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“Retail a harbour in the tempest? Or just a market quietly and efficiently going about its business
amidst all the noise surrounding global tariff wars? Q1 was strong across consumer and occupier

markets, although investment activity was more measured. Consumer markets to remain robust
in Q2, but occupier markets will come under increased cost and margin pressure.”

Stephen Springham, Head of Retail Research

KEY HEADLINES

Traditionally covering some of the
quietest months in the retail
calendar, Q1 delivered plenty of
positive activity. Consumer spending
power strengthened as inflation
eased, with retail sales accelerating
through each month of the quarter.
Occupational markets remained
stable, with minimal distress, further
improvements in vacancy rates, and
strengthening rental growth. Capital
markets were fairly active, with
£1.3bn  of investment volumes
recorded. Crucially, signs of re-
pricing emerged, with capital values
returning to positive growth after 24
consecutive months of decline.

CONSUMER MARKETS

Households across every UK region
had more to spend in Q1 compared to
the same period last year. According
to Asda’s Income Tracker, consumers
had an average disposable income of
£257 per week after bills and
essentials. Though global geopolitics
remained a concern (views on the
wider economy still deeply negative
at -29pts), closer to home, consumers’
positivity  regarding their own
personal finances has been stable
(although weak) at around the +1pt
mark for the last six months.

Shoppers continued to benefit from
lower rates of inflation (CPI 2.6%) and
above-inflation wage growth (+5.6%),
which trickled through to increased
spending power. Spending has now
exceeded pre-pandemic levels across
many regions of the UK (London, East
Midlands, Scotland, North West),
helping to drive strong quarterly
retail sales (values +2.9% / volumes
+2.0%), even without the stimulus of
Easter in March.

Consumer Confidence
Confidence over the next 12 months
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ONS Retail Sales
Monthly y-0-y change over the last 4 years, %

—All Retailers, Ex Fuel: Value
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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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strength of its cashflows.

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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