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“Wishin’ and Hopin’. The spectre of the forthcoming Autumn Budget may be all-pervading in
the narrative, but thankfully it is not reflected in many of the actual retail metrics. The likely

difference between this and last year’s Autumn Budget? 2024 was more corporate-/occupier-
unfriendly, while consumers/shoppers are likely to more in the firing line this time around.”

Stephen Springham, Head of Retail insight

KEY HEADLINES

Hoping for the best, but braced for the
worst. In common with other sectors
in the UK economy, the retail market
is apprehensively awaiting the
outcome of the Autumn Budget on 26
November. While still absorbing the
cost-based aftershocks of last year’s
Budget, retailers are facing up to the
prospect of destabilisations to
consumer demand through more
punitive tax measures. But, as yet,
this negativity has not filtered
through to many of the key retailing
performance KPIs to any great degree.

CONSUMER MARKETS

Negative, or rather lazy, assumptions
around consumer confidence ahead
of the Budget are not borne out in
hard data. GfK’s Consumer
Confidence Index was largely stable
in Q3 and actually ticked up
marginally (to -17) in October, driven
by improvements in sentiment to
both personal situations and, perhaps
more surprisingly, general economic
prospects.

Retail sales also remain robust. In Q3,
YoY retail sales values (exc fuel) grew
by +3.2%, while volumes (exc fuel)
were ahead by +1.5%. Strong in their
own right, the Q3 figures also marked
considerable acceleration on the first
half of the year (Q1 vals. +1.4%, vols.
+0.1%; Q2 vals. +2.1%, vols. +0.7%).
This was despite relatively soft
demand for food in Q3 (vals. +1.6%,
vols. -1.7%).

On a quarter-on-quarter basis, retail
sales volumes grew by +0.9% in Q3.
Compare this “real growth” in retail
sales with the performance of the
wider economy, with GDP expected to
grow by just +0.2% in Q3. In simple
terms, retail sales continue to
outperform the wider UK economy.
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ONS Retail Sales
Monthly y-0-y change over the last 4 years, %
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Retail Footfall
Monthly y-0-y change over the last 4 years, %

*March 2021 - March 2023 figures are compared to 2019 levels
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BRC Retail Sales
Monthly y-0-y change over the last 2 years, %
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Average Weekly Earnings
Annual change over the last 4 years, %
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OCCUPIER MARKETS Retail Vacancy Rate All Retail - Rental / Capital Value
As ever, the media microscope Last 12 years, % ot
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occupier distress, with Bodycare 16 mRental Value Growth mCapital Value Growth
(147 stores) and Claire’s (306 stores) i 14.8 15
the two major high street casualties I 10
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will live on, on a streamlined basis, 10 ¥
under new ownership. Meanwhile, 9 6
Amazon’s decision to shutter its 20- 8 e
strong Amazon Fresh chain again ; 0
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transition into a truly multi- Source: Local Data Company Source: MSCI
channel retail operator.
Beyond this turbulence, retail Retail Rental Growth by sector Shopping Centre Transactions
occupier markets are generally Monthly growth, last 5 years, % Last 10 years
stable. In Q3, overall retail vacancy — All Retail Warehouses — All Standard Retail mQ1, lhsmQ2, lhs mQ3, lhs  Q4, |hs
rates d]pped below 15% for the first All Shopping Centres  All Retail — No. of Transactions, rhs
time since 2020. Vacancy rates 5.0 31 AG =%
improved across all retail channels 25 25 80
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rate (6.1%), shopping centres 25 - 9G 60
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trend (Q3: 16.5% vs Q2: 16.9%). 75 S 40
Accordingly, retail rents remain on 100 S 1@ 30
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By virtue of being more sensitive to Last 6 quarters, £ millions Mg HO) s,
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and economic sentiment, retail m Retail Warehousing Foodstores SC-Regionally Dominant — SC - Sub-Regional
investment markets remain fairly 3000 LTI AL
muted. Total retail investment e A
Volumes totalled £1.17bn - Q3, a 2500 Foodstores - Annual RPI Increases Yield
marginal (-4.1%) dip on Q2 g AU 10 4= 10.00
(£1.22bn) and a -36% decline on the £ 1500 . [T
corresponding quarter in 2024 “ 1000 .7 /'/ 6.50
(£1.82bn). This took total YTD - T 6 W s
volumes in 2025 to £3.75bn, below i n 5.25
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A relative lack of large shopping
centre deals (Q3 volumes of £365m
across four transactions) was one of
the key factors behind the shortfall Keep up to speed with retail markets with our quarterly
in Q3. However, a number of dashboards and weekly Retail Note
bellwether transactions (e.g. SIGN UP
Lexicon  Bracknell, Braehead, =
Silverburn, Merry Hill) should
complete in Q4 or early in 2026.

We like questions, if you’ve got one about our research, or would like some property
advice, we would love to hear from you
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