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Overview
Section 01



There are certain times and events that bring
into sharp focus trends that have been emerging
but have not yet become part of the established 
narrative; and the Christmas trading period this
year was one of these.

It is now clear that the Christmas trading period as
we used to know it, has shifted in shape, moving
forward to encompass Black Friday, with a lessening
in importance of Boxing Day as a key shopping day.

Underpinning this are fundamental structural changes
in consumers’ lifestyles which now seamlessly blend
both store and online shopping; and leisure driven
and transaction based trips to retail destinations;

all of which co-exist alongside what is now becoming
the established normality of discounting throughout
the Christmas trading period.



Christmas Trading Period
Section 02



Footfall has declined in December over the weeks leading 
up to Christmas in five out of the past eight years,
and so it was not surprising that it also declined this year.
However, what was surprising was the magnitude of the 
drop which, at -3.3% was greater than in any year since 
2010, and in sharp contrast to the rise of +1.6% last year.

Footfall worsened in each of the three destination types 
between weeks 48 and 51 but it was clearly the 
performance of high streets and shopping centres that 
worsened most. High street footfall moved downward
by seven percentage points, from a rise of +2.6% last 
year to -4.4% this year and shopping centres by three 
points from -0.2% in 2016 to -3.2% this year.
The decline in footfall out of town (retail parks) of -0.6% 
was seemingly a modest one, however, the downard 
shift of over two percentage points moved footfall from 
a rise of +1.5% in 2016 to -0.6% this year.
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Average YOY % Change (W48 to W51)

+8.7%

+0.1%

+1.6%

-3.3%

-2.1%

-1.1%

-2.5%

-4.2%

-9.1%



Black Friday
Section 03



The pattern of footfall over 
the Christmas trading period 
this year was clearly shaped 
by Black Friday, and led
to it being characterised 
by two shopping peaks.

The first shopping peak occurred over the week of Black Friday when footfall rose
by +4.9% from the previous week and the second was in the week leading up
to Christmas, when footfall rose by +16.7% from the week before. In the intervening 
three weeks, footfall rose only very marginally from the week before and declined
by -1.2% in the third week, which was likely to be at least in part due to the snow
and ice hampering trips.

The shift in shape of Christmas trading is brought into even sharper focus by 
comparing this year with the Christmas trading period in 2012, before Black Friday 
was launched in the UK. In 2012, footfall gradually rose from week to week over the 
period from week 47 to week 51, whilst this year the only noticeable rises in footfall 
over this period occurred in the week of Black Friday and in the week before 
Christmas.

Week on Week % Change in Footfall 2017

Week 47      Week 48      Week 49      Week 50      Week 51

+4.9%

+1.8%

+1.0% -1.2%

+16.7%



Week Before Christmas
Section 04



Footfall rose strongly at the 
beginning of the last trading week 
before Christmas but increased only 
slowly until Thursday and then 
peaked on Friday 22nd December.

Footfall rose by 15% from Sunday 17th to Monday 18th December but then increased 
only marginally until Thursday when it rose by +7.8% from Wednesday.  Footfall rose 
by a further +10% to Friday, which is when it peaked, as it then dropped by -2.9% to 
Saturday and by -16.6% from Saturday to Christmas Eve (Sunday).

This pattern of activity differs from many years when footfall has peaked
on 23rd December, but is likely to be due to the fact that Christmas fell
on Monday which meant that many shoppers used the weekend for travelling
to their Christmas destinations.
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UK Average footfall
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Boxing Day
Section 05



Footfall dropped by -4.5% on Boxing Day from Boxing Day 
in 2016 and, whilst a drop in footfall on Boxing Day this 
year was anticipated, the scale of the drop was greater 
than expected.   
The drop in footfall - the fifth out of the past six years – reinforces the lessening of the 
importance of Boxing Day as a key trading day in the retail calendar. In part, this is 
due to the availability of discounts online but it is also a function of the level and 
continuity of discounting that has occurred this year over the period from Black Friday. 

The reduction in significance of Boxing Day is demonstrated clearly by comparing the 
volume of footfall on Boxing Day with footfall on Black Friday. In each year since
Black Friday was introduced, footfall has been lower on Boxing Day than on Black 
Friday; by around -6% lower over the last three years.

      

Shopping CentresOut of TownHigh Streets UK Average

Boxing Day - YOY % change 2017 ( 24 hours )

-5.9%

-2.1%
-3.5% -4.5%



2012

2013

2014

2015

2016

2017

% Change in Footfall from Boxing Day in the previous year % difference in footfall volume on Boxing Day vs footfall on Black Friday 

-2.2%

-2.3%

+1.7%

-2.2%

+4.5%

-4.5%
-6.4%

-6.3%

2016

2015

-6.1%
2017

-8.3%
2014

-2.0%
2013

(Wed)

(Thurs)

(Fri)

(Sat)

(Mon)

(Tues)



Between Boxing Day 
and New Year

Section 06



Footfall continued to decline over the period between 
Boxing Day and New year - a noticeable shift from
the uplift over this four day period last year.

Footfall dropped by -2.3% over the period between
27th and 30th December compared with a rise of 
+2.5% over the same four day period last year. Part of 
this difference is due to the significant rise of +19.5% on 
27th Dec 2016, which is due to the fact that in 2015 the 
27th Dec fell on a Sunday but on a Tuesday in 2016.  
However, notwithstanding this, footfall declined on each 
day this year with a particularly large differential on 
30th December when footfall fell by -0.9% compared 
with a +6.2% rise in 2016.

Footfall trends over the four day period further highlight 
the lessening of significance of Boxing Day, as footfall 
rose by +7% over the day from 26th to 27th December,
and by a further +6.6% from 27th to 28th December. 
Footfall dipped slightly on 29th December, but then rose 
again by +3.2% from 29th to 30th December.

YOY % change from same date in the previous year

27th Dec

28th Dec

29th Dec

30th Dec

27th to 30th Dec

2017

-2.6%

-1.7%

-4.3%

-0.9%

-2.3%

2016

+19.5%

+1.5%

-8.1%

+6.2%

+2.5%



Footfall % change by day

High Street footfall Out-of-town footfall Shopping Centre footfall UK Average footfall

+6.1% +8.7% +7.5% +7.0%

+7.5% +6.8% +4.6% +6.6%

-1.7% -1.2% -2.3% -1.7%

+4.6% +0.6% +2.7% +3.2%

-13.7% -14.7% -15.4% -14.4%

27th Dec vs 26th Dec 28th Dec vs 27th 29th Dec vs 28th 30th Dec vs 29th 31st Dec vs 30th



New Year
Section 07



Footfall dropped significantly on New Year’s Eve 
across the UK, declining by -10.5% over the
24 hours and by -7.2% between 7pm and midnight.
This poor performance follows on from drops in 
footfall on Boxing Day (-4.5%) but then also post 
Boxing Day, with a decline of -2.3% over the period 
from 27th December to 30th December. 

The drop in footfall on New Year’s Eve was unexpected and particularly the magnitude 
of the decline. Last year footfall rose on New Year’s Eve by +4.7%
but this was a response to a significant drop in 2015 that saw severe weather 
conditions. It was against this backdrop that it was anticipated that footfall would
rise modestly. The mitigating factor may have been the wind and rain that was evident 
earlier in the day - from Storm Dylan - which could have led consumers to change 
plans, however, the weather had mainly cleared up by the early evening. 



Footfall recovered on New Year’s Day, rising by +16.8% from New Year’s Day last 
year, however, at least part of this uplift will have been due to the fact that the Bank 
Holiday fell on Monday this year but on Sunday in 2017. And despite this noticeable 
uplift in footfall from last year, the rise of +16.8% is not as great as the drop of -23.8% 
on New Year’s Day last year resulting in an overall drop of -7% over the two year 
period as a whole. 

Despite the annual rise in footfall on New Year’s Day, footfall dropped away markedly 
from 30th December - declining by -14.4% between 30th December and New Year’s 
Eve, and then by a further -9.7% between New Year’s Eve and New Year’s Day.

UK Average

-7.2%

-10.5%

NYE 2017 – YOY % change (7pm to midnight))

NYE 2017 (7pm to midnight)

New Years Day - % change in footfall from New Years Day in previous Year (24 hours)

NYD 2015

(Thurs)

+9.6%

NYD 2018

(Mon)

+16.8%

NYD 2016

(Fri)

+2.7%

NYD 2017

(Sun)

-23.8%



27th Dec vs 26th Dec

28th Dec vs 27th Dec

29th Dec vs 28th Dec

30th Dec vs 29th Dec

31st Dec vs 30th Dec

1st Jan 2018 vs 31 Dec 2017

+7.0%

-9.7%

-1.7%

+6.6%

+3.2%

-14.4%

% change in footfall by day



Store Footfall Performance
Section 08



The decline in footfall to retail destinations,
in concert with the growth in online spending, 
inevitably led to lower customer numbers in store 
over the Christmas trading period this year than last.
Over the four week period leading up to Christmas, the proportion of footfall entering 
stores - the Capture Rate - declined across all types of retail store categories 
compared with the same four week period in 2016. This means that stores lost
a greater proportion of customers than retail destinations as a whole, and was
at least in part due to the greater ability of shoppers to research products online 
before visiting stores, lessening the need to shop around during their trip
and so becoming more focused in terms of which stores they visit.

The average decline in the Capture Rate across all retailer store categories was -1.3%, 
with the most significant drop of -3.9% occurring  in electricals and mobile phone 
stores and the most modest in food and convenience stores where the Capture Rate 
declined by just -0.1%.  Despite the popularity of eating out during trips, the Capture 
Rate of food and beverage outlets declined by -2.3% which is an acceleration of the 
-0.9% drop last year, and reflects the rapid expansion of this sector over the past year 
and consequent increased competition faced by operators for trade.

Electricals & 
Mobile Phones

Department 
Stores /

Multi Retail

Food & 
Beverage

UK Average Health &
Beauty

Fashion & 
Accessories

General 
Merchandise / 
Miscellaneous

Entertainment
& Books

Food & 
Convenience

-3.9% -2.7% -2.3% -1.3% -1.1% -0.7% -0.5% -0.4% -0.1%

Change in Capture Rate 2016 to 2017



Sales
Section 09



Store sales were clearly challenged this year, 
declining by an average of -3.0% over the four
weeks leading up to Christmas, compared
with just -0.6% in 2016.

The trend over the four weeks also clearly highlighted the growing impact
of Black Friday in terms of bringing sales forward; with store sales declining by an 
average of -2.3% over weeks 47 and 48 (the week of Black Friday and the subsequent 
week) compared with -5.2% over these two weeks in 2016.

While store sales improved in Week 49 last year, performance weakened this year, 
with this weakening continuing until Week 50 resulting in both weeks underperforming 
last year. Sales strengthened in Week 51 (the week leading up to Christmas) but not
by as much as they did in 2016.  

-0.6%

Source: Springboard Town Centre Store Sales Tracker

Store Sales 2017

-1.8%

-2.7%

-4.1%

-6.8%

+1.6%

Store Sales 2016

 -5.6%

 -4.8%

 -3.4%

 -6.2%

+11.8%

-3.0%
Average 
WK48 to 
WK51

Week 47

Week 48

Week 49

Week 50

Week 51



Online Spending
Section 10



A key feature of this year’s Christmas trading period was 
the uplift in significance of online spending.

The volume of online transactions rose by +27.2% over 
the four weeks leading up to Christmas this year 
compared with an annual rise of just +4.3% over the 
same period last year. Inevitably, this will have impacted 
to some degree on activity in bricks and mortar stores 
with footfall shifting downward by 4.6 percentage points 
from a rise of +1.6% over these four weeks last year to a 
drop of -3.3% this year.

For the second consecutive year, all of the rise in online 
transactions occurred from an increased usage of 
mobile devices, rising from 37.3% of all transactions last 
year to 45.3% of all transactions this year.  For the first 
time, a greater proportion of transactions were made via 
mobile devices than from PC’s or tablets.

Online

+27.2% +4.3%

Footfall

-3.3% +1.6%

Week 48 to 51 2017

Week 48 to 51 2016

Source: PCA Predict



+37.3%

+45.3%

+33.2%

Mobile

Week 48 to 51 2017       Week 48 to 51 2016       Week 48 to 51 2015

About PCA Predict:

PCA Predict (a GBG company) works with a range of international businesses to 
improve user experience, increase online conversions and provide excellent data 
quality. Long checkout forms are a common problem, and often one of the main 
reasons for cart abandonment. PCA Predict’s checkout optimisation tools remove 
friction on web forms, making it quicker and easier for customers to auto-complete 
addresses while capturing valid email, mobile numbers and delivery addresses in 
real-time. 

+44.1%

+53.7%

Desktop

+50.6%

+10.6%

+13.1%

Tablet

+12.1%

Founded in 2001, and now part of identity data intelligence specialists GBG, PCA 
Predict has continuously worked to create innovative web services that help deliver 
exceptional online experiences. Today, over 11,000 customers trust PCA Predict’s 
market-leading optimisation and data cleansing tools including ASOS, Tesco and 
Nescafe.



Conclusion and Prediction
Section 11



The Christmas trading period this 
year has clearly been challenging 
for bricks and mortar stores,
with noticeably lower footfall
than in 2016.

In part, this is a reflection of increasing caution amongst consumers in the face
of economic uncertainty but is also a function of underlying structural shifts
in consumers’ shopping habits due to online activity and leisure spend.

Not only is there an increased awareness amongst consumers around price and 
choice; so consumers are more selective in terms of which bricks and mortar stores 
they visit, but the demand for both leisure experiences and physical goods – of which 
there are more than ever before - means spending is now spread increasingly thinly, 
with inevitable pressures on successful Christmas trading moving forward.
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