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Overview
Welcome to our annual review of 2020 
which looks back at the performance of 
retail throughout 2020, encompassing key 
trends in footfall, store sales, store capture 
rates, consumer confidence and online 
shopping over the year from January to 
December. 
 
And what a year it was. To use the 
word “unprecedented” truly underplays 
the impact that Covid19 has had on 
global economies, and within that of 
course retailing.  In normal pre-Covid 
circumstances we would review the year 
in terms of quarters and months, however, 
the repeated shocks to retail throughout 
the year, ranging from lockdowns to the 
reopening of retail to further lockdowns, 
means that it simply isn’t relevant to 
evaluate the year using what are essentially 
arbitrary divisions of time.  

With this in mind, for the first time, we have 
reviewed the year both as a whole, and 
using time six periods that are defined by 
Covid events, and of course we will also 
highlight key trends in each of the three 
destination types (high streets, retail parks 
and shopping centres).
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Over the year as whole, footfall across all UK retail destinations in 2020 was -39.1% lower than in 2019 with only a marginal 
difference between the individual UK nations.

As the nation went into lockdown in March, footfall plummeted to a level never previously recorded. Certainly initially, and 
then throughout 2020, retail parks were more resilient than either high streets or shopping centres in retaining shoppers 
as they are almost perfectly set up to deal with Covid; not only do the majority have the advantage of food stores being 
located there, but they are easy to access by car (so rely little on public transport), car parking is free, plentiful and 
outdoors with large stores which make social distancing easier to achieve. 

-39.1%
All UK Destinations

-45.2%
UK High Streets

-23.0%
UK Retail Parks

-41.9%
UK Shopping Centres

2020 Footfall
YoY % change in 

footfall 2020

-100.0%

-90.0%

-80.0%

-70.0%

-60.0%

-50.0%

-40.0%

-30.0%

-20.0%

-10.0%

0.0%

10.0%

1 3 5 7 9 11 13 15 17 19 21 23 25 27 29 31 33 35 37 39 41 43 45 47 49 51 53

Year on year % change in footfall by week 2020

UK High Streets UK Retail Parks UK Shopping CentresWeek
-100.0%

-90.0%

-80.0%

-70.0%

-60.0%

-50.0%

-40.0%

-30.0%

-20.0%

-10.0%

0.0%

10.0%

1 3 5 7 9 11 13 15 17 19 21 23 25 27 29 31 33 35 37 39 41 43 45 47 49 51 53

Year on year % change in footfall by week 2020

UK High Streets UK Retail Parks UK Shopping Centres

YoY % change in footfall 2020 by week



3

-70.0%

-60.0%

-50.0%

-40.0%

-30.0%

-20.0%

-10.0%

0.0%

Outer
London

Market
Towns

Coastal
Towns

Historic
Towns

Regional
Cities excl
London

Central
London

YoY % change in footfall 2020 by town type

Much has been discussed about the growth of 
localism, and Springboard was able to provide the 
first evidence of this as early as the end of March 
2020. As shoppers worked from home from March 
onwards and were fearful of crowds, local high 
streets came into their own; market towns, coastal 
towns and historic towns were all far more resilient 
in terms of retaining shoppers than regional cities 
– most are easy to reach on foot from home so 
can be accessed during the working day and are 
less congested than larger locations. In addition, 
many consumers felt a loyalty towards their local 
independent businesses and a desire to support 
them economically. The -36.6% drop in footfall in 
market towns during 2020 was around a third less 
than the drop of -48.2% in regional cities around the 
UK outside of Central London, and more than a third 
less than in Central London. 

Central London was by far the hardest hit of any 
type of town or single location, with a drop in footfall 
from 2019 of -58.7% which was more than a third 
greater than in Outer London towns. Central London 
– which not only relies on its working population but 
also domestic visitors and overseas tourists and has 
by far the greatest reliance on public transport for 
moving consumers around – was dealt a hammer 
blow. In contrast, like market towns, high streets in 
Outer London benefited from home working as many 
London office workers live in Outer London boroughs, 
combined with the desire to stay local.

Growth of Localism
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The increased localism was reflected in the usage of shopping centres too; whilst pre-Covid in 2019 and 
before that it was the largest shopping centres that were most resilient, during 2020 smaller shopping 
centres – which tend to be located in smaller towns - retained more footfall than larger malls which 
required a longer trip to reach and during lockdowns the vast majority of stores were closed.

The impact of Lockdown 1 on 
Shopping Centres
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YoY % change - Shopping Centres by size



5

-80.00% -70.00% -60.00% -50.00% -40.00% -30.00% -20.00% -10.00% 0.00%

W51 to W53

W49 to W50

W45 to W48

W25 to W44

W12 to W24

W1 to W11

YoY % change in footfall 2020
All UK Destinations 

Whilst footfall has declined by -39.1% over 2020 as a whole, the 
impact on footfall of each of the lockdown and reopening periods has 
varied.  Pre-Covid (up to mid March) prior to any restrictions, footfall 
declined by -2.6%, but from then on the decline in footfall was of an 
unprecedented magnitude, ranging from between -35% and -71.4%. 

Varying impact of 
Lockdown and 
reopening periods



Somewhat inevitably the loss of footfall translated into a huge decline in sales in bricks and 
mortar stores of -20% in 2020, compared with a decline of just -3% in 2019.

Of course, the ongoing trading restrictions and multiple lockdowns meant that online spending 
increased significantly; from representing 19.1% of total retail spending in 2019, online spending 
as a whole rose to 27.7% of total retail spending in 2020. In fact the shift online was even more 
dramatic for non-food retail where it nearly doubled from the 2019 level of 15% to 27.5% in 2020.

It was not only retail sales that were impacted in 2020; we know that the hospitality industry has 
taken a huge hit and this is brought home very starkly in the -43.4% decline in eating out visits 
during 2020 compared with an increase of +0.5% in 2019.

-20.0%
2020

-3.0%
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YoY % 
change 
Bricks and 
Mortar Store 
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-43.4%
2020

+0.5%
2019

YoY % 
Change in 
eating out 
visits

Bricks & Mortar, Online and
Hospitality 

“In just a matter of months, Covid-19 eliminated years of growth, but we forecast that 
the food service industry will rebound strongly in 2021; the latest data from NPD’s 
consumer sentiment survey highlights that consumers love their restaurants and are 
eager to return. However, this will not be a quick return to pre-pandemic levels of trade, 
and dependent on the stability of consumer confidence post-pandemic.”

Dominic Allport, The NPD Group
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The impact of the loss of footfall and sales 
on bricks and mortar businesses was 
already evident, with a rise in the vacancy 
rate in towns and cities across the UK in 
2020 to 10.6% from 10% in 2019. 

Unsurprisingly the largest increase in 
vacancies occurred in the last three months 
of the year as the long term impact of 
trading restrictions began to be felt more 
heavily by businesses.

2019 2020 UK
Vacancy Rate

7



-13
2019

-26
2020

Despite the decline in both footfall 
and sales in 2020, the Capture Rate 
(the % of footfall in streets /malls that 
enters stores) which equates to the 
market share of stores only declined 
slightly to 11.1% in 2020 from 11.4% 
in 2019.  

This does indicate that the volume 
of customers visiting stores declined 
by slightly more than footfall 
generally, however, the vast majority 
of this was due to a proportionately 
greater reduction in footfall into 
entertainment and books stores - 
most likely due to demand for this 
category moving online during 
lockdowns.

11.4%

11.1%

2019

2020

The impact of ongoing restrictions also 
affected the level of confidence felt by 
consumers, and confidence is a key 
factor in determining the degree to 
which they are willing to spend.

The consumer confidence index 
score as measured by GFK declined 
significantly in 2020 to -26 from -13 
in 2019. Although it was the wider 
economic situation which concerned 
consumers more than their own 
financial position, consumers felt 
markedly less confident about their 
own finances in the last two months of 
the year. 

Consumer Confidence

Capture Rate
Source: GFK
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Weeks 1 to 11
YoY % change in 

footfall - WK1 to WK11
During the first 11 weeks of 2020 - when trading conditions for retail were largely normal - footfall across UK retail 
destinations declined by -2.6% which was a greater decrease than the -0.1% drop over the same period in 2019. 

High streets fared the worst of the three destination types, with a -4.5% drop compared with just -1.2% in shopping centres 
and a slight increase of +0.1% in retail parks.  For high streets a sharp dip in footfall over three of the four weeks in February 
caused the larger drop which was a result of continual heavy rain virtually every day for three weeks combined with a 
strong footfall result in the same weeks in 2019 due to the bounce back from Beast from the East in those weeks in 2018.
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Footfall declined more in smaller towns than it did in regional cities in the first 11 weeks of 2020 which was 
consistent with the long term trend over the past decade; whilst footfall declined by -7.6% in coastal towns, -6% in 
historic towns and -4.9% in market towns it decreased by -4.4% in regional cities and -4% in Central London. The 
performance of shopping centres reflected that of high streets with footfall in smaller shopping centres – which 
are typically present in smaller high streets - declining the most (-3.9% in the smallest shopping centres versus 
just -1.1% in the largest shopping centres). 
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Despite footfall declining by more than in 2019, sales in bricks and mortar 
stores were remarkably robust, with an annual decline of just -1.2% versus 
-2.7% in the same weeks in 2019. Some categories outperformed 2019, with 
annual increases in sales in electrical and mobile phones; food and beverage, 
general merchandise, health and beauty and home, DIY and garden.

Sales clearly reflected store footfall over the 11 weeks at the start of 
2020, as the Capture Rate rose from 11% in 2019 to 11.2% in 2020.  
With the Capture Rate representing the % of footfall that enters a 
store from a location a rise in the Capture Rate indicates that stores 
attracted proportionately more customers than their locations.

-2.7%
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11.2%
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11.0%
2019
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At the same time, online spending 
continued to increase in significance, 
representing 19.7% of all retail 
spending over January and February 
2020, increasing from 18.8% over the 
same period in 2019. It was non-food 
online spending that increased in 
significance, rising from 15.4% to total 
non-food spending in January and 
February in 2019 to 15.7%, whilst the 
significance of online food spending  
- which was only a third of that of 
non-food - declined marginally from 
5.7% to 5.6% of retail spending.
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Eating out visits as measured by The NPD Group 
rose by +0.4% over January and February, a slight 
improvement on +0.3% over the same two months 
in 2019, reflecting the rise in sales in the food and 
beverage category.

The UK vacancy rate improved slightly in January 
2020, to 9.8% from 9.9% in January 2019, as a result 
of a reduction in five geographies.

Consumer confidence strengthened at the start 
of 2020, with the overall index score improving to 
-8 from -14 in 2019.  Whilst in part this was due 
to consumers having a more favourable view 
of their personal financial situation, most of the 
improvement was due to a more optimistic outlook 
on the general economic situation.

Consumer 
confidence
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Source: ONS
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Weeks 12 to 24

YoY % change in 
footfall - WK12 to WK24

From Week 12 of 2020, the UK entered into its first lockdown period, which extended until mid June (week 24).  Over this 
period as a whole, footfall declined across all UK retail destinations by a staggering -71.4%.

The decline in footfall in high streets and shopping centres was slightly greater than this (-77% in high streets and -76.1% in 
shopping centres), but in retail parks the drop was less at -54.4% .  The resilience of retail parks during the lockdown was 
primarily due to the presence of food stores which are located on the majority of retail parks and as an essential store 
remained open.  In the first week when footfall in high streets declined by -41% and by -25.4% in shopping centres, in retail 
parks footfall only dropped by -2.9%,  a product of the panic buying that occurred at the time.

Over the 13 weeks of the lockdown footfall increased steadily, with a rise from week to week in each of the last six weeks of 
the lockdown period that averaged +7%. This led to the annual decline in footfall across all retail destinations shifting from a 
low of -82.2% in the sixth week of lockdown to -66.3% in the last week of the lockdown period.
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It became clear during the very 
first weeks of the lockdown - which 
is a trend that remained throughout 
2020 - that smaller towns were far 
more resilient in retaining footfall 
than larger cities; footfall in market 
towns and coastal towns declined 
by -68.1% and -69.7% respectively 
compared with a drop of -83.7% 
in regional cities outside London 
and -88.3% in Central London. This 
trend for localism was reflected in 
shopping centres - the vast majority 
of which are located in town 
centres rather than out of town - 
with footfall in the smallest centres 
declining by -73.3% versus -83.7% in 
the largest centres.

As footfall fell to an unprecedented 
degree, online spending rose as 
consumers had to turn online whilst 
non-essential stores were closed. 
Over the four month period from 
March to June, online spending 
increased to account for 29.1% 
of all retail spending compared 
with 18.6% in the same four 
months in 2019.  With a need for 
many people to purchase food 
online, the significance of online 
food spending rose to 9.4% from 
5.3% over the same period in 
2019, whilst non-food shopping 
accounted for 34.1% of non-food 
spending, more than double that in 
2019 of 14.7%.
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With the majority of eating out establishments open only for takeaway, 
it was unsurprising that eating out visits declined by -65.3%, with visits 
to pubs 82.9% lower than over the same four month period in 2019.  In 
contrast, visits to quick service restaurants (QSR) which typically have 
a strong takeaway service declined by -54.2%.

Inevitably consumer confidence plunged - from an index score 
of -12 between March and June 2019 to -33 over the same three 
month period in 2020.  All indicators were impacted, but particularly 
consumers' views on their personal financial situation over the 
following year, which decreased from +2 to -11.  Needless to say, 
consumers were not confident about spending on large ticket items, 
and the major purchase index score declined from 0 in 2019 to -46 in 
2020.

YoY % change in eating out visits Mar to Jun

Consumer Confidence Mar to Jun
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Weeks 25 to 44

YoY % change in 
footfall - WK25 to WK44

The first lockdown period ended in mid June, and in the first week of trading footfall across all UK retail destinations rose by 
+40.3% from the week before – this meant that the year on year decline improved from -66.3% to -51.6%. The rise in footfall was 
greater in high streets and shopping centres than in retail parks (+46.6% in high streets and +42.3% in shopping centres versus 
+24.6% in retail parks), but this is a function of the fact that retail parks continued to attract shoppers throughout the lockdown 
period as food stores remained open.

Despite retail and hospitality reopening, over the period to the end of October before Lockdown 2 was introduced in England (to 
week 44) footfall across all retail destinations remained 35% lower than in 2019. In retail parks, however, footfall was far more 
resilient than in high streets or shopping centres; in retail parks footfall was just 15.5% lower than in 2019 versus 42.8% lower in high 
streets and 37.7% in shopping centres. 

Hospitality opened two weeks later than retail and this delivered a further fillip to footfall; when hospitality opened at the end of 
July there was a rise in footfall from the week before of +10.6% across all UK retail destinations and by +16.5% in UK high streets. 
Footfall was further supported by the introduction of the Eat Out to Help Out Scheme in August 2020 which ended in Week 36 (wb 
30th August). The rise in footfall from week to week in retail parks was around half of that in high streets and shopping centres, 
however, these locations retained far more footfall throughout 2020.
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YoY % change in eating out visits WK12 to WK24Smaller town centres continued to be more resilient than large cities in footfall 
terms, undoubtedly supported by the number of staycations; footfall in coastal, 
historic and market towns improved to around a third lower than in 2019 
whilst in regional cities outside London footfall was 45.4% lower and 63.6% 
lower in Central London as workers and tourists (both domestic and overseas) 
had been lost. The footfall trend in shopping centres continued to reflect the 
increased localism of shoppers, with footfall 36.4% lower than in 2019 in the 
smallest centres compared with the largest centres where it was 42.6% lower.

Sales in bricks and mortar stores largely reflected footfall, with a drop of -27.7% 
across all categories from the same period in 2019.  However, some categories 
did better than this, and there were drops of less than -20% in electrical and 
mobile phones, health and beauty and home, DIY and garden. Sales in fashion 
and accessories were 26.5% below the 2019 level, and entertainment and 
books sales were 36.7% lower - undoubtedly a reflection of the ease of buying 
this category online.  Sales in department stores declined by -27.3%, which is a 
reflection of the greater impact of the restrictions on larger city centres where 
many department stores are located, but also reflected the ongoing challenges 
that this category is facing.

The drop in bricks and mortar stores was inevitably due to the loss of footfall, 
however, it was exacerbated by the fact that footfall into stores declined by more 
than destinations generally, so stores lost proportionately more customers than 
their locations - in part a consequence of social distancing requirements, but also 
a trend that has been ongoing for a number of years. 

This is expressed via the Capture Rate (footfall in the store as a % of that in the 
location) which declined to 10.4% from 11.1% over the same period in 2019 across 
all categories.  However, the Capture Rate for some categories did increase, the 
most significant rises being in food and beverage (17.8% to 21.5%) and services 
(5.9% to 12.8%).
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Capture Rate WK25 to WK44

YoY % change in Bricks and Mortar Sales WK25 to WK44



The reopening of stores meant that online 
spending fell back slightly, to 27.3% of retail 
spending from 29.1% during Lockdown 1.  All 
of this reduction was driven by the return to 
shoppers to stores to purchase non-food items, 
with online spending on non-food accounting 
for 23.6% of all non-food spend versus 34.1% 
during Lockdown 1. For food, however, the 
importance of online spending continued to 
rise (from 9.4% during Lockdown 1 to 10.3% 
post Lockdown), which in part is likely to be a 
result of the increased availability of delivery 
slots making it easier for shoppers to purchase 
food online.

The opening of hospitality meant that eating 
out visits increased, but they were still 40.6% 
lower than in 2019 over this reopening period.  
However, visits to pubs rose significantly, 
moving from a decline of -82.9% during the 
lockdown to -30.4% once they reopened.  

The adverse impact of Covid and the 
accompanying restrictions on business 
occupation started to become apparent in 
October 2020, as the UK vacancy rate rose to 
11.3% from 10.8% in July, with vacancies rising 
in seven of the ten areas of the UK.

Consumer confidence improved slightly once 
stores opened, to an overall index score of -28 
from -33 during lockdown.  The major impact 
on the score was the impact on economic 
conditions during 2020 itself, with confidence 
about this aspect declining from an already 
very low score of -33 to -63. 
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Weeks 45 to 48

YoY % change in 
footfall - WK45 to WK48England went into Lockdown once again (Lockdown 2) at the beginning of November, and over the four weeks of the 

lockdown period UK footfall declined by -52.2%.  This was a significantly larger decline than the average over the previ-
ous four weeks of -32.1%, but not as great a decline as the drop of -71.4% over the period of Lockdown 1. In England the 
decline in footfall averaged -54.8% over the four weeks; this was a larger decline than in the three devolved nations which 
whilst had restrictions were not in lockdown (Wales's 17 day firebreak ended in the second week of November).

As had occurred earlier in 2020, the decline in footfall in retail parks of -28.4% was far more modest than that in high 
streets and shopping centres (-59.5% in high streets and -59.7% in shopping centres). The trend for staying local remained, 
however, with smaller towns recording smaller drops in footfall than large city centres (footfall declined by -51.8% in mar-
ket towns versus -63.5% in regional cities outside London).  This again was reflected in activity in shopping centres, with 
footfall in smaller centres declining by less than in larger ones.
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YoY % change in footfall by town type WK45 to WK48
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YoY % change WK45 to WK48 - 
Shopping Centres by size
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With Christmas approaching it was 
little surprise that online spending 
rose, exceeding the previous high 
in Lockdown 1 of 29.1% of retail 
spending, and now accounting for 
36% of all retail spending.  Online 
food spending increased marginally 
from Lockdown 1, but the greater rise 
occurred in non-food where online 
spending accounted for 38.1% of 
total non-food spending versus 34.1% 
during Lockdown 1.

The closure of hospitality once again 
hit pubs hard, with visits declining by 
-89.1%, however, visits to QSR outlets 
did not decline by nearly as much as 
they had during Lockdown 1 (by -28.8% 
versus -54.2% between March and 
June) which meant that the decline in 
eating out visits overall of -52.7% was 
less than the drop of -65.3% during 
Lockdown 1.

The confidence of consumers 
remained at the same overall level, 
an overall index score of -33, however, 
consumers felt even more downbeat 
about both their own financial 
situation and the general economic 
situation during 2020 than they had 
done during Lockdown 1.
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Consumer Confidence Nov vs Dec 2020

-40.9%
All UK Destinations

-44.6%
UK High Streets

-12.3%
UK Retail Parks

-39.4%
UK Shopping Centres

Weeks 49 to 50

YoY % change in 
footfall - WK49 to WK50

Lockdown 2 in England ended in Week 48, and over the two following weeks (29th November to 13th December) when 
retail reopened - albeit with restrictions - UK footfall strengthened, moving from -52.2% over the four weeks of Lockdown 2 
to -40.9%.  This was wholly driven by an improvement in footfall in England which moved from -54.8% during the Lockdown 
to -39.9% following reopening.  In all other nations footfall worsened as restrictions tightened, with the greatest decline in 
Northern Ireland where footfall moved from -33.9% during November to -50.7% as it entered a lockdown period in Week 49.

Footfall strengthened in all three destination types in weeks 49 and 50, however, the greatest proportionate improvement in 
footfall occurred in retail parks; the annual decline of -12.3%  in retail parks footfall during weeks 49 and 50 was less than 
half the -28.4% decline in weeks 45 to 48 during Lockdown 2. 

Despite this period representing the start of the Christmas shopping period, shoppers continued to favour local destinations 
over large city centres; footfall in market towns declined by -31.2% versus -53.8% in regional cities and activity in shopping 
centres reflected this localism (footfall in the smallest centres declined by -34.1% compared with -45.3% in the largest malls).

The end of Lockdown 2 led to an rise in eating out visits, with the gap in visits from last year lessening across all three ven-
ue types in December from November (to -45.9% in December from -52.7% in November).

Reopening of retail also helped consumer confidence in December, with the overall index score improving from -33 in 
November to -26 in December, supported by greater confidence across all key aspects.  
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-44.4%
All UK Destinations

-53.4%
UK High Streets

-21.2%
UK Retail Parks

-47.8%
UK Shopping Centres

Weeks 51 to 53

YoY % change in 
footfall - WK51 to WK53

The introduction of Tier 4 restrictions in London and the South East in the week before Christmas, followed by the start of 
Lockdown 3 on Boxing Day meant that UK footfall shifted downward from an annual decline of -40.9% in weeks 49 and 50 
to -44.4% over the final three weeks of 2020.

In week 51, which ordinarily is the peak shopping week of the year UK footfall was 33.1% lower than in the same week in 
2019, and over the following two weeks it declined further, reaching a decline of -55.7% in the final week of the year.  

The gap between retail parks and the other two destination types in terms of footfall continued, as food shopping inten-
sified following the announcement by the government that mixing of households was only allowed on Christmas Day and 
only in Tier 1 to Tier 3 areas.  Whilst footfall in retail parks was 21.2% lower between weeks 51 and 53 than in the same 
weeks in 2019, in high streets it was -53.4% lower and -47.8% lower in shopping centres.

The restrictions on movement pre-Christmas and the subsequent lockdown hit smaller towns proportionately much harder 
that regional cities; footfall in market towns declined from -31.25% to -44.1% whilst in regional cities footfall declined from 
-53.8% to -49.8%.  Part of this is likely to be the greater significance that larger destinations play over the Christmas trading 
period and the greater availability of click and collect facilities that were still available.

Despite the closure of non-essential stores in many parts of the UK in the last three weeks of the year, online spending 
decreased, dropping from 36% of all retail spending in November to 31.3% in December, and the drop occurred in both 
food and non-food stores; in food stores from 10.9% to 9.9% and from 38.1% to 29.8% in non-food stores.

YoY % change in footfall by town type WK51 to W53
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So what might 2020 foretell for 2021? Well it can’t be 
ignored that consumer confidence dropped significantly 
in 2020, and when consumers feel less confident they 
are generally less willing to spend which may act as a 
brake on the extent to which trade will bounce back.  

We have to expect ongoing restrictions until the 
vaccines are rolled out in a meaningful way, which will 
further limit growth in spending; and in the light of this, 
we need to break down 2021 into two key parts: pre- 
vaccine and post-vaccine. During the pre-vaccine 2021 
period, which will certainly be Q1 and much if not all 
of Q2 of 2021, restrictions on retail and hospitality will 
be very much present. On the basis that the vaccine 
is successfully rolled out by the end of Q2, then the 
outlook for retail may well look a lot brighter in the 
second half of the year, albeit with social distancing 
measures still in place. 
 
At the same time, if Covid has taught us anything it is 
the need we all have for human interaction and sensory 
satisfaction, and this is likely to drive visits and spend 
in stores and destinations. What is likely to continue to 
change is the types of destinations that consumers visit,  
the frequency and when they do so, and much of this 
change will be driven by the shift to home working.  

Whilst offices may well open up in the second half of 
the year, the proven success of home working will mean 
that the days of commuting into an office five days 
a week for most people are over, and this will affect 
where, when and how we shop.  

The trend for fewer trips to larger centres, but with 
longer dwell times - which is a trend that had already 
started pre-Covid could become more established as 
consumers plan trips away from work (also their home 
on many days of the week) carefully in order to get 
maximum enjoyment and value. In addition, as people 
work at home during the day and are distant from 
town centres, peak footfall hours may shift away from 
lunchtime towards early evening, and weekend footfall 
may also increase as shoppers aren’t able to so readily 
shop during the working week.

With far more shoppers having been introduced to 
online shopping during 2020, it is clear that online 
shopping will rebase at a higher level than before 
Covid, as a proportion of those online shoppers 
who were previously “store only” shoppers are likely 
to continue to use this channel for at least some 
purchases. Inevitably therefore, footfall will rebase at a 
lower level than before Covid, and we are likely to see 
it settling at a level somewhat below that recorded in 
2019. 

At the same time, the resurgence of our interest in and 
loyalty to our local high streets should not be under-
estimated. For years, we have bemoaned the decline 
of our local high streets, but one of the very few good 
things to come out of Covid may be that this has been 
at least slowed or even reversed, with consumers 
rediscovering local businesses and what they can offer. 
Indeed, this is likely to continue as shoppers are located 
closer to their local high street whilst home working 
rather than regional city centres.

From a broader perspective, prospects for stores and 
destinations generally should not be written off; indeed 
it should be just the opposite. Much of the narrative 
pre-Covid focused on the growth of experiential retail 
and hospitality; if Covid has taught us anything it is the 
need we all have for human interaction and sensory 
satisfaction, neither of which can be satisfied online. 
We saw clearly that even whilst Covid was still highly 
prevalent during 2020 consumers were desperate for a 
human to human experience and have been willing to 
take the risk; the longer we are subject to restrictions 
the greater the desire for this will be.  

Therefore, once the vaccine has been rolled out 
we anticipate an initial surge in visits to stores and 
destinations of all kinds – most probably from Q2 
onwards -  supported by the savings that many 
consumers have been able to amass during the periods 
of lockdown and restriction.  Of course this does 
mean that retail stores could initially be competing 
with hospitality, travel and leisure for spend as these 
channels restart trading and consumers try to make up 
for lost time with friends and family. We also need to be 
aware that the demand by consumers may well wane 
as the year progresses, particularly if and when the 
furlough scheme ends and unemployment rises, but the 
hunger that consumers have for re-engaging with each 
other cannot be under-estimated and is not something 
that online alone can satisfy.

Looking forward to 2021
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