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In July 2021 Leisure Development Partners 
and A Different View, working in partnership 
with Panelbase.com, conducted a market 
research survey of 1,100 UK based shoppers 
to investigate their likely future relationship 
with city centres, large towns and shopping 
centres/malls and what can be done to 
reverse trends of decline.

The survey was developed by LDP and ADV 
and the sample had all been shoppers in city 
centres, large towns and shopping centre/
malls before Covid lockdowns began in 
2020.

The sample was recruited from the  
Panelbase.com database.
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•	 	When	presented	with	free	to	enter	city	centre	animation	options	to	
test	likelihood	of	more	frequent	visiting;	Gen	Z	followed	by	Millennials	
and	the	age	cohort	groups	more	likely	to	engage	and	participate.	For	
open	air	markets	and	local	exhibitions	e.g.	gardening	the	likelihood	of	
visiting	are	equally	attractive	for	all	age	cohorts

•	 	When	presented	with	a	list	of	pay	to	participate	‘pay	to	enter’	
animation	options	Gen	Z	is	the	cohort	most	likely	to	engage	while	
Generation	X	and	Boomers	express	almost	no	interest	at	all.

•	 	When	presented	with	added	value	shopping	services	and	pop-up	
shops	to	be	potentially	offered	by	shopping	malls,	the	interest	was	
significantly	with	Gen	Z	followed	by	Millennials	except	for	a	small	
number	of	offers.

•	 	Generation	X	and	Boomers	were	equally	likely	to	say	that	‘restaurant	
dining’	and	‘social	spaces	to	sit	and	chat’	would	influence	them	to	visit	
more	frequently	together	with	pop	up	restaurants	featuring	cultural	
diversity.	GenerationX	and	Boomers	were	more	interested	than	other	
age	cohorts	in	money	advice,	price	comparisons	and	tech	advice	
centres	in	malls.

Gen	Z	 1997	to	2012
Millennials	 1981	to	1996
Generation	X	 1965	to	1980
Boomers	 1946	to	1964

Key Point Summary
In	developing	the	campaign	to	have	shoppers	returning	to	city	centres,	
large	towns	and	shopping	malls	to	key	focus	must	be	with	Gen	Z	followed	
by	Millennials	to	expect	a	degree	of	success.

•	 	Gen	Z	is	the	age	cohort	most	likely	to	visit	city	centres,	large	towns	
and	shopping	malls	and	importantly	they	also	visit	most	frequently

•	 	97%	of	Gen	Z	visits	to	city	centres,	large	towns	and	shopping	malls	are	
significantly		more	likely	to	always	or	sometimes	include	a	variety	of	
activities	such	as	visiting	cinemas,	pubs/bars,	eating	out	in	a	restaurant	
or	live	music	performances	or	other	cultural	activities.	

•	 	Gen	Z	spend	more	on	average	than	other	age	cohorts	each	visit	and	
twice	as	much	as	Boomers	for	non-food	shopping,	food	and	drink	and	
ten	times	more	on	entertainment	than	Boomers.

•	 	Gen	Z	and	Millennials	are	equally	likely	as	GenerationX	and	Boomers	
to	visit	all	types	of	retail	outlets	and	malls,	both	within	city	centres	and	
out	of	town.

•	 	Gen	Z	are	are	more	likely	to	visit	cities,	large	towns	or	shopping	malls	
as	part	of	a	group	of	people

•	 	Gen	Z	are	more	likely	to	do	most	or	all	of	their	shopping	online	than	
other	age	cohorts	but	more	than	50%	of	Gen	Z	say	they	do	an	equal	
mix	of	offline	and	online	or	only	offline	in	bricks	and	mortar.

GeN Z to Boomers
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2 . 0  T y P i c A l  v i S i T  S P e n d
Typically,	Gen	Z	also	spend	the	most.

on a typical visit to a large town/city centre or shopping centre/mall 
pre-covid lockdown, how much did you expect to spend for:
	 	 	 	 	

The	clear	message	from	this	analysis	is	that	Gen	Z	are	the	highest	
spenders	and	the	typical	visit	spend	declines	across	each	age	segment	
from	Gen	Z,	through	Millennials,	Generation	Y	and	Boomers.

The	most	marked	difference	between	the	cohort	groups	is	for	
‘entertainment	spend’,	and	it	suggests	that	Boomers	classify	watching	
and	tipping	street	buskers/musicians	as	entertainment.

Summary of Survey reSultS
The	survey	was	conducted	between	7th	and	16th	of	July	with	a	nationally	
representative	sample	of	1,100	UK	shoppers.	The	sampler	was	supplied	by	
Panelbase.com.

1 . 0  F r e q u e n c y  o F  b r i c k S  A n d  m o r T A r 
S H o P P i n g  P r e - c o v i d
Before	Covid,		the	Gen	Z	cohort	shopped	most	frequently	in	bricks	and	
mortar	outlets	than	others	groups.
	

Daily/weekly shopping

Fortnightly

Monthly

Every couple of months

Gen Z

Millennials

Generation X

Boomers

%

48

39

31
15

25
29

32
14

27
27

19

24
20

19

17

14

Non-food shopping

Food and drink

Entertainment

Gen Z                     Millennials              Generation X                Boomers

£79

£45
£40

£63

£31

£20

£56

£23

£13

£42

£22

£3
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4 . 0  T H e  T y P i c A l  v i S i T i n g  P A r T y
The	typical	visiting	party	is	2	but	there	are	significant	age	cohort	
differences.

Typically, how many people went with you when you went shopping in 
large towns or cities centres in pre-covid lockdown times

	

3 . 0  S H o P P i n g  A n d  ‘ o T H e r  A c T i v i T i e S ’
Gen	Z	were	more	likely	to	have	included	other	activities	in	their	pre-covid	
shopping	trips	but	in	all	cohort	groups	shopping	trips	a	majority	were	more	
likely	to	have	included	activities	other	than	shopping	in	their	visits.

How often did your pre-covid lockdown large town or city centre 
shopping trips also include other activities like going to the cinema, going 
to a pub/bar, eating at a restaurant, live music performances, library or 
other leisure and cultural activities?

	

%

Gen Z

Millennials

Generation X

Boomers

Always/sometimes

85

75
68

58

%

Gen Z

Millennials

Generation X

Boomers

1                                 2                                 3                                4

Number of people in the party

20

13

6
0

21 19

6 4

31
28

32

15
20

38

55

80
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5 . 0  o n l i n e  S H o P P i n g
The	majority	in	each	age	cohort,	‘do	an	equal	mix	of	online	shopping	and	
visiting	shops’.	Not	surprisingly	Gen	Z	and	millennials	are	more	active	
online	than	older	cohorts.	Boomers	are	more	than	twice	as	likely	to	do	
most	of	their	shopping	online	than	Gen	Z	and	Millennials.
	
	 	

Do all of my shopping online

Do most of my shopping online

Do an equal mix of online shopping and visiting shops

Do most of my shopping visiting shops

%

5

30

44
46

34
36

12
14

21
29

3

21
20

4

25

0

Gen Z

Millennials

Generation X

Boomers
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In	most	cases	the	level	of	influence	that	free	to	view	events	have	in	
encouraging	more	frequent	visits	declines	steeply	with	each	cohort	group.	
There	are	two	exceptions:	‘Different	types	of	open	air	markets	or	fairs	
each	week	e.g	craft	makers,	art,	antiques,	local	produce’,	
and
‘Local	exhibitions	e.g.	gardening,	craft	making,	local	history’,	where	the	
interest	is	more	equally	spread	across	the	age	cohorts.

	 		

Potential influence of ‘free to 
view’ eventS and activitieS
The	survey	explored	which	from	a	provided	list	of	‘free	to	view’	events	and	
activities	may	influence	more	frequent	visits	to	large	towns,	city	centres,	
and	shopping	malls.	

Different types of open air markets or fairs

Free to view live music events

Local exhibitions e.g. gardening, craft making, 
art, local history

Children’s learning activities

Pop-in classes e.g. dance, craft making, art  
making, playing a musical  instrument

Street entertainers

None of these free to view events

%
37

41
35

41

33

18
8

28

26

28
26

29

22

2
3

12

20

4
4

16

20

11
6

15

31

51
61

41

Gen Z

Millennials

Generation X

Boomers
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On	average,		40%	of	the	sample	say	they	would	be	influenced	to	visit	
more	frequently	by	at	least	one	from	a	list	of	‘pay	to	enter’	attractions	and	
events	if	they	were	made	available	in	large	towns,	city	centres	or	shopping	
malls.	This	increases	to	65%	of	GenZ	respondents	and	declines	to	14%	of	
Baby	Boomers.
	

P o T e n T i A l  i n F l u e n c e  o F  ‘ P A y  T o  e n T e r ’ 
e v e n T S  A n d  A c T i v i T i e S
The	survey	then	explored	which	from	a	list	of	pay	to	enter	activities	may	
influence	more	frequent	visits	to	large	towns,	city	centres,	and	shopping	
malls.	

Gen Z

Millennials

Generation X

Boomers

Family Entertainment Centre

Adult games bar, axe throwing, beer pong, shuffleboard, skee-ball, flight

Aquarium

Bowling

Mini/crazy golf

Children’s soft play

Extreme sports experiences –e.g. bungee jumping, wall climbing

Urban golf, Indoor golf simulator, bar, food

Art/craft workshops

None of these pay to enter events

%

29

4
4

17

29

2
1

13

22

5
3

13

20
4
4

12

19

5
3

15

16

3
1

5

14
1

0
6

14

2
1

9

11

6
3

8

35
83

86

62
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A d d e d  v A l u e  S e r v i c e S  i n  S H o P P i n g 
m A l l S 
The	survey	then	survey	focused	on	‘added	value	services’	that	could	be	
provided	in	shopping	malls.	Again	there	is	a	significant	drop	of	interest	
from	Gen	Z	to	Boomers	in	most	cases.	Exceptions	to	this	are	‘restaurant	
dining’,	as	opposed	to	fast	food	dining,		and	‘social	spaces	to	sit	and	chat’.

Overall,	boomers	were	most	resistant	to	all	additional	products	and	
services	at	shopping	malls	68%,	and	Generation	Z	most	welcoming,	
meaning	that	74%	of	GenerationZ	said	that	added	value	services	and	
products	were	likely	to	influence	them	to	visit	shopping	malls	more	
frequently.

Restaurant dining

Attractions e.g. Aquarium, electric go-karting

Social spaces to sit and chat

Showrooms for online retailers e.g. Amazon, BooHoo, Etsy

Children’s entertainment e.g. mini golf, art and craft making

Same day buy and home delivery

Click and collect centre for online retailers

Live music

Greater variety of fast food outlets

Centralized returns for all shops

Drive by pick up zones to collect shopping

None of these

%

26

30

35

20

6

25

20

6

27

23

22

29

28
13

11
21

24
2
2

12

22
14

9
20

20

14
6

21

21

11
5

20

21

14
11

17

22

11
8

15

17

8
6

16

26
57

68

41

Gen Z

Millennials

Generation X

Boomers
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Gen Z

Millennials

Generation X

Boomers

After work and night-time bars

Virtual reality clothing try on/fitting rooms

Fitness gym

Aggregated pick up places for all of your 
town centre/city shopping

Virtual reality home decoration and styling

Digital shopping spaces with the 
latest viewing technology

Fashion shows/catwalk

Parent and toddler rest areas

Crèches for children

Children’s gymnastic based fun

Presentations by famous social media influencers

None of these

%

18

15

17

3

5

5

2

3

2

8

12

14

12

6
5

11

15

6
2

9

13
4

2
9

11

3
3

7

18
1
0

3

13

2
0

3

11

1
0

4

10
0
3
3

26
57

68

41
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The	same	decline	in	interest	across	the	age	cohort	groups	is	clear.
	
	

P o P  u P  S H o P S
The	survey	asked,	‘And would any of these pop up shops influence you to 
return regularly? Pop up shops are only in the shopping centre or mall a 
short time, say only a few days or a week or two?’

Gen Z

Millennials

Generation X

Boomers

Pop up restaurants featuring cultural diversity

Pop up shops for local art, craft and jewellery

Pop up shops for fashion clothing

Pop up shops for big brands like Nike, Tommy 
Hilfiger and Northface to showcase new products

Pop up shops for new gaming products like 
FIFA22, Animal Crossing, Mario Cart

Pop up shops to talk to and experience brands like 
Facebook, Google, Instagram, TikTok, Snapchat

Pop up shops to try a musical instrument

None of these

%
30

17
17

25

22

17
11

21

22

8
9

18

19

6
4

14

18

0
0

10

17

3
4

8

12

35

2

70

3

73

8

50
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All	age	cohorts	expressed	a	similar	interest	in	price	comparisons	services	
to	easily	find	where	to	get	the	lowest	prices,	advice	centre	like	Martin	
Lewis	MoneySavingExpert	and	tech	advice	for	electronic	devices.

Gen	Z	respondents	were	
significantly	more	like	y	to	say	that	
the	ability	to	spread	payments	
across	3	months,	beauty	advice	
and	‘personal	shopper	would	make	
them	more	likely	to	increase	the	
frequency	of	their	visits.

	

P e r S o n A l  S H o P P i n g  S e r v i c e S
Finally,	the	survey	examined	more	personal	shopping	services	that	could	
influence	to	visit	a	shopping	centre	or	mall	more	frequently.

Gen Z

Millennials

Generation X

Boomers

Price comparison services so you can easily find 
where to get the lowest prices

Clothing style advice

Ability to split purchases to three equal payments 
over 3 months

Advice centre like Martin Lewis 
MoneySavingExpert

Beauty advice

Personal shopper

Tech advice for electronic devices

None of these

%
24

26
20

28

22

7
1

12

19

3
3

11

18

20
23

19

18

8
4

9

14

4
0

6

13

35

13

52

18

61

14

45
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For	further	information	about	ADV	research	or	to	ask	about	this	
consumer	sentiment	survey	please	contact:

Geoffrey	Dixon,	Head	of	Research
A different view
Geoffrey@adifferentviewonline.com
+	44	(0)	7775582305
www.adifferentviewonline.com

A different view offices	
UK	-	Rosalind	Johnson,	Director
Rosalind@adifferentviewonline.com
+44	(1362)	688109
USA	-	Sylvia	Matiko
Sylvia@adifferentviewonline.com
+1	(615)	319-4942

Yael	S.	Coifman,	Senior	Partner
leisure development Partners llP
Yael@leisuredevelopment.co.uk
tel:	+44	(0)	20	7129	1276
mobile:	+44	(0)	7780	700943
http://leisuredevelopment.co.uk/

Paul	Wealleans
Panelbase.com
paul.wealleans@panelbase.com
+44	(1434)	611164

Report design and layout Julie Bunting Dixon  
juliebuntingdixon@gmail.com.
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