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“Despite a relatively saturated factory outlet market in the
UK and a challenging retail environment, retail sales
through factory outlet schemes continue to grow. The
leading operators have tapped into an appetite for
discounted clothing, offering value for money.”

— Samantha Dover, Retail Analyst
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This report looks at the following areas:
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e Opportunities to encourage more frequent visits
e Using digital to enhance outlet proposition
e Attracting new consumer groups with compelling tenants
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store.mintel.com

The factory outlet market continues to grow, despite a challenging retail environment. Mintel estimates
that UK retail sales through factory outlets reached £2.2 billion in 2015 with further growth of 8.8%
forecast in 2016. Alongside strong like-for-like growth at existing outlet centres, the market has been

boosted by major new openings in recent years, including London Designer Outlet (350,000 sq ft) and
Resorts World Birmingham (538,000 sq ft).

The market is dominated by a small number of leading operators and the larger schemes continue to
outperform and drive growth in the sector, attracting high footfall and sales volumes with a strong
tenant proposition. Furthermore, the move from a selection of the leading operators towards proximity
outlet schemes has generated a new interest in outlet shopping, fuelling further growth by attracting a
new younger demographic.

Inbound tourism continues to have a positive effect on the market and the year-on-year uptrend in the
number of international consumers visiting the UK (up 4.9% in 2015) will continue to benefit the
leading schemes. Beyond the annual uplift in inbound tourism, the weak Pound since the EU
referendum is expected to have boosted international sales at factory outlets as overseas shoppers
headed to the UK to exploit the exchange rate.
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Advertising and Marketing Activity

Leading operators increase advertising spend
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McArthurGlen is the biggest advertiser

Figure 32: Total recorded above-the line, online display and direct mail advertising expenditure on factory outlets, by leading
operators, 2015

;igure 33: Total recorded above-the line, online display and direct mail advertising expenditure on factory outlets, by operator,
11-15

Spending peaks in November

Figure 34: Total recorded above-the line, online display and direct mail advertising expenditure on factory outlets, by month, Jan
2015-September 2016

TV is the biggest advertising channel
Figure 35: Total recorded above-the line, online display and direct mail advertising expenditure on factory outlets, by media type, 2015
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McAthurGlen Universal music campaign

Bicester Village menswear campaign
Figure 36: Bicester Village - Menswear: The New Standard, 2015

Nielsen Ad Intel coverage

The Consumer — What You Need to Know

Factory outlet usage remains low

People willing to travel 45 minutes on average

Clothing is the most purchased product category

Free parking is the factor most likely to attract consumers
Demand for seasonal events is high

Opportunity to draw shoppers in with an online browsing tool

Who Shops at Factory Outlets

Almost a third have never visited a factory outlet
Figure 37: Usage of factory outlets, September 2016

Consumers typically shop less than once a year
Figure 38: Frequency of factory outlet visits, September 2016

Women are more likely to shop at outlets
Figure 39: Frequency of factory outlet visits, by gender, September 2016

Young people shop more frequently
Figure 40: Frequency of factory outlet visits, by age, September 2016

Usage is dependent on affluence
Figure 41: Frequency of factory outlet visits, by socio-economic group, September 2016

Those with children more likely to visit
Figure 42: Frequency of factory outlet visits, by parents and non-parents, September 2016

Time Consumers Are Willing to Travel

Consumers will travel an average of 43 minutes
Figure 43: How long consumers are willing to travel to a factory outlet, September 2016

Millennials most willing to travel
Figure 44: Average time consumers are willing to travel to a factory outlet, by age, September 2016

Those in London and North East happy to travel
Figure 45: Average time consumers are willing to travel to a factory outlet, by location, September 2016

What Consumers Buy at Factory Outlets

Clothing drives outlet purchasing
Figure 46: What consumers buy at factory outlets, September 2016

Footwear second most popular product category
Figure 47: What consumers buy at factory outlets, September 2016

Affluence impacts purchasing
Figure 48: What consumers buy at factory outlets, by socio-economic group, September 2016
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Young men shop at outlets for electricals
Figure 49: What consumers buy at factory outlets, by gender, September 2016

Clothing and homewares popular amongst mature women
Figure 50: What consumers buy at factory outlets, by age, September 2016

Repertoire analysis
Figure 51: Repertoire of what consumers buy at factory outlets, September 2016

Encouraging More Frequent Visits

People attracted by free parking
Figure 52: Factors that encourage consumers to shop at factory outlets, September 2016

Women most concerned with brand offer
Figure 53: Factors that encourage consumers to shop at factory outlets, by gender, September 2016

Young shoppers attracted to city centre outlets
Figure 54: Factors that encourage consumers to shop at factory outlets, by age, September 2016

Affluent consumers demand a pleasant environment
Figure 55: Factors that encourage consumers to shop at factory outlets, by socio-economic group, September 2016

Interest in Leisure Concepts

Seasonal events prove popular
Music and art reach a broader audience
Figure 56: Interest in leisure events at factory outlets, September 2016

Cinemas rank as the top leisure facility
Figure 57: Interest in leisure facilities at factory outlets, September 2016

Children’s activities are a top priority
Figure 58: Interest in children’s leisure facilities and events at factory outlets, September 2016

Figure 59: Interest in leisure facilities at factory outlets, by parental status, September 2016

Attitudes towards Factory Outlets

Demand for an online browsing tool is high
Figure 60: Attitudes towards factory outlets, September 2016

The threat of online is driven by convenience
Figure 61: Attitudes towards factory outlets, by demographics, September 2016

Women attracted to outlets by strong brand proposition
Figure 62: Attitudes towards factory outlets, by gender, September 2016

Young people drawn to high street with discounting
Figure 63: Attitudes towards factory outlets, by age, September 2016

Jewellery and watch shoppers want luxury
Figure 64: Attitudes towards factory outlets, by products purchased, September 2016

Further Analysis — Target Groups

Figure 65: Attitudes towards factory outlets, target groups, September 2016

Key characteristics
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Price Concerned
Product Focussed
Convenience Seekers

Apathetic Shoppers

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

Appendix - Market Size and Forecast

Forecast Methodology
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