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1.
Overview

It is heartening for bricks and mortar retail destinations that in the 
first quarter of 2019 footfall declined only marginally from the same 
quarter last year. What also is encouraging is that footfall during 
retail trading hours – which accounts for two thirds of all activity - 
rose from Q1 last year. However, it does need to be acknowledged 
that this result follows an exceptionally weak comparable in Q1 
2018, when the quarter was hit by extreme weather from Beast from 
the East and Storm Emma. Indeed, this is evident in a far better 
result for March than January or February, as footfall in March last 
year declined by far more than in both of the previous two months.

Much is made of the fact that retailers blame the weather for all 
ills in the retail sector, however, it is evident from the footfall results 
that shoppers are increasingly weather sensitive. This increased 
sensitivity arises from the wider choices now available to shoppers; 
gone are the days when consumers’ only option was to make trips 
to bricks and mortar destinations to buy what they wanted, whether 
or not it was raining. Today’s consumer can be much more selective 
about when, or indeed if, they make trips. 

In addition to the weather, the underlying structural changes facing 
retail in terms of consumers’ demand for more experience-based 
trips means that they are more also more discerning in terms of 
the type of destination they visit. Whilst high street footfall bounced 
back into positive territory in Q1 this year, in shopping centres 
footfall continued to drop. This is despite the fact that the decline in 
shopping centre footfall in Q1 last year was not as severe as high 
streets, which were harder hit by the adverse weather conditions; 
further demonstration that the offer of many high streets has shifted 
more successfully than most shopping centres towards being 
experience-led. Indeed, it was the largest shopping centres - where 
most attention has been given to broadening the offer beyond retail 
- that recorded the best footfall performance in Q1 this year, with a 
decline that was only a third as large as that in smaller shopping 
centres.
 
It was not only footfall that was constrained in Q1 this year, with 
retail sales being virtually flat and the increase in non-store sales 
being a third lower than in Q1 last year. Despite better weather in 
Q1 this year than last, the decline in town centre bricks and mortar 
sales not only continued, but was double that in the first quarter 
2018. This is in spite of only a small dip in store Capture Rates (the 
proportion of external footfall that enters stores), which indicates 
that whilst stores are continuing to harness available footfall, 
conversion rates and transaction values have declined. Indeed, 
given the decline in consumer confidence this is not an expected 
result. However, on the plus side it does indicate that consumers 
continue to visit bricks and mortar stores, and so the opportunity 
is there for driving sales up if stores are able to harness potential 
demand through the right offer and store experience.
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2.
UK Footfall in Q1
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Footfall across the UK declined by 
-0.3% from Q1 2018, a modest drop, 

although this followed on from a 
significant drop of -3.0% in Q1 2018.

Q1 last year was adversely impacted by severe weather in March which led to a -6.0% drop in footfall. Against 
this exceptionally low comparable, footfall rose by +1.4% in March this year which supported the quarter as a 
whole. In contrast, the average over January and February this year of -1.3% was slightly worse than in January 
and February in 2018 when footfall declined by -1.1%.

The overall UK result was driven down by shopping centres, where footfall dropped by -1.7% compared with 
a rise of +0.2% in both high streets and retail parks. Footfall in both high streets and shopping centres fared 
badly in Q1 2018, but in high streets there has been an upward shift of +4.4% over the year (from -4.2% in Q1 
2018 to +0.2% in Q1 this year), whilst in shopping centres this upward shift has been far more modest at +1.4% 
(from -3.1% in Q1 2018 to -1.7% in Q1 this year). In retail parks footfall improved marginally but this was from a 
positive result of +0.03% in Q1 2018 to +0.2% in Q1 2019.

Q1 2019

February 2019

March 2019

-2.0%

+1.4%

-0.3%

January 2019

-0.7%

UK Springboard
Index YoY % Change
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3.
Footfall across the day
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The improvement in footfall in Q1 this year to -0.3% was 
derived wholly from a marginal rise in daytime footfall, 

whilst activity post 5pm declined.

Footfall rose by +0.2% between 9am and 5pm, whilst dropping by -2.4% 
between 5pm and 8pm and by -0.3% post 8pm.

The greatest impact on post 5pm footfall occurred in January and 
February - between 5pm and 8pm footfall declined by -4.6% in January 
and by -3.9% in February. Footfall performance post 8pm was similar, 
with a -3.6% drop in January and a -2.6% in February. In March, the 
results look more favourable (+0.6% between 5pm and 8pm and +4.1% 
post 8pm), but it must be remembered that these are compared to a 
sharp decline in March 2018 of -6.9% between 5pm and 8pm and -8.5% 
post 8pm.

Daytime footfall rose in both high streets and retail parks by +0.9%, 
however, it continued to decline in shopping centres with a drop of -1.8%.  
Footfall performance between 5pm and 8pm in shopping centres was 
also worse, with a drop of -3.5% compared with -1.7% in high streets and 
-2.6% in retail parks.

9:00-16:59 17:00-19:59 20:00-08:59 UK 24 Hours

+4.0%

+3.0%

+2.0%

+1.0%

0.0%

-1.0%

-2.0%

-3.0%

-4.0%

-5.0%

January 2019 February 2019 March 2019 Q1 2019
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4.
High Street Footfall
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High Street footfall 
rose by +0.2% in Q1 
2019, virtually all of 
which was due to a 
bounce back from 

March last year when 
it declined by -4.2%.

January

-0.7%
Q1 2019

-1.9%
Q1 2018

February

-1.9%
Q1 2019

-1.2%
Q1 2018

March

+2.5%
Q1 2019

-8.6%
Q1 2018

Over January and February, footfall improved 
slightly this year compared with Q1 2018, but in 
March the improvement was far more significant 
at +2.5%. However, this result followed a significant 
drop in footfall of -8.6% in March 2018; a result of the 
adverse weather.
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-1.2%
Q1 2019

-2.1%
Q1 2019

+0.3%
Q1 2019

+0.2%
Q1 2019

Coastal Towns

-0.7%
Jan 2019

-2.7%
Feb 2019

-0.5%
Mar 2019

Historic Towns

-2.0%
Jan 2019

-5.7%
Feb 2019

+0.7%
Mar 2019

Regional Cities

-1.2%
Jan 2019

-1.9%
Feb 2019

+3.1%
Mar 2019

UK High Streets

-0.7%
Jan 2019

-1.9%
Feb 2019

+2.5%
Mar 2019

Footfall in regional cities rose by +0.3% in Q1 2019 over the 
year from the first quarter in 2018, whilst footfall in both 
coastal towns and historic towns declined further from 2018 
(by -1.2% in coastal towns and by -2.1% in historic towns).  
The reason for this variance is that footfall in regional cities 
in March bounced back much more strongly; rising by +3.1% 
compared with a drop in footfall in that month in coastal 
towns (-0.5%) and a more modest rise in historic towns 
(+0.7%).

Footfall improved 
in each of the three 
high street town types 
over the year from the 
first quarter in 2018, 
however, it was only 
in regional cities that 
footfall moved into 
positive territory.

10
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5.
Shopping Centre Footfall
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Despite Q1 this year 
being compared 
with a very poor 

first quarter in 2018 
due to adverse 

weather in March, 
footfall in shopping 

centres still 
declined by -1.7%.
Footfall in March 2018 dropped by -4.8% due to the 
weather, but this improved only sufficiently to deliver 
a more modest decline of -1% in March this year.  
Following on from the same result over January 
and February this year as last, it meant that footfall 
remained lower than the year before.

-1.7%
Q1 2019

-0.9%
Jan 2019

-3.4%
Feb 2019

-1.0%
Mar 2019

-3.1%
Q1 2018

-3.1%
Jan 2018

-0.9%
Feb 2018

-4.8%
Mar 2018
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Whilst the appeal of larger shopping centres 
to shoppers diminished towards the end of 

last year, it underwent a resurgence in the first 
quarter of this year.

Footfall in shopping centres of more than 500,000 sq ft declined by just -0.6% compared with a decline of -1.8% in centres of 
less than 250,000 sq ft, and -2.7% in centres of between 250,000 sq ft and 500,000 sq ft. 

It seems that shoppers were either seeking small, local, centres or the largest centres which offer the greatest choice. It 
is clear that mid-sized centres are less appealing to shoppers; possibly through the fact that these tend to be dominated 
by multiple retailers occupying smaller sized units that are no longer meeting shoppers’ requirements in terms of offer, 
combined with the fact that they are located in medium to large town centres where congestion can be heavy and car 
parking costly.

-0.6%
-2.7%

-1.8%
-1.8%

Up to 
100,000SqFt

100,000- 250,000SqFt 250,000 - 500,000SqFt+ 500,000SqFt+
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6.
Retail Parks
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Unlike the other two 
destination types, in retail 

parks footfall in January and 
February worsened this year 

compared with 2018. 

It was only the poor result in March last year of -1.8% and a bounce back to +1.5% 
this year that insulated retail parks from a decline in footfall over the quarter. Footfall 
declined by an average of -0.6% over January and February this year compared with 
a rise of +1.2% in 2018; a noticeable worsening in performance for a destination that 
has enjoyed almost continuous growth in footfall over the past few years.  

+0.2%
Q1

+1.5%
March

-0.8%
February

-0.3%
January

+0.0%
Q1

-1.8%
March

+1.4%
February

+0.9%
January

2019

2018
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7.
Retail Sales
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Retail sales rose by +0.1% on a like for like 
basis in Q1 2019, a smaller uplift than the 
rise of +0.9% in Q1 last year but a stronger 

performance than Q4 2018 when sales 
declined by -0.4%.

Part of the less favourable result compared 
with Q1 2018 is accounted for by a lesser 
growth in non-store sales of +4.5% compared 
with +6.6% in Q1 2018. The challenges facing 
bricks and mortar retail are emphasised by 
the overall result of just +0.1% versus a rise in 
non-store sales of +4.5%. This is highlighted 
further by the rise in non-store sales of +5.5% 
in Q4 2018 whilst overall sales declined by 
-0.4%.

Sales deteriorated as Q1 progressed, from a 
rise of +1.8% in January to -0.1% in February 
and then to -1.1% in March.  Non-store sales 
also followed this trend, rising by +5.4% in 
January but by only +3.0% in March.

Non-Store YoY % 
change in Sales

YoY % change in UK 
Retail Sales LFL

Q1 2019

Jan 2019

Feb 2019

Mar 2019

Source: BRC

6.0%

5.0%

4.0%

3.0%

2.0%

1.0%

0.0%

-1.0%

-2.0%
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8.
Bricks and Mortar Town Centre Sales
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The challenge facing bricks and mortar retailing is 
evident in the -3.3% decline in town centre store sales 

in Q1 2019.
The rate of decline accelerated over the year, from -1.7% in Q1 2018 to -2.9% by the fourth 
quarter of last year and then to -3.3% by the end of Q1 2019.
  
Trading conditions worsened as the quarter progressed, moving from a drop of -1.3% in January 
to -5.7% in February and ending the quarter in March at -3.1%.

The decline occurred across all store categories, however, it ranged from as little as -0.4% in 
health & beauty and -1.1% in food & beverage to -7.1% in services and -8.2% in entertainment & 
books.

-1.7%

By Quarter

 -3.3%

 -2.9%

 -3.1%

 -1.3%

 -5.7%

Q1 2019

Q4 2018

Q1 2018

Jan 2019

Feb 2019

Mar 2019

By Month 2019)

Source: Springboard Town Centre Sales Tracker

All Retail 
Categories 

(YoY % Change 
in sales)
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9.
Store Capture Rates
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Despite the improved performance in Q1 2019 
in terms of footfall in destinations, the Capture 
Rate was lower than in both Q1 2018 and the 

previous quarter.    
The Capture Rate - which represents the % of footfall in destinations that enters stores - across all retail categories fell to 10.6% in Q1 2019, 
from 10.8% in Q1 2018 and from 13.1% in Q4 2018.  

Whilst it is expected that the Capture Rate in the fourth quarter of the year would be higher due to consumers being more focussed in 
visiting stores to shop for gifts, what is surprising is the decline in the Capture Rate from Q1 2018.  This indicates that stores are finding it 
tougher in attracting shoppers through their doors, reflecting the trading challenges faced by many stores which have been well publicised 
over the past year.

Despite the Capture Rate for all retail categories declining as a whole by 0.2% over the year, the degree of change in the Capture Rate 
varied between categories. Whilst dropping by 2.8% for department stores to 27.3%, the rate for fashion & accessories rose by 2.0% to 
15.8% and also increased for the health & beauty category by 0.2%.  The Capture Rate for food & beverage also continued to drop, albeit 
marginally by 0.9% to 15.2%; and with sales in food & beverage outlets declining it suggests that not only are consumers more price aware 
but that demand is being spread thinly across a wide range of operators.

27.3% 15.8% 6.1% 15.2%

-2.8% +2.0% +0.2% -0.9%

Department stores/Multi Retail Fashion & Accessories Health & Beauty Food & Beverage

Change from 
Q1 2018

Change from 
Q1 2018

Change from 
Q1 2018

Change from 
Q1 2018

21
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10.
Consumer Confidence
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Overall consumer 
confidence deteriorated 
noticeably over the year 

from Q1 2018, moving from 
an index score of -9 to -13.
Much of this diminishing confidence emanated from concerns around 
the economic situation. This led to a drop in the index score for this 
factor dropping from an already low level of -24 in Q1 last year to 
-33 in Q4 last year and then further to -38 in Q1 this year. At the same 
time, however, confidence around consumers’ future personal financial 
situation also declined, dropping from an index score of 7 in Q1 last 
year to just 1 in Q1 2019.

-13
Q1 2019

-12
Q4 2018

-9
Q1 2018

23

Overall Index Score
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Illuminate your data.
Understand its potential.
Train with the experts.
Enhancing knowledge and skills around place data.

Delivered by Springboard’s Learning Academy, powered by 
our expertise in collection, processing and uncovering data 
insights.

Join us on our new training course. Understand the 
fundamentals of your data.

Get in touch with the team for more information 
at academy@spring-board.info
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Unrivalled retail intelligence


