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1. Overview

It seems that the tables turned for the 
worse for retail destinations in Q2. Not 
only did footfall decline in overall terms, 
but this was a consequence of drops 
across all parts of the day. 

Unlike Q1 when day time footfall rose, in Q2 footfall during the retail trading 
period of 9am to 5pm took a tumble, moving from a positive position to a 
negative one. The key factor to be recognised for retail destinations is that 
at least two thirds of all footfall is generated during the eight-hour trading 
period between 9am and 5pm, so a drop during this period has a much 
greater weight on the overall result than a drop during the post 5pm period.

What perhaps is more telling, and synonymous with the fact that trading 
conditions that are becoming ever more fragile, is the sharp downward shift 
in footfall during the quarter; from a marginal drop of -0.5% in April to -3.5% 
in May and -2.9% in June. Clearly some of this apparent change in fortune 
as the quarter progressed is a response to the weak comparable of -3.3% 

in April 2018 and the better results in both May and June 2018. However, the 
cumulative result for Q2 over the past two years brings the fragility of trading 
into sharp focus. This shows that footfall dropped by around -2.0% in Q2 
between 2017 and 2019, which is a clear deterioration from the rise of +0.5% 
in Q2 between 2016 and 2017.

A key factor that has a significant influence on the overall result across all 
destinations is high street footfall. The sheer number of high streets compared 
with shopping centres and retail parks – there are twice as many as there 
are shopping centres and retail parks in the UK – means that a decline in 
high streets acts as more of a drag on the overall result than both the other 
two destination types. Therefore the shift in high street footfall from a positive 
result of +0.2% in Q1 to -3.5% in Q2 had a greater impact on the overall result 
than the drop of -2.7% in shopping centres.

The store Capture Rate – the % of footfall in destinations that enters stores 
- continued to decline in Q2, reflecting the fact that consumers increasingly 
use the internet for pre-shopping research and consequently visit fewer stores 
during their trips to retail destinations. However, the decline in footfall in Q2 
cannot simply be put down to the diversion of trips and spending online as 
the rise in online sales was the most modest for Q2 since 2009. So despite the 
positive macro indicators of strong employment and wage growth it seems 
that shoppers are raining back on their spending in overall terms. 
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2.
UK footfall in Q2
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UK Springboard
Index YoY % Change

Footfall in UK retail destinations 
declined by -2.4% in Q2 2019, a 
sharp deterioration from both 

Q1 and Q2 last year. 

However, comparing Q2 with a drop of -0.3% in Q1 this year is slightly misleading, 
as Q1 followed a weak comparable of -3.0% in Q1 last year when Beast from the 
East hit the UK. 
 
In Q2 last year footfall declined by -1.5% which was a result of a very poor April 
when footfall fell by -3.3% due to Easter occurring in March. In Q2 this year April 
was much stronger with a drop in footfall of just -0.5%, partly due to the weak 
result for Q2 2018 but also due to the hot and sunny weather. In May and June 
this year footfall worsened noticeably from last year, with an average decline 
over the two months of -3.2% versus -0.6% over the same two months in 2018 when 
the weather was hot and sunny for a continuous period of time.  

-1.5%

-0.3%

-2.4%

Q2 2018

Q1 2019

Q2 2019



6

High 
streets

Q2 2018Q2 2019

-3.5% -1.1%

Retail 
parks+0.5% -0.5%

Shopping 
centres-2.7% -3.3%

The overall UK result was 
due to a noticeably poorer 
performance in both high 

streets and shopping centres, 
where footfall declined by 

-3.5% and -2.7% respectively.  
For high streets Q2 was a particularly poor trading period, as footfall moved from 
+0.2% in Q1 and from -1.1% in Q2 last year.  In shopping centres, footfall in Q2 also 
worsened from Q1 when it declined by -1.7%, but actually improved slightly from Q2 
last year when footfall declined by -3.3%. In retail parks it was a wholly different picture 
with footfall increasing by +0.5% in Q2, the second consecutive quarter with a footfall 
increase and a reversal of the -0.5% drop in footfall in Q2 last year.
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3.
Footfall across UK geographies
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In seven geographies 
the drop in footfall was 
greater than the overall 

UK result of -2.4%.  

The most severe falls of more than -3.5% occurred in four 
areas (Northern Ireland, the South West, Wales and the West 
Midlands). Footfall across the UK as a whole was supported by 
Greater London. This region carries more than weight in terms 
of the overall result due to the greater volume of footfall activity 
that it generates compared with other areas.

Indeed in every area other than Greater London and Scotland, 
the decline in footfall in Q2 was greater than in Q2 last year. 
The largest differentials were in Wales, Northern Ireland, the 
West Midlands and North & Yorkshire, where footfall in Q2 was 
at least -2.5% lower than in Q2 last year. 

-1.4%

-2.7%

-3.1%

-2.4%

-2.9%

-1.8%

-3.5%

-3.5%

-3.5%

-4.0%
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4.
Footfall across the day
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The good news for retail destinations is that the 
decline in footfall during trading hours, which 
accounts for the majority of footfall across the 

day, was slightly more modest at than post 5pm.   
The decline in footfall of -2.1% during retail trading hours is in 
stark contrast to footfall in Q2 last year when the drop in footfall 
between 9am and 5pm was more than twice as great at -4.8%. 
What is concerning for destinations moving forward is that the 
marginal improvement in day time footfall was a result of a level 
performance in April (+0.1%) but then in both May and June day 
time footfall declined by -3.1%.

In contrast with the day time period, in Q2 this year post 5pm 
footfall declined by -3.0% (by -2.3% between 5pm and 8pm and by 
-3.7% post 8pm) whilst in Q2 2018 footfall post 5pm was level with 
the previous year.  

10

In part this will have been due to the continuously warm 
weather last year which will have encouraged consumers to 
visit destinations during the evening. 

The UK result for day time footfall across all destinations in 
Q2 was supported by retail parks where footfall between 9am 
and 5pm rose by +1.0% whilst declining in both high streets 
and shopping centres (by -3.2% and -2.9%). Retail park footfall 
post 5pm was also more resilient than in high streets and 
shopping centres, declining by -0.9% versus -4.3% in high streets 
and -2.3% in shopping centres.

Day Time (9:00-16:59) Early Evening (17:00-19:59) Night Time (20:00-08:59)

-4.8%
Q2 2018

+1.0%
Q2 2018

-0.8%
Q2 2018

-2.1%
Q2 2019

-2.3%
Q2 2019

-3.7%
Q2 2019
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5.
High street footfall
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-3.5%
Q2 2019

The drop in high street 
footfall of -3.5% in Q2 was 

largely due to a particularly 
poor performance in May 

and June.

High street footfall declined by -1.0% in April whilst over May and June 
the drop averaged -4.6%. This is a juxtaposition of Q2 last year when the 
occurrence of Easter in March and poor weather in April led a drop in 
footfall of -4.0%; and then in May and June last year the continuously hot 
and sunny weather meant that high streets performed particularly well with 
slight increases in footfall that averaged +0.3% over the two months.

12

-1.0% -4.8%
May 2019

-4.5%
June 2019April 2019

-1.1%
Q2 2018

-4.0% +0.1%
June 2018April 2018

+0.5%
May 2018
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6.
Shopping centre footfall
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This is a slightly different pattern from Q2 last 
year, when the largest declines in footfall of 
more than -3.0% occurred in April and June.  

In overall terms, however, there is consistency 
in the results which demonstrates that the 
decline in footfall in shopping centres is due to 
a structural change in consumer demand rather 
than the impact of one-off or ad hoc incidences 
such as weather. 

0.0%

-0.5%

-1.0%

-1.5%

-2.0%

-2.5%

-3.0%

-3.5%

-4.0%

April May June Q2

Q2 2019 Q2 2018

14

In shopping centres in Q2 footfall declined 
by more than -2.0% in each month, with the 

most significant drop in footfall of -3.6% 
occurring in May.
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7.
Shopping centres by size
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-1.2%

-3.5%

-2.9%

-4.2%

Up to 100,000SqFt

100,000- 250,000SqFt

250,000 - 500,000SqFt+

500,000SqFt+

Q2 2019

-1.8%

-3.5%

-3.3%

-3.6%

Q2 2018

In Q2 footfall in the largest shopping centres of more than 500,000 sq ft declined 
by just -1.2% compared with an average decline of -3.6% across the three smaller 
size bands.  

This is in sharp contrast with Q2 2018 when the smallest shopping centres of less 
than 100,000 sq ft were the most resilient with a drop in footfall of -1.8% versus an 
average decline of -3.4% in centres larger than this. However, this result may well 
be a consequence of the continuously hot weather last year that rendered large 
indoor locations less appealing to consumers than external venues.

The results for shopping 
centres in Q2 make it very 

clear that the long term trend 
continues for larger malls to 

retain footfall more successfully 
than smaller ones.
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8.
Retail park footfall
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The rise in footfall in 
retail parks of +0.5% 
was largely driven by 
a significant uplift of 

+2.2% in April, however, 
this followed a weak 
comparable of -1.8% 

in April 2018.  

The pattern of a decline in footfall following on from a rise in the 
previous year (and vice versa) was repeated in both May and June, 
albeit to a lesser degree. In May footfall declined by -0.8% following 
a rise of +0.6% in May 2018, and in June the +0.1% rise in footfall 
followed a -0.4% drop in June last year.

April

+2.2%
-1.8%

2019

2018

May

2019

2018

-0.8%
+0.6%

June

+0.1%
-0.4%

2019

2018

Q2

+0.5%
-0.5%

2019

2018
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9.
Store capture rates



20

The Capture Rate declined 
to 10.4% in Q2, from 10.6% 
in both Q2 last year and 

Q1 this year.    

Representing the % of footfall that enters a store from the mall or street, 
a downward movement in the Capture Rate indicates that footfall into 
stores has declined by more than the drop in external footfall. Likewise, 
an increase in the Capture Rate demonstrates that stores are attracting 
more footfall than destinations. 

Therefore the drop in the Capture Rate from 10.6% in both Q1 and Q2 
last year to 10.4% in Q2 demonstrates that in-store customer numbers are 
falling faster than customers in destinations.  This is the long term trend, 
reflecting the fact that consumers increasingly use the internet to browse 
before making trips to destinations, and so visit fewer stores whilst there.

Despite a drop in the Capture Rate overall, the rate for three store 
categories rose between Q1 and Q2; entertainment & books (by 1.4%), 
food & beverage (by 1.6%) and, somewhat surprisingly department 
stores/multi retail (by 2.9%).

Q2 2019Q1 2019

Food & Beverage

Department Stores / Multi Retail

Entertainment & Books

30.2%

19.9%

27.3%

15.2%

18.5%

16.8%

20
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10.
Retail sales
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Retail sales fell by -0.4% on a like 
for like basis in Q2.

This was a downward shift 
from a modest rise of +0.1% in 
Q1 2019, but an improvement 
on Q2 2018 when sales 
dropped by -0.6%.

-0.4% +3.3%

Q2 2019

Non-Store YoY% 
change in sales

YoY% change in UK 
retail sales LFL

Online sales continued to rise with an uplift of 
+3.3%, but growth has slowed noticeably over the 
year from rises of +7.1% in Q2 last year and +4.5% 
in Q1 this year. 
 
Whilst the result of -0.4% for the quarter as a whole 
is not startling, the distribution of sales over the 
quarter demonstrates a clear downward shift in 
purchasing patterns over the period from April to 
June which reflects footfall activity. 

22

Source: BRC
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In April like for like retail sales rose 
by +3.7% which was the largest single 
monthly increase since January 2009.  

YoY% change in UK retail sales LFL

Non-Store YoY% change in sales

-1.0%

-2.0%

-3.0%

-4.0%

April May June

+5.0%

+4.0%

+3.0%

+2.0%

+1.0%

0.0%

However, this followed the greatest single monthly decrease in sales in April 2018 of -4.2% which 
was a combination of Easter occurring in March last year and adverse weather in April.

In May and June spending declined, by -3.0% in May and then by -1.6% in June. Online sales 
continued to rise in each month, by +4.3% in April, +1.5% in May and by +4.0% in June. However, 
these results are significantly weaker than last year when online sales rose by +6.7% in April, 
+11.9% in May and +8.5% in June.

23

Source: BRC
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11.
Town centre bricks and mortar sales
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The ongoing challenges faced by bricks 
and mortar stores are evident from the 
drop in town centre sales in Q2 of -2.4%.

Although, it was heartening that this is an improvement on the drops of -3.0% in Q1 and -3.2% in Q2 last year. 
Notwithstanding this, the overall result disguises significant variations in sales performance between individual retailer 
categories. By far the greatest drop in sales occurred in Electrical & Mobile Phone stores, where sales dropped by 
-13.5% over the year. The other categories experiencing the greatest decline in sales were Department/Multi Retail 
stores (-4.9%), and Fashion & Accessory stores (-4.0%). At the same time, however, sales in Food & Convenience stores 
rose by +3.9% and by +9.1% in Home, DIY & Garden stores.  

The impact of Easter landing in April this year accompanied by lovely weather benefitted Food & Convenience 
retailers whose sales rose by +9.7% in April versus a drop of -1.9% across all categories. The warmer weather in May 
and June supported Home & Garden retailers whose sales rose significantly in both months (by +15.4% in May and by 
+12.1% in June).

25

-2.4%
Electricals & 

Mobile Phones
Home DIY & 

Garden

-13.5% +9.1%Q2 2019

Source: 
Springboard town centre sales tracker
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12.
Consumer confidence
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-8

-13

-12

Overall index score

Q2 2019

Overall consumer 
confidence continued to 
languish in Q2 with an 

overall index score of -12.

There was a marginal improvement from the index score of -13 in Q1.  
Despite this, confidence has clearly weakened over the year, with a 
drop in the overall index score from -8 in Q2 last year.  The index shifted 
downward from Q2 2018 in terms of consumers’ views for the year to 
come, both in terms of the economic situation and individuals’ personal 
financial situation. 

The major purchase index moved from a positive score of +1 in Q2 last 
year to a negative score of -1 in Q2 this year, signalling a reluctance 
amongst consumers to commit to buying large ticket high spend items.  

Source: GFK / NOP

Overall index score

Q1 2019

Overall index score

Q2 2018
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