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Monitoring the performance of retail destinations since 2002 via footfall and sales

Particular expertise in high streets

Unparalleled expertise and understanding of the performance of high streets

The most comprehensive dataset available on customer activity in retail destinations
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UK Footfall Trends - 2018  



2018 - decline in footfall 
across High Streets, Shopping 

Centres & Retail Parks .

Fewer shoppers making visits 
due to the growth in the use of 

online and the ‘offer’ 

-17.4% High Streets

+0.8% Retail Parks 

-1.6% Shopping Centres
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Year on Year % Change



Year on Year % Change By 
Month:
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Footfall declined in all 
geographies across the UK in 

2018, a worsening in 
performance from 2017 when 

footfall rose in three 
geographies. 

-0.9% 

-1.6% 

+0.8% 

2017 2018

East +1.9% -3.1%

East Midlands -0.6% -2.9%

Greater London -0.7% -2.0%

Northern Ireland -2.3% -0.4%

North & Yorkshire -0.9% -1.5%

Scotland -0.8% -2.6%

South East +0.1% -2.5%

South West -1.7% -2.9%

Wales +0.8% -2.1%

West Midlands -1.0% -1.3%



Town centre store based sales 
declined in 2018, reflecting the 

drop in footfall.  

However, overall retail sales -
incorporating both out of town 
and online spending - rose, 

albeit at the lowest rate since 
2009

-0.9% 

-1.6% 

+0.8% 

Total YOY % change in 

sales

2017 +0.7%

2018 +0.8%

Source: BRC

Springboard Town Centre Store Sales Tracker - year on year % 

change

All Retailer Types

2017 -1.5%

2018 -2.3%



Despite both footfall and town 
centre sales declining in 2018, 

the vacancy rate improved 
slightly for the fifth consecutive 

year

-0.9% 

-1.6% 

+0.8% 

UK Vacancy Rate

2017 9.4%

2018 9.2%



What's Impacting High Street Footfall?



Significance of 

Online Retailing

-1.9% 

-3.9% 



Online impacts direct 

spending in high streets, but 

also the use of high streets via 

a reduction 

in service usage 

(banks, post office, travel etc)

-17.4% 

Total decline in high 

street footfall 2008 

to 2017

-1.9% 

Average decline in high 

street footfall each 

year 2008 to 2017

-3.9% 

Decline in high 

street footfall 

Jan to April 2018



The failure of key retailers 
(BHS, House of Fraser, M&S, 

Carpetright, Mothercare, 
Poundworld) 

will compound the loss of 
footfall further.

-17.4% 

-1.9% 

-3.9% 



Locations and retailers are 
adapting to the growing 

demand for 
“experience over product”  

or
“Shoppertainment”

-17.4% 

-1.9% 

-3.9% 



Understanding High Street Signature Types: Research Findings

#BDSU Footfall Project

Innovate UK 



Using footfall to 
develop evidence 
based decision 
making





“Multi-million pound 
Wrexham retail centre now a 
ghost town.”

(Daily Post, 29th August 2015)
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% of retail spend in UK town centres

1995 2000 2005 2010 2015 2020 2025

34.0%

36.6%
49.4%

Parliament 2000-2014, CRR 2017-2022



What can activity levels tell us about 
places? 



163 UK town/city 
centres 

Hourly footfall 
counts 24/7/365

Data from 2006

Footfall data



Approximate 
location of 
Springboard 
counters
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Developing new classifications
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Comparison signature



•People come here predominantly to shop
•Busiest in the run up to Christmas
•People travel a considerable distance to visit
•Wide range of retail choice, leisure, food and beverage
•Strong retail anchor(s)
•Strong presence of multiples and international brands
•Depth and breadth of merchandising
•Large catchment area
•Accessible by choice of means of transport
•Organise themselves to compete with other comparison towns and channels

Comparison signature



Holiday signature



•People come here for a holiday or a 'day out'
•Busiest times are July and August - and days when the 
weather is good
•People travel a considerable distance to visit
•Focus on offering a good experience to visitors during 
the summer peak
•Attractive to tourists but may poorly serve local 
catchment
•Organise themselves to increase and enhance their 
entertainment and leisure appeal

Holiday signature



Specialty signature



•People come here for the overall experience
•Footfall rises steadily from Easter to end of August -
and peaks again around Christmas time.
•People stay longer here (increased dwell time).
•Anchor(s) not retail - offer something unique and 
special
•Attract visitors but serve local population
•Organise themselves to protect and promote identity 
and positioning

Specialty signature



Community

Multifunctional/community signature



•People come for a mixture of everyday needs - shopping, accessing public 
transport, employment, education, services etc.

•Multifunctional towns have higher footfall figures than than community towns.

•People travel further to access multifunctional towns whilst community towns 
just serve their local population.

•Community towns organise themselves to manage accessibility, concentration, 
reliability, and customer service.

•Multifunctional towns drive surrounding economies and should support 
network of surrounding centres

Multifunctional/community signature



Why does activity 
matter?



1. How much influence each factor has on the vitality 
and viability of a centre

2. How much control a location has over the factor



Leadership

Child-minding 
centre

Deliveries
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Methods of 
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ACTIVITY HOURS

APPEARANCE

OFFER

VISION&STRATEGY

EXPERIENCE

MANAGEMENT

MERCHANDISE

NECESSITIES

Anchors

NETWORKS & 
PARTNERSHIPS 

DIVERSITY

WALKING 

ENTERTAINMENT AND 
LEISURE

PLACE ASSURANCE

ATTRACTIVENESS

ACCESSIBLE

PLACE MARKETING

Comparison/convenience

RECREATIONAL SPACE

Barriers to Entry 

Chain vs independent

Safety/crime
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2.7

2.9

3.1

3.3

3.5

3.7

3.9

3.3 3.5 3.7 3.9 4.1 4.3 4.5 4.7

H
o

w
 m

u
ch

 t
o

w
n

 c
an

 in
fl

u
e

n
ce

 f
ac

to
r

How much factor influences vitality and viability

Top 25 priorities



Bringing big data to small users 
(#bdsu)



Positive Reception Sees 
Wrexham Street Festival 
Become Regular Event

(Wrexham Matters, 2015)



“It’s been a revelation to understand 
how our town is actually used”

(Sean Trainor, Ballymena Council Economic 
Development Manager)
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