prolonged or extreme periods of warm or cold temperatures, could render a portion of our inventory damaged or 
unsellable.  As a consequence of these or other catastrophic or uncharacteristic events, we may experience interruption to our 
operations, increased costs, or losses of property, equipment or inventory, which would adversely affect our revenue and 
profitability.

Our business and operations are subject to risks related to the long-term effects of global climate change. 
Our business and operations are subject to climate-related risks.  These include both physical risks (such as extreme weather 
conditions or rising sea levels) and transition risks (such as regulatory or technology changes), which are expected to be 
widespread and unpredictable.  Climate change, extreme weather conditions, wildfires, droughts, and rising sea levels may 
impact the areas in which the Company’s operations and facilities are located, and they could also affect our ability to procure 
commodities at costs and in quantities we currently experience.  Such events could result in an increase in our costs and 
expenses and harm our future revenue, cash flows, and financial performance.  Government regulations limiting carbon dioxide 
and other greenhouse gas emissions may increase compliance and merchandise costs, and other regulations affecting energy 
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inputs could materially affect our profitability.  In addition, we use natural gas, diesel fuel, gasoline and electricity in our 
operations, all of which could face increased regulation as a result of climate change or other environmental concerns.

Our costs of doing business could increase as a result of changes in, expanded enforcement of, or adoption of new 
international,  federal, state or local laws and regulations.
Our business is subject to a wide array of international, federal, state and local laws and regulations.  In recent years, a number 
of new laws and regulations have been adopted, and there has been expanded enforcement of certain existing laws and 
regulations by federal, state, and local agencies.  These laws and regulations, and related interpretations and enforcement 
activity, may change as a result of a variety of factors, including political, economic, or social events.  Changes in, expanded 
enforcement of, or adoption of new federal, state or local laws and regulations governing minimum wage requirements, 
collective bargaining, the classification of exempt and non-exempt employees, the distinction between employees and 
contractors, other wage, labor or workplace regulations, health care, data privacy and cybersecurity, the sale and pricing of 
some of our products, transportation, logistics, international trade, responsible sourcing, supply chain transparency, taxes, 
unclaimed property, sustainability, the environment and climate change, including energy costs and consumption, could 
increase our costs of doing business or impact our operations.  In addition, if we fail to comply with other applicable laws and 
regulations, including the Foreign Corrupt Practices Act and local anti-bribery laws, we could be subject to reputational and 
legal risks, including government enforcement action and class action civil litigation, which could adversely affect our business, 
financial condition, and results of operations.

Future litigation or governmental proceedings could result in material adverse consequences, including judgments or 
settlements, negatively affecting our business, financial condition, and results of operations.
We are, and in the future will become, involved in lawsuits, including consumer, commercial, employment, tort and other 
litigation, regulatory inquiries, and governmental and other legal proceedings arising out of the ordinary course of our business.  
Some of these proceedings raise difficult and complicated factual and legal issues and are subject to uncertainties and 
complexities.  The timing of the final resolutions to lawsuits, regulatory inquiries and governmental and other legal proceedings 
is typically uncertain.  Additionally, the possible outcomes of, or resolutions to, these proceedings could include adverse 
judgments or settlements, either of which could require substantial payments.  Furthermore, defending against these 
proceedings may require a diversion of management’s attention and resources.  None of the legal proceedings in which we are 
currently involved, individually or collectively, are considered material.

The inflation or deflation of commodity and other prices could affect our prices, demand for our products, and our sales.
Prices of certain commodity products, including lumber, copper, energy, and other raw materials, are historically volatile and 
are subject to fluctuations arising from changes in domestic and international supply and demand, inflationary pressures, labor 
costs, competition, market speculation, government regulations, tariffs and trade restrictions, and periodic delays in delivery.   
Rapid and significant changes in commodity and other prices, such as changes in lumber prices, and our ability to pass them on 
to our customers or manage them through our portfolio strategy, have affected, and may continue to affect, the demand for our 
products and our sales.

Tax matters could adversely affect our results of operations and financial conditions. 
We may be affected by higher rates of federal, state, or local tax imposed as a result of political developments or economic 
conditions, which could affect our effective tax rate.  Our effective tax rate and future tax liability could be adversely affected 
by regulatory and legal changes, the results of tax audits and examinations, disallowed tax strategies, and changes in accounting 
principles and interpretations relating to tax matters, all of which could negatively impact our business.  Changes in tax laws 
and regulations that impact our customers and counterparties or the economy generally could also impact our financial 
condition and results of operations.

Liquidity and access to capital rely on efficient, rational, and open capital markets and are dependent on our credit strength.  
Our inability to access capital markets could negatively affect our business, financial performance, and results of operations.
We rely on cash flows from operations, as well as continued access to capital markets on both a short-term and long-term basis, 
as needed, to fund our operations, make strategic investments to support long-term growth, such as the acquisitions of FBM and 
ADG, return excess cash to shareholders in the form of dividends and share repurchases, and repay debt maturities as they 
become due. Our access to capital markets depends on our strong credit ratings, the overall condition of such capital markets, 
our operating performance and reputation with potential lenders.  If rating agencies lower or place our credit ratings on a credit 
watch, or if we experience a deterioration of certain financial ratios, it could adversely affect our ability to access the public 
debt markets and our cost of funds.  Each of the credit rating agencies reviews its ratings periodically, and there is no guarantee 
that our current credit ratings will remain the same.  Disruption in the financial markets, including as a result of rising interest 
rates, bank and private credit failures or other macroeconomic conditions, or an erosion of our credit strength or declines on our 
credit rating could impact negatively our ability to meet capital requirements or fund working capital needs.  If we are unable to 
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access the public debt markets, we may be required to find other sources of capital, which may result in increased borrowing 
costs and restrict our ability to operate.

Item 1B - Unresolved Staff Comments

None.

Item 1C - Cybersecurity

We maintain a robust cybersecurity program that we have designed with the goal of identifying, deterring, detecting, 
responding to, and managing potential cybersecurity risks and threats.  

Risk Management and Strategy

Risk management is a central part of our cybersecurity program.  We conduct regular risk assessments and monitor our 
information systems for potential vulnerabilities.  We employ a risk quantification model to identify, measure, and prioritize 
cybersecurity and technology risks, and we implement corresponding security controls and safeguards based on model outputs. 

As part of our focus on the use of AI technology in our business, we developed an AI cybersecurity strategy designed to enable 
the building of secure and reliable AI systems while also managing ethical, legal, cyber, data privacy, and other technology 
risks.  The Company also established an AI Governance Committee, which is composed of leaders across a variety of business, 
technology, and support functions, to oversee and approve ongoing enhancements to our AI governance framework. 

In addition to cybersecurity risks being tracked, managed, and monitored directly by the information security group, 
cybersecurity risks are also integrated into, and are among the risks evaluated and considered by, our enterprise risk 
management program.  The Company’s Chief Legal Officer provides centralized oversight of our enterprise risk management 
program, which is managed by our Chief Compliance Officer and the Office of Enterprise Risk Management in partnership 
with the Enterprise Risk Council (ERC).  The ERC is comprised of senior Company leaders with broad enterprise experience, 
including our Chief Information Security Officer (CISO).  

Processes and Procedures

We have adopted physical, technological, and administrative controls on cybersecurity.  Our risk management processes 
include, among others, the following features:  

• We leverage the National Institute of Standards and Technology security frameworks as well as established internal 
security standards, industry practices, and applicable regulatory requirements.  Our program is designed to comply 
with a range of applicable industry standards, such as the Payment Card Industry Data Security Standard.

• We maintain cybersecurity insurance coverage that provides protection against potential losses arising from certain 
cybersecurity incidents.

• We require that cybersecurity awareness and data privacy training, along with company-wide and tailored training 
programs, be provided to associates annually.  We also regularly conduct phishing and social engineering simulations, 
and host events to increase awareness, including an annual cybersecurity awareness summit and monthly campaigns.

• We employ operational and technical measures to embed policy-driven security controls across key information 
security domains, including identity and access management, network security, and data protection.

• We have a cybersecurity incident response plan in place which provides a framework for responding to cybersecurity 
incidents.  Our information security team leverages technologies and vendors to monitor and respond to security 
threats via a dedicated security operations center.  In the event of a security incident, a defined procedure outlines 
containment, response, and recovery actions that draw on resources and leadership across the Company, as needed.  

• A cross-functional team conducts periodic simulated exercises, and we perform regular vulnerability scanning and 
conduct vulnerability testing during the software development life cycle. 

Table of Contents

17



• We collaborate with internal stakeholders and third-party assessors and consultants to conduct regular reviews, tests, 
and audits of our security program.  This coordinated approach reviews security controls that safeguard our 
information assets, including payment information, through processes such as security control assessments and third-
party penetration testing.  Additionally, we utilize tabletop exercises, penetration and vulnerability testing, red team 
exercises, simulations, and other evaluations to improve our security measures and strategies.

• We also participate in various cybersecurity and retail industry groups to remain apprised of emerging cybersecurity 
risks, defense, mitigation strategies, and governance best practices.

Third-Party Risk Management

Our cybersecurity risk management processes extend to the oversight and identification of threats associated with our use of 
third-party service providers.  We have developed contracting processes and terms to gain commitments from certain vendors 
and third-party service providers to adhere to appropriate security practices and outline specific security requirements and 
expectations, including compliance with industry standards, applicable laws and regulations, and our internal security policies.  
We regularly evaluate and assess vendor risk levels based on a variety of factors, such as the nature of shared data, potential 
impact to business continuity, and vendors' security posture.  Our processes extend beyond initial evaluations to include 
proactive monitoring and routine oversight.  

Cybersecurity incidents and risks of which we are aware as of the date of this Form 10-K have not materially affected our 
business strategy, results of operations, and financial condition, although we face ongoing risks from cybersecurity threats that, 
if realized, are reasonably likely to materially affect us, including our business strategy, reputation, results of operations, or 
financial condition.  See “Risk Factors” in Item 1A of this Annual Report on Form 10-K for more information on our 
cybersecurity-related risks. 

Governance

Our Chief Digital and Information Officer (CDIO), our CISO, and senior members of our information security group are 
responsible for identifying, assessing, and managing risks from cybersecurity threats.  Our CISO, who manages our 
cybersecurity program and receives information regarding cybersecurity incidents and threats from our information security 
group and through internal escalation procedures, reports to the CDIO, who reports directly to our Chairman, President, and 
Chief Executive Officer.

The CDIO has served in various roles in information technology for over 25 years, holds undergraduate and graduate degrees in 
electrical and electronics engineering and computer science, and brings significant insights into cybersecurity strategies.  The 
CISO has served in various roles in information security for over 30 years, including serving as a CISO of four public 
companies.  The senior members of the information security group who report to the CISO have extensive experience in 
technology and security roles from serving with several large public companies and possess cybersecurity certifications, 
including Certified Information Systems Security Professional, Certified Information Security Manager, and Certified 
Information Systems Auditor, among others.

Oversight responsibility over cybersecurity risk is shared by the Board and the Audit Committee, with the Audit Committee 
being primarily responsible for overseeing risks related to cybersecurity, data protection, privacy, and significant emerging 
technology.  The Audit Committee regularly reviews metrics about cyber threat response preparedness, program maturity 
milestones, risk mitigation status, and the current and emerging threat landscape, in addition to the results of third-party reviews 
and assessments of our security controls.  Our CDIO or CISO provide regular cybersecurity updates in the form of written 
reports and presentations to the Audit Committee at its quarterly meetings, which are also provided to the full Board.  We also 
have protocols by which certain cybersecurity incidents are escalated and, where appropriate, reported to the Audit Committee 
in a timely manner.
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Item 2 - Properties
 
As of January 30, 2026, our retail properties consisted of 1,759 stores and outlets in the United States with a total of 
approximately 196 million square feet of selling space.  A summary of our retail stores is as follows:

State Stores State Stores
Alabama 39 Montana 5
Alaska 5 Nebraska 5
Arizona 33 Nevada 17
Arkansas 21 New Hampshire 13
California 112 New Jersey 40
Colorado 29 New Mexico 14
Connecticut 17 New York 70
Delaware 10 North Carolina 116
District of Columbia 1 North Dakota 3
Florida 132 Ohio 84
Georgia 65 Oklahoma 29
Hawaii 4 Oregon 14
Idaho 8 Pennsylvania 83
Illinois 37 Rhode Island 5
Indiana 43 South Carolina 52
Iowa 11 South Dakota 3
Kansas 12 Tennessee 60
Kentucky 42 Texas 151
Louisiana 30 Utah 17
Maine 11 Vermont 2
Maryland 30 Virginia 69
Massachusetts 27 Washington 35
Michigan 45 West Virginia 18
Minnesota 10 Wisconsin 8
Mississippi 24 Wyoming 1
Missouri 47 Total  1,759 

Of the total retail stores operating as of January 30, 2026, approximately 89% are owned, which includes stores on leased land, 
with the remainder being leased from third parties.  We also operate several facilities to support distribution and fulfillment, as 
well as data centers, branch locations, and various support offices.  Our executive offices are located in Mooresville, North 
Carolina. 

Item 3 - Legal Proceedings

The Company is from time to time a party to various lawsuits, claims, and other legal proceedings that arise in the ordinary 
course of business.  With respect to such lawsuits, claims, and proceedings, the Company records reserves when it is probable a 
liability has been incurred and the amount of loss can be reasonably estimated.  The Company applies a threshold of $1,000,000 
for purposes of disclosing environmental proceedings involving a governmental authority, if any, under this Item 3.  The 
Company does not believe that any of these proceedings, individually or in the aggregate, would be expected to have a material 
adverse effect on its results of operations, financial position, or cash flows.  The Company maintains liability insurance for 
certain risks that are subject to certain self-insurance limits.

The U.S. Attorney’s Office for the Central District of California and the U.S. EPA’s Region 9 Office have been conducting an 
investigation with respect to whether the Company and independent contractors who performed installations under the 
Company’s third-party installer program complied with applicable recordkeeping requirements and lead-safe practices under 
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the Toxic Substances Control Act, the EPA’s Lead Renovation, Repair and Painting Rules, and with an EPA civil consent 
decree that the Company entered into in 2014 in the context of projects in homes constructed before 1978.  In the third quarter 
of fiscal 2023, the EPA’s Region 5 and other EPA and U.S. Department of Justice representatives informed the Company that 
they have identified possible deviations from the consent decree.  On November 25, 2025, the Company, without admitting 
liability, agreed to resolve the matter by payment of a civil penalty of $12,500,000 and by entering into a second consent decree 
to replace the 2014 consent decree.  The second consent decree was lodged in the U.S. District Court for the Central District of 
California and is subject to a public comment period and court approval.

Item 4 - Mine Safety Disclosures

Not applicable.
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INFORMATION ABOUT OUR EXECUTIVE OFFICERS 

Set forth below is a list of names and ages of the executive officers of the registrant indicating all positions and offices with 
the registrant held by each such person and each person’s principal occupations or employment during the past five years 
unless otherwise noted.  Each executive officer of the registrant is elected by the Board of Directors.  Each executive officer 
of the registrant holds office from the date of election until a successor is elected or until his or her death, resignation or 
removal.

Name Age Title
Marvin R. Ellison 61 Chairman, President and Chief Executive Officer since May 2021; President and 

Chief Executive Officer, July 2018 – May 2021; Chairman of the Board and Chief 
Executive Officer, J.C. Penney Company, Inc. (a department store retailer), 2016 – 
May 2018; Chief Executive Officer, J.C. Penney Company, Inc., 2015 – 2016; 
President, J.C. Penney Company, Inc., 2014 – 2015; Executive Vice President – 
U.S. Stores, The Home Depot, Inc. (a home improvement retailer) 2008 – 2014.

William P. Boltz 63 Executive Vice President, Merchandising since August 2018; President and CEO, 
Chervon North America (a global power tool supplier), 2015 – 2018; President and 
owner of The Boltz Group, LLC (a retail consulting firm), 2013 – 2015; Senior Vice 
President, Merchandising, The Home Depot, Inc. (a home improvement retailer), 
2010 – 2012; Vice President, Merchandising, The Home Depot, Inc., 2006 – 2010.

Janice M. Dupré 61 Executive Vice President, Human Resources since June 2020; Senior Vice 
President, Talent Management & Diversity and Global Chief Diversity Officer, 
January 2020 – June 2020; Vice President, Leadership Development and Global 
Chief Diversity Officer, November 2017 – January 2020; Vice President of 
Diversity & Inclusion and Chief Diversity Officer, McKesson Corporation (a 
healthcare company), June 2015 – October 2017.

Seemantini Godbole 56 Executive Vice President, Chief Digital and Information Officer since September 
2022; Executive Vice President, Chief Information Officer, November 2018 – 
September 2022; Senior Vice President, Digital and Marketing Technology, Target 
Corporation (a department store retailer), January 2017 – November 2018; Vice 
President, Digital and Marketing Technology, Target Corporation, 2013 – 
December 2016.

Joseph M. McFarland III 56 Executive Vice President, Stores since August 2018; Executive Vice President, 
Chief Customer Officer, J.C. Penney Company, Inc. (a department store retailer), 
March 2018 – August 2018; Executive Vice President, Stores, J.C. Penney 
Company, Inc., 2016 – March 2018; Divisional President, The Home Depot, Inc. (a 
home improvement retailer), 2007 – 2015.

Juliette W. Pryor 61 Executive Vice President, Chief Legal Officer and Corporate Secretary since March 
2024; Executive Vice President, Chief Legal Officer, Chief Compliance Officer and 
Corporate Secretary, May 2023 – March 2024; Executive Vice President, General 
Counsel and Corporate Secretary, Albertsons Companies, Inc. (a food and drug 
retail company), June 2020 – May 2023; Senior Vice President, General Counsel 
and Corporate Secretary, Cox Enterprises, Inc. (a multi-industry communications 
and automotive services company), October 2016 – June 2020; Executive Vice 
President, General Counsel and Chief Compliance Officer, US Foods, Inc. (a food 
service distribution company), February 2009 – October 2016.

Brandon J. Sink 48 Executive Vice President, Chief Financial Officer since April 2022; Senior Vice 
President, Retail Finance, March 2021 – April 2022; Vice President, Merchandising 
Finance, June 2019 – March 2021; Vice President, Enterprise Strategy, August 2018 
– June 2019; Vice President, Finance, September 2016 – August 2018; Vice 
President, Corporate Controller, July 2015 – September 2016.

Margrethe R. Vagell 48 Executive Vice President, Supply Chain since March 2024; Senior Vice President, 
Supply Chain, January 2024 – March 2024; Senior Vice President, General 
Merchandising Manager, June 2019 – January 2024; Senior Vice President, Store 
Merchandising, September 2018 – June 2019; Vice President, Chief Customer 
Officer Operations, July 2017 – September 2018; Vice President, Enterprise 
Analytics, November 2015 – July 2017; Vice President, Pricing and Promotions, 
October 2014 – November 2015.

Quonta D. Vance 52 Executive Vice President, Pro and Home Services since June 2023; Senior Vice 
President, Transportation and Final Mile, November 2022 – June 2023; Senior Vice 
President, General Merchandising Manager, January 2021 – November 2022; 
Division President, May 2019 – January 2021; Regional Vice President, The Home 
Depot, Inc. (a home improvement retailer), February 2001 – May 2018.
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Part II

Item 5 - Market for Registrant’s Common Equity, Related Stockholder Matters and Issuer Purchases of Equity 
Securities

Lowe’s common stock is traded on the New York Stock Exchange (NYSE).  The ticker symbol for Lowe’s is “LOW”.  As of 
March 19, 2026, there were 19,110 holders of record of Lowe’s common stock.  

Total Return to Shareholders

The following information in Item 5 of this Annual Report is not deemed to be “soliciting material” or to be “filed” with the 
SEC or subject to Regulation 14A or 14C under the Securities Exchange Act of 1934 or to the liabilities of Section 18 of the 
Securities Exchange Act of 1934, and will not be deemed to be incorporated by reference into any filing under the Securities 
Act of 1933 or the Securities Exchange Act of 1934, except to the extent we specifically incorporate it by reference into such a 
filing.

The following table and graph compare the total returns (assuming reinvestment of dividends) of the Company’s common 
stock, the S&P 500 Index (S&P 500) and the S&P Retailing Industry Group Index (S&P Retail Index).  The graph assumes 
$100 invested on January 29, 2021, in the Company’s common stock and each of the indices.

Lowe’s S&P 500 S&P Retail Index

1/29/2021 1/28/2022 2/3/2023 2/2/2024 1/31/2025 1/30/2026
0

100

200

300

1/29/2021 1/28/2022 2/3/2023 2/2/2024 1/31/2025 1/30/2026
Lowe’s $ 100.00 $ 142.82 $ 133.91 $ 138.95 $ 167.67 $ 175.63 
S&P 500  100.00  120.99  114.80  139.85  172.66  200.84 
S&P Retail Index  100.00  105.90  89.60  123.16  161.20  164.12 
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Issuer Purchases of Equity Securities

The following table sets forth information with respect to purchases of the Company’s common stock made during the fourth 
quarter of fiscal 2025:

Total Number of
Shares Purchased1 

Average Price
Paid per Share

Total Number of 
Shares Purchased 
as Part of Publicly 
Announced Plans 

or Programs2

Dollar Value of 
Shares that May 

Yet Be Purchased 
Under the Plans 
or Programs2, 3

November 1, 2025 - November 28, 2025  175 $ 235.09  — $ 10,786,142,988 
November 29, 2025 - January 2, 2026  954  248.60  —  10,786,142,988 
January 3, 2026 - January 30, 2026  387  274.27  —  10,786,142,988 
As of January 30, 2026  1,516 $ 253.59  — $ 10,786,142,988 

1 The total number of shares purchased includes shares withheld from employees to satisfy either the exercise price of stock options or the 
statutory withholding tax liability upon the vesting of share-based awards.

2 On December 7, 2022, the Company announced that its Board of Directors authorized an additional $15.0 billion of share repurchases 
with no expiration.  

3 Excludes excise tax on share repurchases in excess of issuances, which is recognized as part of the cost basis of the shares acquired in the 
consolidated statements of shareholders’ deficit.   

Item 6 - Reserved

Not applicable.
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Item 7 - Management’s Discussion and Analysis of Financial Condition and Results of Operations

The following discussion and analysis summarizes the significant factors affecting our consolidated operating results, financial 
condition, liquidity and capital resources during the two-year period ended January 30, 2026 (our fiscal years 2025 and 2024).  
Unless otherwise noted, all references herein for the years 2025, 2024, and 2023 represent the fiscal years ended January 30, 
2026, January 31, 2025, and February 2, 2024, respectively.  We intend for this discussion to provide the reader with 
information that will assist in understanding our financial statements, the changes in certain key items in those financial 
statements from year to year, and the primary factors that accounted for those changes, as well as how certain accounting 
principles affect our financial statements.  This discussion should be read in conjunction with our consolidated financial 
statements and notes to the consolidated financial statements included in this Annual Report that have been prepared in 
accordance with accounting principles generally accepted in the United States of America.  This discussion and analysis is 
presented in four sections:

• Executive Overview
• Operations
• Financial Condition, Liquidity and Capital Resources
• Critical Accounting Policies and Estimates

EXECUTIVE OVERVIEW

The following table highlights our annual financial results:

(in millions, except per share data) 2025 2024 2023
Net sales $ 86,286 $ 83,674 $ 86,377 
Net earnings  6,654  6,957  7,726 

Diluted earnings per share $ 11.85 $ 12.23 $ 13.20 

Net cash provided by operating activities $ 9,864 $ 9,625 $ 8,140 
Capital expenditures  2,213  1,927  1,964 
Repurchases of common stock1  75  3,929  6,334 
Cash dividend payments  2,636  2,566  2,531 

1 Repurchases of common stock on a trade-date basis.

Net sales for fiscal 2025 increased 3.1% from fiscal 2024 to $86.3 billion.  Comparable sales for fiscal 2025 increased 0.2%, 
consisting of a 3.0% increase in comparable average ticket, partially offset by a 2.8% decrease in comparable customer 
transactions.  Net earnings for fiscal 2025 decreased 4.4% to $6.7 billion.  Diluted earnings per common share decreased 3.1% 
in fiscal 2025 to $11.85 from $12.23 in fiscal 2024.  Included in fiscal 2025 results are pre-tax expenses of $321 million 
consisting of transaction costs and intangible asset amortization related to the acquisition of ADG and FBM, which decreased 
diluted earnings per share by $0.43 in fiscal year 2025.  Included in the fiscal 2024 results is $177 million of pre-tax income 
associated with the fiscal 2022 sale of the Canadian retail business, which increased diluted earnings per share by $0.24 in fiscal 
year 2024.  Adjusting for these items, adjusted diluted earnings per common share increased 2.4% to $12.28 in 2025 from 
adjusted diluted earnings per common share of $11.99 in 2024 (see the non-GAAP financial measures discussion).

For fiscal 2025, cash flows from operating activities were $9.9 billion, with $2.2 billion used for capital expenditures.  
Continuing to deliver on our commitment to return excess cash to shareholders, the Company paid $2.6 billion in dividends 
during the year.

During 2025, we continued to drive progress across all five key initiatives of our Total Home strategy, which was reflected in 
the strength we delivered with our Pro customers, online, and home services.  Our Total Home strategic initiatives have 
appealed to both the value-conscious homeowner and the busy Pro customer.  

To expand our Pro customer market, we completed the acquisitions of FBM and ADG.  We believe these acquisitions, along 
with our retail home improvement business, provide the large Pro customer with everything they need for the interior space of 
the home and position the Company to benefit when there is a recovery in the housing industry. 
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In addition, we continued to deliver on our Perpetual Productivity Improvement (PPI) initiatives, including completing the 
rollout of our front-end transformation across our store portfolio, streamlining our Freight Flow process, and driving inventory 
productivity while also navigating dynamic trade policies and tariffs.

Given the persistent volatility in the housing macro environment, heading into 2026 we continue our focus on our PPI 
initiatives and managing what is within our control.  We are pleased with our current track record of disciplined execution and 
are confident we are making the right investments to continue to deliver long-term sales growth and sustainable shareholder 
value.

OPERATIONS

The following table sets forth the percentage relationship to net sales of each line item of the consolidated statements of 
earnings.  This table should be read in conjunction with the following discussion and analysis and the consolidated financial 
statements, including the related notes to the consolidated financial statements.

Basis Point Increase/(Decrease) 
in Percentage of Net Sales

2025 2024 2023 2025 vs. 2024 2024 vs. 2023
Net sales  100.00 %  100.00 %  100.00 %
Gross margin  33.48  33.32  33.39  16  (7) 
Expenses:
Selling, general and administrative  19.46  18.74  18.02  72  72 
Depreciation and amortization  2.25  2.07  1.99  18  8 
Operating income  11.77  12.51  13.38  (74)  (87) 
Interest – net  1.63  1.57  1.60  6  (3) 
Pre-tax earnings  10.14  10.94  11.78  (80)  (84) 
Income tax provision  2.43  2.63  2.83  (20)  (20) 
Net earnings  7.71 %  8.31 %  8.95 %  (60)  (64) 

The following table sets forth key metrics utilized by management in assessing business performance.  This table should be read 
in conjunction with the following discussion and analysis and the consolidated financial statements, including the related notes 
to the consolidated financial statements.

Other Metrics 2025 2024 2023
Comparable sales increase/(decrease)1  0.2 %  (2.7) %  (4.7) %
Customer transactions (in millions)2,3  780  801  827 
Average ticket3 $ 106.13 $ 102.93 $ 102.47 
At end of year:
Number of retail stores  1,759  1,748  1,746 
Sales floor square feet (in millions)  196  195  195 
Average retail store size selling square feet (in thousands)4  112  112  112 
Net earnings to average debt and shareholders’ deficit  22.1 %  27.5 %  31.6 %
Return on invested capital5  26.1 %  32.0 %  36.4 %

1  A comparable location is a retail location that has been open longer than 13 months.  A location that is identified for relocation is no 
longer considered comparable in the month of its relocation.  The relocated location must then remain open longer than 13 months to be 
considered comparable.  A location we have decided to close is no longer considered comparable as of the beginning of the month in which 
we announce its closing.  Comparable sales include online sales, which positively impacted comparable sales in fiscal 2025, fiscal 2024, 
and fiscal 2023 by approximately 105 basis points, 50 basis points, and 25 basis points, respectively.  Acquisitions are typically included in 
comparable sales after they have been owned for more than 12 months.

2 In the first quarter of fiscal 2025, the Company adjusted its customer transactions metric to exclude certain order modifications which 
were previously included as a separate transaction.  The prior year periods have been adjusted to align with the current period 
presentation.

3 Customer transactions and average ticket represent metrics used by management to evaluate performance of our retail locations.
4    Average store size selling square feet is defined as sales floor square feet divided by the number of stores open at the end of the period.
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5 Return on invested capital is calculated using a non-GAAP financial measure.  See below for additional information and reconciliations of 
non-GAAP measures.

Fiscal 2025 Compared to Fiscal 2024

Net Sales – Net sales increased 3.1% to $86.3 billion in fiscal 2025, driven by sales associated with new acquisitions during the 
year, and an increase in comparable sales of 0.2% over the same period.  The increase in comparable sales was driven by a  
3.0% increase in comparable average ticket, partially offset by a decline in comparable customer transactions of 2.8%.  
Comparable sales change during each quarter of the fiscal year, as reported, were a decline of 1.7% in the first quarter, an 
increase of 1.1% in the second quarter, an increase of 0.4% in the third quarter, and an increase of 1.3% in the fourth quarter.

During fiscal 2025, we had comparable sales increases in five of 14 product categories, including Rough Plumbing, Appliances, 
Building Materials, Lawn & Garden, and Paint.  Strength in these categories reflects continued growth with our Pro customer 
and online, as well as our broad assortment of appliances available next-day to our customers in the majority of zip codes in the 
United States.  

Gross Margin – Gross margin as a percentage of sales for fiscal 2025 increased 16 basis points compared to fiscal 2024.  The 
gross margin increase for the year was primarily driven by favorability from credit revenue and improvements in inventory 
shrink, partially offset by the operational cost structure of acquisitions during 2025.

SG&A – SG&A expense for fiscal 2025 deleveraged 72 basis points as a percentage of sales compared to fiscal 2024.  This was 
primarily driven by employee compensation and benefits, along with cycling prior year realized gains on contingent 
consideration associated with the 2022 sale of the Canadian retail business, partially offset by the operational cost structure of 
acquisitions during 2025.

Depreciation and Amortization – Depreciation and amortization expense deleveraged 18 basis points for fiscal 2025 as a 
percentage of sales compared to fiscal 2024, primarily due to amortization of intangible assets of acquired businesses in 2025.

Interest – Net – Net interest expense is comprised of the following:

(In millions) 2025 2024
Interest expense, net of amount capitalized $ 1,471 $ 1,445 
Amortization of original issue discount and loan costs  25  24 
Interest on tax uncertainties  3  3 
Interest income  (121)  (159) 
Other  28  — 
Interest – net $ 1,406 $ 1,313 

Net interest expense in fiscal 2025 deleveraged six basis points. 

Income Tax Provision – Our effective income tax rate was 23.9% in fiscal 2025 compared to 24.0% in fiscal 2024.  

Fiscal 2024 Compared to Fiscal 2023

For a comparison of our results of operations, financial condition, liquidity, and capital resources for the fiscal years ended 
January 31, 2025, and February 2, 2024, see “Part II, Item 7. Management’s Discussion and Analysis of Financial Condition 
and Results of Operations” of our Annual Report on Form 10-K for the fiscal year ended January 31, 2025, filed with the SEC 
on March 24, 2025.
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Non-GAAP Financial Measures

Adjusted Diluted Earnings Per Share

Adjusted diluted earnings per share is considered a non-GAAP financial measure.  The Company believes this non-GAAP 
financial measure provides useful insight for analysts and investors in understanding the comparison of operational 
performance for fiscal 2025 and fiscal 2024.  Adjusted diluted earnings per share excludes the impact of certain items, further 
described below, not contemplated in the Company’s business outlook for fiscal 2025 and fiscal 2024.  

Fiscal 2025 Impacts

• In fiscal 2025, the Company recognized pre-tax expenses of $321 million consisting of transaction costs and intangible 
asset amortization related to the acquisitions of Artisan Design Group and Foundation Building Materials (Acquisition 
of businesses).

Fiscal 2024 Impacts

• In fiscal 2024, the Company recognized pre-tax income of $177 million consisting of realized gains on the contingent 
consideration associated with the fiscal 2022 sale of the Canadian retail business (Canadian retail business 
transaction).

Adjusted diluted earnings per share should not be considered an alternative to, or more meaningful indicator of, the Company’s 
diluted earnings per common share as prepared in accordance with GAAP.  The Company’s methods of determining this non-
GAAP financial measure may differ from the method used by other companies and may not be comparable.

2025 2024
Pre-Tax 
Earnings Tax1

Net 
Earnings

Pre-Tax 
Earnings Tax1

Net 
Earnings

Diluted earnings per share, as reported $ 11.85 $ 12.23 
Non-GAAP adjustments – per share impacts

Acquisition of businesses  0.57  (0.14)  0.43  —  —  — 
Canadian retail business transaction  —  —  —  (0.31)  0.07  (0.24) 

Adjusted diluted earnings per share $ 12.28 $ 11.99 
1 Represents the tax benefit or expense related to the item excluded from adjusted diluted earnings per share.

Return on Invested Capital

Return on Invested Capital (ROIC) is calculated using a non-GAAP financial measure.  Management believes ROIC is a 
meaningful metric for analysts and investors as a measure of how effectively the Company is using capital to generate financial 
returns.  Although ROIC is a common financial metric, numerous methods exist for calculating ROIC.  Accordingly, the 
method used by our management may differ from the methods used by other companies.  We encourage you to understand the 
methods used by another company to calculate ROIC before comparing its ROIC to ours.

We define ROIC as the rolling 12 months’ lease adjusted net operating profit after tax (Lease adjusted NOPAT) divided by the 
average of current year and prior year ending debt and shareholders’ deficit.  Lease adjusted NOPAT is a non-GAAP financial 
measure, and net earnings is considered to be the most comparable GAAP financial measure.  The calculation of ROIC, 
together with a reconciliation of net earnings to Lease adjusted NOPAT, is as follows:
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(In millions, except percentage data) 2025 2024 2023
Calculation of Return on Invested Capital

Numerator
Net earnings $ 6,654 $ 6,957 $ 7,726 
Plus:

Interest expense – net  1,406  1,314  1,382 
Operating lease interest  179  173  157 
Provision for income taxes  2,093  2,196  2,449 

Lease adjusted net operating profit  10,332  10,640  11,714 
Less:

Income tax adjustment1  2,473  2,552  2,819 
Lease adjusted net operating profit after tax $ 7,859 $ 8,088 $ 8,895 

Denominator
Average debt and shareholders’ deficit2 $ 30,104 $ 25,270 $ 24,418 

Net earnings to average debt and shareholders’ deficit  22.1 %  27.5 %  31.6 %
Return on invested capital  26.1 %  32.0 %  36.4 %

1 Income tax adjustment is defined as net operating profit multiplied by the effective tax rate, which was 23.9%, 24.0%, and 24.1% for fiscal 
2025, fiscal 2024, and fiscal 2023, respectively.

2 Average debt and shareholders’ deficit is defined as average current year and prior year ending debt, including current maturities, short-
term borrowings, and operating lease liabilities, plus the average current year and prior year ending total shareholders’ deficit.

FINANCIAL CONDITION, LIQUIDITY AND CAPITAL RESOURCES

Sources of Liquidity

Cash flows from operations, combined with our continued access to capital markets on both a short-term and long-term basis, 
as needed, remain adequate to fund our operations, make strategic investments to support long-term growth, return cash to 
shareholders in the form of dividends, and repay debt maturities as they become due.  We believe these sources of liquidity will 
continue to support our business for the next twelve months.  As of January 30, 2026, we held $1.0 billion of cash and cash 
equivalents, as well as $5.0 billion in undrawn capacity on our Revolving Credit Facilities.  

As of January 30, 2026, our material contractual obligations and commercial commitments consist of leases, long-term debt, 
purchase obligations, and letters of credit.  See Note 7, Note 8, and Note 15 of the Notes to the Consolidated Financial 
Statements in Item 8, “Financial Statements and Supplementary Data”, of this Annual Report for amounts outstanding related to 
leases, long-term debt, and commitments, respectively, as of January 30, 2026.  

Cash Flows Provided by Operating Activities

(In millions) 2025 2024
Net cash provided by operating activities $ 9,864 $ 9,625 

Cash flows from operating activities continued to provide the primary source of our liquidity.  The increase in net cash provided 
by operating activities for the year ended January 30, 2026, compared to the year ended January 31, 2025, was primarily driven 
by changes in merchandise inventory due to inventory optimization efforts during the year, partially offset by lower net 
earnings and the timing of income tax payments which were previously deferred under the income tax relief announced by the 
IRS for businesses impacted by Hurricane Helene. 

Cash Flows Used in Investing Activities

(In millions) 2025 2024
Net cash used in investing activities $ (12,264) $ (1,738) 
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Net cash used in investing activities is primarily driven by our acquisitions of ADG and FBM, which used $10.1 billion in fiscal 
year 2025, in addition to transactions related to capital expenditures.

Capital expenditures

Our capital expenditures generally consist of investments in our strategic initiatives to enhance our ability to serve customers, 
improve existing stores, and support expansion plans.  Capital expenditures were $2.2 billion in fiscal 2025 and $1.9 billion in 
fiscal 2024.  

For fiscal 2026, our guidance for capital expenditures is approximately $2.5 billion.  We may adjust our capital expenditures, if 
necessary or appropriate, to support our operations, to enhance long-term strategic positioning, or in response to the economic 
environment.

Cash Flows Provided by/Used in Financing Activities

(In millions) 2025 2024
Net cash provided by/(used in) financing activities $ 1,621 $ (7,047) 

Net cash provided by/(used in) financing activities primarily consists of transactions related to our debt, share repurchases, and 
cash dividend payments.

Total Debt

During fiscal 2025, the Company issued $5.0 billion of unsecured notes.  In addition, the Company entered into a $2.0 billion 
unsecured term loan credit agreement (2025 Term Loan) which has a maturity date of October 2028.  The proceeds from the 
unsecured notes and the 2025 Term Loan were designated to finance, in part, our acquisition of FBM.  We also repaid 
$2.5 billion and $450 million in senior notes at maturity in fiscal 2025 and fiscal 2024, respectively.

In fiscal 2025, we entered into a $2.0 billion five-year unsecured credit agreement (2025 Credit Agreement), which has a 
maturity of September 2030, replacing the Company’s $2.0 billion five-year unsecured revolving credit agreement entered into 
in December 2021, and as amended (Third Amended and Restated Credit Agreement).  We also have amended the five-year 
unsecured revolving credit agreement dated September 1, 2023 (the 2023 Credit Agreement), with a syndicate of banks, which 
has a maturity date of September 2028 and an aggregate availability of $2.0 billion.  Under the amendment, borrowings under 
the 2023 Credit Agreement will no longer be subject to a SOFR credit spread adjustment.

The 2025 Credit Agreement and the 2023 Credit Agreement (collectively the Long-Term Credit Agreements) support the 
Company’s commercial paper program.  The amounts available to be drawn under the Credit Agreements is reduced by the 
amount of borrowings under our commercial paper program.  As of January 30, 2026, and January 31, 2025, there were no 
outstanding borrowings under the Company’s commercial paper program or the Long-Term Credit Agreements.  

In fiscal 2025, the Company also entered into a $1.0 billion 364-day unsecured revolving credit agreement (collectively with 
the Long-term Credit Agreements the “Revolving Credit Facilities”) which has a maturity date of September 2026 and had no 
outstanding borrowings as of January 30, 2026.

The following table includes additional information related to our debt for fiscal 2025 and fiscal 2024:

(In millions, except for interest rate data) 2025 2024
Net proceeds from issuance of debt $ 6,974 $ — 
Repayment of debt $ (2,587) $ (545) 
Net change in commercial paper $ — $ — 
Maximum commercial paper outstanding at any period $ 500 $ 250 

Share Repurchases

We have a share repurchase program, authorized by the Company’s Board of Directors, that is executed through purchases 
made from time to time either in the open market or through private off-market transactions.  We also withhold shares from 
employees to satisfy tax withholding liabilities on share-based payments.  Shares repurchased are retired and returned to 
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