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Footfall dropped by -1.0% across all retail destinations 

between 2014 and 2015, with the decline being driven 

by falls in volumes of activity in High Streets and 

Shopping Centres whilst in Retail Parks footfall rose  

by +2.2% over the year.

Footfall dropped in High Streets and Shopping Centres 

in all four quarters of 2015, whilst in Retail Parks it was 

vice versa. Moreover, the drops in footfall in High 

Streets increased in magnitude in each quarter, from  

a modest -1.2% in Q1 to -2.8% in Q4. The drop in 

footfall in Shopping Centres increased from -1.3% to 

-2.5% between Q1 and Q2 but then remained at 

around -2.0% until the end of the year.

Overview

Shopping Centre Index Retail Park Index

High Street Index Springboard Index

-2.0% +2.2%

-1.9% -1.0%
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The results for 2015 are a 
continuation of a long-term 
downward trend in footfall 
since 2008

The long term trend has been led by structural change 
in shopping habits as a consequence of the internet, but 
also by the long recessionary period from 2009. This 
trend is driven by declining footfall levels in High Streets 
and Shopping Centres, whilst in Retail Parks activity 
increased in 2015 and continues to move in an upward 
direction.

The overall change from 2012 demonstrates that High 
Street and Shopping Centre footfall has declined 
continuously over the four-year period from 2012. In 
contrast, the growth in activity in Retail Parks started in 
2014, with footfall increasing by +5.0% over the two 
years to the end of 2015 in contrast with a drop of -1.5% 
over the previous two years (2012-2014).

-3.3%

2012—2013

-1.5% -4.8% -3.7%

-3.0% +5.0% -3.3% -1.4%

2014—2015

Shopping Centres Retail Parks High Streets Springboard UK
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Total sales increased by 
+0.4% whilst online 
sales rose by +12.2%
Total retail sales increased marginally in 2015 – by 
+0.4% – a similar degree of increase to 2014 and a 
drop in sales of -1.0% according to the BDO High Street 
Sales Tracker. The BRC Retail Sales Monitor includes 
both food and non-food sales made in urban and out of 
town locations and also online sales whilst the BDO 
HSST includes sales derived in store only from urban 
locations. 

In contrast, non-store sales rose by +12.2%, which 
followed an increase of +13.5% in 2014. Whilst online 
sales are increasing at a much faster rate than sales 
overall, they still only account for around 15% of all 
retail spend, with the vast majority of spend still taking 
place within retail stores.

Retail Sales in store and online

Source: 

Online Transactions: PCA Predict

High Street Sales: BDO High Street Sales Tracker 

Total Sales: BRC Retail Sales Monitor

Total Sales

+0.4%

Online Sales

+12.2%
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The increase in online sales was consistently above 
+10.0% in each quarter last year but the focus on online 
from Black Friday onwards resulted in a slightly greater 
increase in non-store sales in Q4 of +12.8% compared 
with +11.8% in Q3.

Online sales increased in each month over Q4 – from 
+9.2% in October to +15.1% in December – with 
greater increases in each of the three months in Q4 
compared with 2014 – reinforcing the significant impact 
of the online push by retailers from Black Friday 
onwards.

The volume of online transactions in Q4 increased by an 
even greater degree than online sales, with an annual 
increase of +43.3% in November and +38.8% in 
December; however, this appears at least in part to be 
deferred online purchasing as the volume of 
transactions declined in October by 36.8%.
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2015 2014

+15.1% +7.0%
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All of the increase in 
consumer confidence 
in 2015 occurred 
between Q1 and Q3, 
with a noticeable 
waning in the 
Headline Index in Q4

Q1 Q2 Q3 Q4
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Headline Index Personal Finances

over past 12 months

Economy

in past 12 months

Economy

in next 12 months

Personal Finances

in next 12 months

Source: 
GFK – NOP Consumer 
Confidence Index

In overall terms there was greater confidence around future personal finances than 
finances over the past 12 months in 2015 which supported retail sales, however, like 
the Headline Index, this confidence lessened in Q4.

Consumer confidence in the economy, however, was less optimistic with the index 
moving into negative territory in Q3 and dropping further in Q4 suggesting that retail 
sales may come under strain into 2016 if this filters through to a drop in confidence in 
personal finances.
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The average capture rate 
across all retailer types in 
2015 was 14.2%

The capture rate equates to the proportion of footfall in 
a retail location that enters a store, and represents a 
store’s market share. Larger stores with a greater brand 
strength have higher capture rates, but capture rates 
also vary by type of retail category. 

The capture rate provides critical data that enables 
retailers to determine the level of footfall they require to 
be viable in a particular location. However, it also 
delivers a metric that enables retailers to evaluate both 
the success of the store relative to the location itself (is it 
capturing potential trade?), and the success of strategic 
and tactical initiatives in store designed to drive up 
customer numbers.

Store Capture Rates

The average capture rate across all retailer types in 
2015 was 14.2%, or in other words an average of just 
one in seven shoppers across the UK entered a store 
during their trip. Not only are the majority of shoppers 
in retail destinations not entering a store but the 
attractiveness of bricks and mortar stores to shoppers 
has declined by a quarter from 19.9% in 2014.

19.9%

14.2%

2014

2015

Capture rate across all retailer types
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Despite a drop in footfall, the 
UK vacancy rate improved 
between 2014 and 2015, 
dropping from a high of 11% 
in January 2014 to 9.1% by 
October 2015. The average 
vacancy rate in 2015 was 
9.9% compared with 10.5% 
in 2014

The vacancy rate has long been considered a stalwart 
performance indicator for retail destinations, however, in 
some respects is undoubtedly flawed being both a 
“lagged” and “sticky” indicator. Lagged, because it lags 
behind retail trading performance as retailers vacate 
premises following a prolonged period of declining 
performance; and sticky, as the imperfections of the 
property market create significant barriers of entry and 
exit through restrictive lease clauses, which means that 
many retailers continue to trade out of existing premises 
when it is no longer economic to do so.

11%

9.1% 9.9%

10.5%

October 2015 2015 Average

2014 AverageJan 2014



So in this context the drop in the vacancy rate in 2015 
was unexpected, particularly given the large number of 
retail leases that were due to expire in 2015 making it 
far easier for retailers to vacate without any financial 
penalty.  However, it is this very fact that is likely to have 
driven vacancies down, as landlords have had to be 
more flexible in terms of the type of occupier they are 
prepared to accept as a tenant.  Fortunately for 
landlords, and indeed for retail destinations, this has 
come about in a period of significant expansion of the 
food and beverage sector with a concomitant increase 
in demand for units by operators in this sector.

10.6% 
Apr

10.1% 
Jul

10.3% 
Oct

10.5% 
2014

11.0% 
Jan

10.2% 
Apr

9.8% 
Jul

9.1% 
Oct

9.9% 
2015

10.4% 
Jan



Monthly footfall change
throughout 2015
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The change in footfall 
from month to month 
demonstrates an 
increase over the 
course of 2015

Footfall rose in each month between January to July, but then declined over the period 
to September. A slight uplift in October preceded a further fall in November, but in 
December footfall rose significantly with the second largest monthly rise of +9.0%. 

Footfall patterns varied enormously across all of the three types of retail destination in 
2015:

•  High Streets had a relatively encouraging start to the year, but their appeal to  
 consumers dropped significantly in June and improved only slowly to October. In  
 November, however, the situation worsened once again – no doubt as a   
 consequence of the online focus by retailers around Black Friday – and this   
 reverberated into December. 

• Shopping Centres had an equally challenging year,  with drops in footfall of over  
 -2.0% in five months between April and August. As in High Streets, the position  
 improved in September and October but worsened in November. December   
 delivered a modest, but encouraging result with the -2.0% drop being an   
 improvement on the -2.8% decrease in November.

•  The contrast between the urban locations of High Streets and Shopping Centres  
 with out of town Retail Parks is stark, with footfall rising annually in every month in  
 2015 and peaking in March at +3.8% and September at +4.0%. Whilst the   
 increase slowed a little over the last quarter, the average increase over the last  
 three months of the year was still greater than the average for the preceding nine  
 months from January to September.



Monthly Rate of Increase  
in Footfall 2015

Indexed Trend in Footfall  
Jan to Dec 2015 
(Jan=100)

Pattern of Footfall for 2015
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High Street Footfall
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The -1.9% decline in 
high street footfall in 
2015 was a 
worsening of their 
position, with a further 
downward movement 
from 2014 when 
footfall fell annually 
by -1.4%

High streets had a reasonable start to the year with just a -1.2% drop in Q1, however, 
over Q2 the decline accelerated to -1.5% and in Q4 the magnitude of decline had 
increased further to -2.8%.  The majority of the decline in Q4 was driven by a more 
significant drop in footfall in December of -4.0% compared with a far lesser drop of 
–1.8% in December 2014.

Footfall declined annually in all nations/regions across the UK in 2015 apart from 
in the East where footfall rose by a modest +0.1%. Footfall in six areas of the UK 
dropped by at least –2.0% and in the West Midlands and North & Yorkshire by 
to -3.2%.
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Footfall in the high street in 2015 varied 
across different time periods in 2015.

Contrary to widespread belief, footfall over the day-time trading hours and up to 8pm 
performed far better than over the night time period from 8pm onwards. 

This is an acceleration of a trend that emerged last year, when footfall during night 
time hours deteriorated to -1.9% in 2014 following a rise of +0.6% in 2013. From 
2013 to 2014 footfall during the early evening period of 5pm to 8pm had been 
following the same trend as that for the period after 8pm, but since then the trend 
has shifted with an improvement in early evening footfall whilst night time footfall has 
dropped further.

In 2015, footfall during night time hours lagged behind that of the day time or early 
evening time periods, with larger annual drops in footfall in 10 of the 12 months of the 
year.



Coastal Towns Historic Towns UK High Streets

UK coastal and historic towns found 2015 even 
more challenging than the UK as a whole, with 
greater drops in footfall. 

This is a sharp deterioration of their performance compared with last year when 
coastal towns performed better than the UK and the change in footfall in historic 
towns was only slightly less favourable than the UK as a whole. In contrast, regional 
city centres were slightly more resilient than the UK as a whole in 2015.

 Regional Cities
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2014 20152014 20152014 20152014 2015
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Shopping Centre Footfall
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The trading position 
worsened for 
shopping centres in 
2015, with a drop in 
footfall of -2.0% 
compared with -1.0% 
in 2014 
The period between April and August was particularly 
challenging, with year on year declines languishing at 
around -2.5% compared with just -1.0% over the same 
period in 2014. The online focus of Black Friday clearly 
hit shopping centres as footfall plunged to an annual 
decline of -2.8% in November compared with -1.3% 
in October, and the disappointment continued into 
December with a drop of -2.0% from 2014 compared 
with virtual parity in 2014 with a decline of just -0.1%.

The performance of shopping centres in 2015 varied 
by size of centre, and out of the four size bands larger 

shopping centres faced the greatest challenge in 
attracting shoppers. The drop in footfall of -3.9% in 
centres of more than 0.5 million sq ft was a sharp 
acceleration in decline from just -1.4% in 2014 and 
compares unfavourably with centres in other size bands; 
but particularly with centres between 0.25 and 0.5 
million sq ft where footfall not only dipped by the least 
amount of all four size bands (by -0.8%) but where the 
rate of downward movement in footfall from 2014 to 
2015 was the most modest of all sizes of centre.

The challenge of online shopping has meant that many 
centres have enhanced their offer to ensure they remain 
competitive in an increasingly omni-channel retailing 
environment. The advantage for centres between 0.25 
and 0.5 million sq ft is that they already have breadth 
and depth of offer but perhaps lacked additional 
aspects that encourage shoppers to visit. By adding 
these to an already strong retail offer enables them to 
compete effectively with “super centres”. 

-1.8% -2.6% -0.8% -3.9%

Shopping Centres 

Up to 
100,000 SqFt

100,000 to
250,000 SqFt

250,000 to
500,000 SqFt

500,000 SqFt
And above
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Retail Park Footfall
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Footfall in retail parks rose by 
+2.2% in 2015, a 
continuation of a positive 
trend that emerged in 2014 
and which led to a rise in 
footfall of +2.8% in that year 
The second half of the year performed better than the 
first, with an average increase of +2.6% compared 
with +1.8% between January and June. Footfall rose in 
retail parks in every region, however, parks in Scotland 
outshone those in all other parts of the UK with a rise of 
+7.0% from 2014.

The trend in footfall from month to month across the 
year shows a sharp upward trend between January 
and March totalling +26.3%, and then a further rise of 
+12.2% between March and July. From May onward 
footfall remained largely level with a total change from 
month to month of just +1.6%, albeit that footfall rose 
by +2.7% from October to November – largely as a 
consequence of Black Friday.  In December, footfall 
surged further upward with an increase of +8.3% from 
November.

2015

Wales -0.9%

South East +1.3%

West Midlands +1.4%

North & Yorkshire +1.7%

Greater London +2.6%

East +2.9%

South West +4.1%

East Midlands +4.2%

Scotland +7.0%

Jan  100.0    -17.6%

Feb  107.9    +7.9%

Mar  126.3    +18.4%

Apr  130.7    +4.4%

May  135.5    +4.7%

Jun  135.6    +0.1%

Jul  138.5    +2.9%

Aug  137.4    -1.1%

Sep  137.1    -0.2%

Oct  137.4    +0.3%

Nov  140.1    +2.7%

Dec  148.4    +8.3%

Indexed Trend in RP 
Footfall Jan to Dec 
2015(Jan=100)

Monthly Rate of Increase 
in RP Footfall 2015

+2.2%

+2.8%
2014

2015
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Consumers now don’t need to visit bricks and mortar 
destinations to hunt for Bank Holiday bargains as they 
once did, opening up the opportunity to spend this time 
in alternative ways. So what impact has this had on our 
Bank Holiday trading days in 2015?

Easter

Good Friday was by far the busiest day over the Easter 
Weekend in 2015, accounting for 62% of all footfall 
across UK retail destinations.

Not only was Good Friday the day with the greatest 
volume of footfall but footfall rose by +1.0% from Good 
Friday 2014 whilst it dropped on both Easter Saturday 
and Easter Monday. Easter Saturday experienced the 
greatest drop of the three days (-5.4%) but this was of a 
similar magnitude to the -5.7% drop on Easter Saturday 
in 2014.
 

In contrast, on Easter Monday footfall was much more 
favourable, with a modest drop of just -0.5% and a 
better performance than the drop of -1.2% in 2014.

Whilst footfall in bricks and mortar destinations declined 
from Easter in 2014, there was an increase in the 
volume of online transactions, with a particularly 
significant rise of +18.8% on Good Friday. It seems that 
whilst Good Friday is the busiest day in retail 
destinations, it is likely that its dominance will lessen 
over time if the attraction of the sofa and tablet over the 
store continues to grow.

May Bank Holidays

It seems that the proximity of two bank holiday 
weekends in a single month impacts on the success of 
retail destinations in attracting shoppers, with footfall 
travelling in different directions between the two 
weekends in 2015.

The current revolution in retail 
means that the traditional 
peak shopping days on Bank 
Holidays are also facing 
changes and challenges

62%
Good Friday

Over the Early May Bank Holiday, footfall in high streets 
declined from the same day in 2014, but increased in 
Retail Parks and Shopping Centres – and over the 
Spring Bank Holiday weekend at the end of the month 
the reverse was true.

August Bank Holiday

2015 was the first time in three years that the August 
Bank Holiday weekend recorded a positive increase in 
footfall with an increase of +5.5% from 2014.
High Streets are clearly the destination that has 
struggled to attract footfall – in both 2013 and 2014 
footfall declined annually, albeit that there was an 
improving trend from year to year. Retail parks were the 
definitive winner in terms of increasing their customer 
numbers, with annual increases in each of the three 
years.

21%
Easter Monday

17%
Easter Saturday



High Streets

Retail Parks

Shopping 
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+5.5%

August Bank  
Holiday

UK



Black Friday
Section 09



Black Friday was an online 
event in 2015 despite retailer 
efforts in store, with a decline 
in footfall of -4.5% compared 
with a rise of +9.8% in 2014
Whilst footfall fell, internet transactions increased by 
+17.9% on Black Friday itself and by +12.8% over the 
weekend. Footfall continued to drop annually in the 
week after Black Friday this year (-3.5%) whilst it rose by 
+0.7% in 2014. 

However, on the Saturday and Sunday of the Black 
Friday weekend, Retail Parks footfall rose +4.8% and 
+0.2%, likely to be the consequence of click and collect, 
reinforcing the increasing requirement for retailers to 
deliver this as part of their omni-channel proposition.

Source: 

Online data provided by PCA Predict

-4.5%

Black FridayEarly May Weekend

Black Friday Weekend

Friday to Sunday
2015

-6.7%

+17.9%

Black Friday

Black Friday Weekend

Friday to Sunday
2015

+12.8%

FootfallOnline
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Shopping Centre Index

Christmas footfall trends were 
affected by the popularity of 
online and consumers 
expectations that retailers 
would increase discounts in 
the run up to Christmas

December footfall declined -2.2% across all location 
types, led by declines on the High Street of -4.0% and 
Shopping Centres of -2.0%, whilst in Retail Parks – 
buoyed by their convenient locations and slick click and 
collect offerings – footfall increased by +2.1%.

Post Black Friday, in the weeks up to Christmas, the 
footfall trend was flatter than last year and a greater 
annual drop than in 2014. In the week before 
Christmas, the close of online delivery periods created a 
welcome surge of last minute shoppers to Shopping 
Centres (+0.5%) and Retail Parks (+5.8%), however 
footfall in High Streets dropped by -3.0%. 

The post Christmas Sales period brought shoppers to 
stores with an increase in footfall of +8.8% in all 
location types on Boxing Day and over the following 
week an increase of +0.8% in Shopping Centres and 
+2.9% in Retail Parks whilst footfall in High Streets fell.

December 2015 Retail Park Index High Street Index Springboard Index

-2.2%-4.0%+2.1-2.0%
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There has been a 
proliferation of predictions 
for retail performance in 
2016, with the general 
conclusion being a gentle 
softening in retail sales over 
the forthcoming year due to 
a combination of economic 
pressures. However, unlike 
others, our prediction 
focuses on the outlook for 
retail destinations themselves 
and their ability to attract 
shoppers and spend.
Whilst the success of retail destinations at least in part is 
clearly a function of the wider economic environment, 
the greater influence is undoubtedly the ongoing 
structural change that is occurring in the retail sector 
due to the continuing growth in online retailing. With this 
growth remaining in double digits over 2015 compared 
with a very marginal growth in overall retail sales, it is 
inevitable that there has been an impact on footfall. 
Indeed, there has been a long term downward 
movement in footfall since the publication of our first 
national index in 2008, and there is no reason why this 
will change in 2016. 

Indeed, the ongoing evolution in online retailing via the 
growth in mobile devices and the concomitant growth in 
their usage by consumers to shop – either to spend or to 
compare products prior to completion of their 
transaction – will create even more momentum and 
accelerate the growth of online activity overall. With only 
a finite amount of spending power available, the 
implications for retail destinations over 2016 is a 
continuing drop in footfall which is likely to increase in 
magnitude slightly from 2015. 

In large part, however, this ongoing decline will be a 
characteristic of urban shopping locations – high streets 
and shopping centres – rather than of retail parks which 
for the past two years have seen a continuous uplift in 
consumer activity. These out of town locations, for so 
long simply a place to make functional household and 
DIY purchases, are undergoing a resurgence that has 
been driven by a combination of owner-led structural 
improvement and increased consumer demand for 
shopping locations that deliver the similar benefits of 
online retailing in terms of choice and convenience and 
meeting the demands of consumers for their leisure 
spend. Indeed, in combination with the rapid expansion 
of their leisure and food and beverage offering focussed 
on families, the growth of click and collect will continue 
to enhance the attractiveness of retail parks to shoppers 
through free and accessible car parking.

The glimmer of light for urban shopping destinations 
– particularly for high streets – is the opportunity they 
have to diversify their offering. Whilst shopping centres 
benefit from a unified environment – very often covered 
from the elements – which offer consumers a dry, user 
friendly shopping experience, the multiplicity of 
ownerships in town centres and the fact that they are 
“open all hours” means that their offer can shift 
incrementally through the introduction of exciting new 

retail and leisure concepts that are often less likely to 
secure space in shopping centres. 

No prediction for the performance of retail destinations 
is complete without mentioning “click and collect”, often 
regarded as the potential panacea for all of the ills of 
the high street. However, the issue faced by urban 
locations in this regard are costs for consumers 
associated with a trip of this nature, incurred via parking 
charges and delays through congestion. These are 
ongoing challenges and with no easy solution they are 
unlikely to be solved in the next year - which means the 
downward footfall trend in 2015 will continue into 2016, 
and even accelerate due to the increasing attraction of 
retail parks to consumers. Finally we need to remember 
that at the end of 2015 online accounted for only 15% of 
all retail sales with around 85% of sales made in store, 
so - whilst the downward movement in footfall will 
continue - for the foreseeable future the mainstay of our 
retail sector will continue to be bricks and mortar and 
retail destinations.
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