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Section 01

Overview



The 2018 Christmas trading period will be 
remembered not for the weather as it often is, but 
for the challenges faced by retailers.

Black Friday provided the landscape for the Christmas trading period, and whilst it 
inevitably claimed some early Christmas spend, it did not make any significant 
difference to the success of bricks and mortar destinations in November. Even online 
spend, on what is now a key day in the trading calendar, did not benefit to as great a 
degree as anticipated.

Footfall performance over the first half of December deteriorated rapidly as shoppers 
railed in their spending in response to low consumer confidence and high debt levels, 
plus an increasing appetite for experience based intangibles that is diluting spend 
that previously would have been captured by bricks and mortar stores. To some 
degree the temperate weather conditions supported footfall as, unlike December 
2017, shoppers were able to freely make visits to destinations, however, it also 
mitigated against sales of winter products.

In the second half of the month the extra trading day before Christmas and the better 
weather than last year supported footfall in the third week, but by the fourth week 
(the final trading week before Christmas) footfall dipped again. The saving grace of 
the month was both the third week - which was being compared with a very poor 
week last year when the weather was particularly adverse -  and the post Christmas 
week when footfall rose from last year, driven by consumers seeking out even greater 
discounts than were available pre-Christmas. At the same time, this year delivered yet 
further evidence of the diminishing significance of Boxing Day as a key trading day, 
with footfall declining from Boxing Day 2017.

What is also evident is that discounting did not make any discernible difference to 
footfall within destinations or stores themselves, and indeed nor even to sales which 
declined significantly from the Christmas trading period last year. The travails of the 
department store and fashion sectors played out in December, with both of these 
store categories recording a far greater drop in sales than others.

Indeed, it is not surprising that sales declined, as the store Capture Rate – the share 
of footfall in a destination that enters stores – dropped from last year, indicating that 
stores lost proportionately more shoppers than the locations in which they trade. With 
fewer in store shoppers it meant that conversion rates and/or transaction values 
needed to increase substantially in order to mitigate the level of discounting, which 
was always going to be a difficult ask for retailers.

So what are the prospects for 2019?  Given our political and economic position, it is 
only really sensible to look forward one quarter and in this context it is unlikely that 
trading conditions will noticeably change. Economic uncertainty and the underlying 
structural shift in consumer demand toward leisure based intangibles mean that the 
drop in footfall and the pull back in store spending will continue.



Section 02

Christmas Trading 
Period



Footfall declined by -2.6% in December 2018. Whilst not 
unexpected, as it has declined in each December in all but 
one year in the past decade, the magnitude of decline was 
significant as it is the second largest drop since the 
recession in 2010. 
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Last year, the decline in footfall of -3.5% was slightly greater than this year, however, trading was hampered by severe weather 
which occurred in the third week of the month leading to a drop in footfall in that week of -7.6%. This meant that the result in 
December week three this year of -0.1% looks far more favourable than the underlying conditions suggest; demonstrated by an 
average drop in footfall of -4.8% over the first, second and fourth weeks compared with just -1.9% in 2017. Indeed, in the fourth 
week of the month - the key trading week - footfall declined by -4.3% in 2018 compared with -1.0% in 2017. Footfall did recover 
in the fifth week of the month this year, increasing by +1.4% versus a drop of -4.0% in 2017 and this undoubtedly supported the 
overall result for the month.

Both high streets and retail parks fared more favourably than shopping centres in terms of footfall, each recording a decline of 
-2.1% whilst footfall in shopping centres declined by -3.9%.
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Black Friday



The pattern of footfall over the 2018 Christmas trading 
period returned to its traditional shape of a modest 
increase from week to week, with a sharper uplift in the 
last trading week before Christmas.

This contrasts with 2017 when the pattern 
of Christmas trading was shaped by Black 
Friday. This year, footfall rose by just +1.7% 
in Black Friday week (week 47) compared 
with +4.9% last year. In both the second 
and third weeks of December footfall 
increased by over +3.0% from the week 
before, compared with a rise of +1.8% in 
the second week of the month last year and 
a drop of -1.2% in the third week. From the 
third to the fourth week, however, the 
footfall uplift was more modest, with a 
+10.2% rise compared with +16.7% in 
2017.
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Week Before Christmas



Footfall in the last trading week before 
Christmas continued to increase until 
Saturday, but “Super Saturday” was 
more muted than had been forecast 
by some analysts.

Footfall rose steadily from Tuesday until Saturday, with an average 
uplift each day of +6.4%. While footfall on Saturday 22nd December 
rose by +3.1% from Friday, there was a far greater increase of +8.6% 
between Thursday and Friday. Notwithstanding this, Saturday was the 
peak trading day, and footfall was -18.8% lower on Sunday.  Whilst it 
rose again on Monday by +7.2%, volumes remained lower than on 
Saturday.
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Boxing Day
Section 05



Footfall declined by -3.1% on Boxing Day, the third year in 
a row that it has been lower than Boxing Day the year 
before, and footfall has now declined on this day in five of 
the past seven years. 

This is clear evidence that Boxing Day is continuing to lessen in importance 
as a key trading day, which is highlighted further by the fact that in 
shopping centres and retail parks - where multiple retailers dominate the 
offer and lead the way in discounting – the drop in footfall was of a 
greater magnitude than in 2017; -5.0% in shopping centres (-3.5% in 
2017) and -7.2% in retail parks  (-2.1% in 2017). 

In contrast, high streets recorded only a very marginal drop in footfall of 
-0.3% which was an improved position from the -5.9% drop in 2017.  Many 
consumers who visited retail destinations on Boxing Day will have done so 
as part of a wider leisure experience, and high streets generally have a far 
wider offering of hospitality outlets enabling consumers to eat out or have 
a coffee from a choice of venues during their trip.  The largest shopping 
centres do have a strong hospitality offer, but the range in the majority of 
smaller and older shopping centres is limited to retail only, which means 
that shoppers go out of the mall into the high street to eat and drink.

The lessening in significance of Boxing Day is further demonstrated by the 
fact that footfall on Boxing Day 2018 was 8.5% lower than on Black Friday.  
Footfall on Boxing Day has been lower than on Black Friday in every year 
since its widespread adoption in 2013; and whilst some variance is to be 
expected given Boxing Day is a national bank holiday, the gap in 2018 
widened from 6.1% in 2017, and is now greater than in any year so far.
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Between Boxing 
Day and New Year



Footfall continued to decline post Boxing Day, with a drop 
of -6.0% over the four day period from 27th to 30th 
December, but this was wholly due
to 30th December falling
on a Sunday this year.

Comparing a Sunday this year with Saturday last year (30th 
December) meant that footfall was -14.5% lower on that 
day this year. On the previous three days footfall improved 
from last year, particularly on Saturday 29th December 
when there was only a marginal decline of -0.8% compared 
with -4.3% on Friday 29th December 2017.  

As on Boxing Day, it was high streets that were most 
resilient over this four day period; high street footfall 
declined by -3.5% but this was entirely due to a drop of 
-11.4% on Sunday 30th December (versus Saturday 30th 
December 2017), whilst on the other three days footfall in 
high streets rose from last year. In fact high street footfall 
rose by +5.0% on 27th December, a much greater increase 
than the +0.2% in shopping centres on that day (the only 
day when footfall rose) and in retail parks where footfall 
declined by -1.3%.
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New Year



Text

Footfall on New Year’s Eve 2018 bounced back 
from 2017, however, in part this is likely to be due to 
the mild and settled weather compared with the 
same day in 2017.

Footfall on New Year’s Eve rose by +11.1% over 24 hours and by +4.6% 
from 7pm onwards. To some degree this rise is due to a significant drop 
in footfall on New Year’s Eve in 2017 of -10.5%, due to Storm Dylan 
which brought rain and wind during daytime hours and will have led to 
some consumers changing plans and not venturing into town and city 
centres.

-10.5%

+11.1%

-7.2%

+4.6%

UK Average 2017

UK Average 2018

24 hours 7PM - Midnight

New Year’s Eve % Change in High Street Footfall



New Year’s Day  % change in 24 hour footfall from previous year

Footfall on New Year’s Day rose by +1.1%, a 
marginal rise compared with the +16.8% on New 
Year’s Day 2018, but this uplift was at least partly 
due to New Year’s Day 2018 falling on a 
Monday, and so being compared with Sunday in 
2017 when footfall had dropped by -23.8% from 
2016.

On New Year’s Day, footfall 
increased marginally, but this 
was from a high comparable in 
2018.

NYD 2015 (Thurs) 

NYD 2016 (Fri)

NYD 2017(Sun) 

NYD 2018 (Mon) 

NYD 2019 (Tues) 
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Store Footfall Performance



The ability of a store to attract trade is expressed as 
its capture rate, which represents the proportion of 
footfall in destinations that enters stores, and  
demonstrates the attractiveness of stores to 
shoppers. The UK Capture Rate declined over the 
2018 Christmas trading period, as it has done so in 
each year since 2016.  

The capture rate across all store categories in the UK declined marginally by 0.1% 
between 2016 and 2017 (from 14.7% in December 2016 to 14.6% in December 
2017), but then by a greater margin of 0.9% to 13.7% in December 2018. This 
indicates that consumers are becoming ever more selective about which stores 
they visit, and consequently not only do stores have fewer shoppers, but also that 
the rate of decline in store footfall is greater than the decline in footfall generally.
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Capture rates in December varied by category as is the norm, but it rose for only two categories; electricals/mobile phones 
(by 0.5%) and entertainment and books (by 4.9%).   By far the greatest decline of -3.8% occurred in department stores which 
is the reverse of the position in 2017 when its capture rate rose by 1.7%.  The capture rate for food and convenience also 
declined by -2.3%, which all but reversed the increase of 2.9% from 2016 to 2017. 
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Sales



Sales across all major store categories declined by 
-5.6% in December 2018 from December 2017 
which is more than double the -2.6% decline in 
footfall in the same period and reflects the lower 
Capture Rate.

Sales in eight of the ten store categories declined by more than footfall, but the greatest downward 
movement in sales of -9.3% was recorded amongst fashion and accessories retailers. Other 
significant drops in sales were recorded amongst Home DIY & Garden (-8.8%), Health & Beauty 
(-6.0%) and Department Stores/Multi Retail (-4.7%).

Source: Springboard Town Centre Store Sales Tracker
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