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Abstract- This study explores shopping tourism in the UK and examines it as an attraction tool for wealthy tourists to the 
UK‟s capital city London. The study aims to identify the scope of shopping tourism used by countries such as the UK as a 
tool of attracting wealthy tourists. This study adopts the quantitative research approach through surveys in attaining the 
results required. Results demonstrate how the UK tourism market is an experience-based market and has recently become an 
attraction for luxurious brand shoppers. The term Trexit is introduced as a new form of tourism generated by the Brexit. If 
addressed appropriately the Trexit can assist in any negative economic retaliations of the Brexit. The study concludes that 
shopping tourism is yet to further incline in years to come, however, government support and cooperative planning with the 
retail industry is required as a means of further strengthening this developing sector. 
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I. INTRODUCTION 

 

The growth rate of the tourism industry is expected to 

double in the next 25 years (Mijalce and Sinolicka, 

2012). Kennell and Chaperon (2013) pointed out that 

tourism is one of the largest growing economic 

sectors across the world. Increased spending among 

luxury tourists is the reason for this prediction. 

People from around the world tend to travel to the 
UK with the intention of shopping, most of which 

engage in luxurious shopping. Tourists travel to UK 

due to its elaborated shopping choices as wealthy 

tourists have their needs catered for. Tourists seeking 

luxurious shopping have derived from several factors, 

some of which include the changing nature of 

income, and the need to spend more. According to 

Miracle and Sinolicka (2012) there has been a rapid 

growth in the income of the middle-class population 

in recent years. Similarly, Gu et. al. (2016) suggest 

that the growing income of people in recent years has 
resulted in an increased spending amongst luxury 

tourists. One of the main goals of the UK tourism 

sector is to attract luxury tourists. The marketing 

strategies in this sector attempt to motivate luxury 

tourists to spend money on luxury trips to the UK. 

These marketing and advertising strategies focus on 

the sophisticated and exclusive luxury shopping 

experiences they get accessed to (Gu et. al., 2016). 

Moreover, according to visitbritain (2013) shopping 

is one of the most popular activities for overseas 

visitors to Britain, with at least 57% of all visits 

involving shopping in 2014, an increase of around 
70% amongst leisure visitors. 

Beneki, Eeckels and Leon (2012) explain how the 

extent to which a country attracts tourists depends 

largely on its culture, history, and architecture. The 

factors that make a tourist destination attractive 

include nightlife, shopping, and cuisine which form 

the basis of providing a more modern edge. The 

tourist businesses make use of attractive tools and 

techniques for increasing the number of tourists in the 

region more effectively (Beneki, Eeckels and Leon, 

2012). Developed countries such as the UK present 

an enormous market for tourism where the customer 

preferences and choices are formulated in accordance 

with heritage, infrastructure, traditions, and culture, 

which also includes shopping. Data published from 

visitbritain (2015) demonstrates how over twenty two 
million visitors visited the UK in 2014 and the visit of 

each visitor included a visit to shop. Over half a 

million tourists according to visitbritain (2015) 

visited the UK solely for shopping. Statistics 

published by visitbritain (2015) suggests that the 

average spend per tourist on shopping is £960 per 

visit. This data is presented for all tourists and not for 

the luxurious shoppers only. The UK has a strong 

history of infrastructure, culture, values and 

customary measures which are widely popular 

amongst the wealthy tourists, which encourages them 
to visit the UK. As per Crick (2011), it is important to 

consider that from an economic perspective, the 

tourism industry is based on the demand phenomenon 

hence it is important to understand the scope of 

customer preferences because of their leisure interests 

and behaviors. 

 

II. UNDERSTANDING THE UK SHOPPING 

TOURISM 

 

The purpose of tourism has received significant 

attention in the literature. There are different factors 
that have an impact on the motivation to travel 

including shopping, exploration, education, and 

others as per Beneki, Eeckels and Leon (2012). 

According to Everett and Slocum (2013) shopping is 

one of the independent variables which impacts the 

choice of a tourist destination. Everett and Slocum 

(2013) explain that a majority of tourists travel to 
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destinations for the purpose of shopping. The authors 

also suggested that tourists who value luxury are 
likely to give significant importance to shopping 

when traveling. Therefore, the destination that is 

defined as attractive attracts these tourists (Jackson 

and Zang, 2015). Kennell and Chaperon (2013) 

explain that the luxury shopping habits of tourists are 

driven by two factors including durability and the 

quality of goods. Kennell and Chaperon (2013) argue 

that when shopping for luxury goods, tourists often 

consider whether it will add value to their social 

position or not.  

Garrod (2012) explains how shopping is an important 

factor that affects the choice for choosing a 
destination. The interaction between sellers and 

tourists is an important factor that motivates tourists 

to engage in luxury shopping. Garrod (2012) argues 

that the marketing strategies of businesses operating 

in countries where the number of tourists is high 

involves elements that result in attracting tourists, 

such as shopping as an attraction. Therefore, these 

businesses offer products and services that attract 

tourists from different locations. Mijalce and 

Sinolicka (2012) argue that the question of why 

people travel could give an idea of the patterns of 
luxury shopping. The authors suggest that wealthy 

tourists perceive luxury shopping as a way of 

relaxation. Accordingly, most marketing programmes 

for UK tourist companies highlight major shopping 

destinations in the United Kingdom. The shopping 

tourism market presents a great business opportunity 

for tourist companies. In the past few years the retail 

tourism industry, ie: tourists for the sole purpose of 

shopping, has become the fastest growing product in 

the tourism sector as it received lots of attention from 

countries due to its extremely high potential (Deloitte, 

2012).  
Furthermore, in an effort to attract luxury tourists, the 

UK tourism sector has highlighted and advertised all 

major shopping destinations in the UK (Kennell & 

Chaperon, 2013). In the UK, shopping tourism is 

promoted to attract travelers from around the world. 

Choi, Heo, and Law (2015) explain how London is 

the prime destination for luxury shopping and has 

boosted the potential of shopping tourism in the 

country. Choi, Heo, and Law (2015) further explain 

that London shopping offers everything from flea 

markets and vintage shops to luxury department 
stores like Selfridges and Harrods. Oxford Street, 

Regent Street and Knights Bridge are the prime spot 

for sophisticated luxury shopping (Choi, Heo, and 

Law, 2015).  

Tourism is a key and essential sector for the British 

economy as it accounts for about 10% of employment 

within the country, and is about three times bigger 

than the motor industry (Ridgway, 2017). Ridgway 

(2017) explains how tourism in the UK is based on an 

exceptional second to none experience, and is thus a 

desired visiting destination by most people around the 

world. The UK applies several strategies in an effort 

to attract various types of tourists, including the 

wealthy ones. According to Gu et al. (2016) 
innovations in the tourism industry are driven in 

technologically advanced setup and settings and bring 

together the interests of visitors from all age groups. 

New tourism sites are created to capture the market 

and attract new and repeated visitors from different 

parts of the world. There are various types of 

attractions that attract tourists, including the big 

money spenders, or the wealthy tourists (Gu et. al., 

2016). The occurrence of theme parks and other 

entertainment events have highly assisted in 

improving customer experiences and engaging more 

and more customers (Leask, Fyall and Barron, 2013).  
Additionally, according to Visit England (2016) the 

main tourism attraction to the UK is the destination 

itself as it is an appealing destination to visit due to 

its wide variety of offerings which include heritage 

cities, country-sides, a variety of national parks and 

long stretches of coastline. The report published by 

Visit England (2016) explains that alongside the 

latter, the key attraction remains the vibrancy of cities 

such as London and the offerings available from 

hospitality to entertainment, amusement and 

shopping. 
The UK realizes the importance of long term 

strategies for the further development and 

sustainability of the UK as a popular tourism 

destination. The report by Visit England (2016) 

discusses a 2020 tourism strategy that the British 

government put into place in an effort to attract more 

international tourists. Liu and Lin (2011) explain that 

the British government is implementing tourism 

strategies that would attract a larger segment of 

higher value tourists, which refers indirectly to more 

wealthy tourists, and maximize their visiting capacity 

all year long. The 2020 UK tourism strategy includes 
a marketing plan that combines essential players from 

the public sector with key player from the private 

sector, which would then encourage communal 

investment and could deliver higher returns 

(Ridgway, 2017). Such high return will achieve the 

required sustainable growth in tourism visitors to the 

country. 

 

III. ANALYSING THE UK SHOPPING 

INDUSTRY 

 
Qualitative and quantitative research in the form of 

interviews and questionnaires were formulated and 

conducted for this study. The research was based on 

four key objectives which included exploring the 

concepts of luxury and shopping tourism, and 

evaluating the shopping tourism sector of the UK. 

The objectives also included the evaluation use of 

shopping tourism by the UK tourism sector to attract 

wealthy tourists, and understanding shopping tourist‟s 

behavior in the UK. 

Results demonstrated that male shoppers are more 

dominant in luxurious shopping than females. 
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Fig. 1. Gender 

 

The larger number of male shoppers explains that 

although females did not wish to participate in this 

survey while they shopped, they could also be more 

interested in cheaper shopping than males. In a 

research conducted by Wharton (2007) on male and 

female shoppers, the research suggests that males are 

the buyers while females are the shoppers (Wharton, 

2007). This implies that males do the buying, and 

tend to just buy the brand, or a brand that they have in 
mind, while females go around looking for fashion. 

Data also suggested that tourists visiting UK 

luxurious shopping outlets are mostly between the 

ages of 26 and 50, which indicates that they are the 

working class that can afford such expenditure. They 

are also more educated and, thus, luxury shopping 

might be related with the more educated as they are 

up-to-date with the latest fashion and modern designs. 

This also suggests that the more educated are the 

tourists travelling to the UK to engage in luxurious 

shopping. Their education permits them to know 

more about worldwide destinations such as the UK. 

 
Fig. 2. Average Household Income 

 

Data also revealed that 60% of all visitors earn over 

£30,000 indicating that they are in very good 

financial conditions and can easily afford luxurious 

shopping. Therefore, luxurious shopping is an 

attractive market for the younger to middle-age age 

group that earn relevantly good incomes and enjoy 

the latest trends due to their education. This is what 
Visit England (2016) referred to when suggesting that 

the key attraction remains the vibrancy of cities such 

as London and the offerings available from 
hospitality to entertainment, amusement and 

shopping. Hence, the larger male shopper population 

could also be due to the destination itself, London, 

where males are attracted to its shopping and other 

aspects such as entertainment and nightlife. The latter 

is also consistent with the discussion of Gu et al. 

(2016) by stating that innovations in the tourism 

industry are driven in technologically advanced setup 

and settings and bring together the interests of visitors 

from all age groups. Therefore, innovations in the 

way Oxford street and Harrods attract the more 

educated due to superior knowledge of latest trends 
attracts most age groups from the mid-20s to the mid-

50s. Ridgway (2017) had explained how tourism in 

the UK is based on an exceptional second to none 

experience, and perhaps this is also the key driver for 

the younger and highly educated age groups for 

visiting the UK. Moreover, the majority of tourists 

experiencing luxury shopping in the UK are not first 

time visitors to the country.  

 

VisitBritain (2015) explain that the repeat tourists to 

the UK tend to stay longer that first time visitors, and 
certainly spent more per night in comparison to the 

first time visitors. This indicates the importance of 

the repeat visitors to the UK. Such tourists are aware 

of the destination and its offering and are the ones to 

come back on several repeated visits to spend more. 

Consequently, repeat visitors are essential for the UK 

tourism economy, and restrictions that are presented 

in the minds of consumers, as explained by Crick 

(2011) due to UK legislations, need to be eased so 

that such tourists can be encouraged on returning. Liu 

and Lin (2011) explained that the British government 

is implementing tourism strategies that would attract 
wealthy tourists. This would not be required as data 

suggested that repeat tourists are the luxurious 

shoppers, and thus, if strategies focus on encouraging 

tourists to return back to the UK, they would spend 

more, and the tourism industry would strive even 

further.  

 

 
Fig. 3. Motive Behind the Visit 
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Furthermore, data suggested how the majority of 

tourists to the UK are influenced by its retail industry 
and are influenced to travel to the UK as for the 

shopping it offers, with the majority of tourists opting 

for beauty, shopping and luxury shopping as the three 

key themes for their motive to visit the UK. Thus, 

shopping is used by the UK government as an 

attraction tool for tourists to visiting the destination. 

This is what Leask, Fyall and Barron (2013) 

indirectly related to when suggesting that the UK has 

been identified as one of the most reputable countries 

where entrepreneurs deal well with customers and 

observe business regulations. This is the case of 

luxurious retail outlets.  
 

 
Fig. 4. Money Spent over Shopping 

 

The UK used London as a key global destination to 

attract tourists to its luxurious retail industry. This is 

what Mijalce & Sinolicka (2012) as a physical 

surrounding which is made more attractive to tourists 
when visiting a destination. London is historically, 

and remains to date, and important global destination 

due to its physical surroundings. However, there 

seems to remain a clear need to developing luxurious 

shopping even further in the UK, and more efforts are 

required by the government is doing so. Garrod 

(2012) had explained how purchasing patterns are 

popular among wealthy customers, and this indicates 

the need to focus on more attractive approaches for 

engaging these customers. Thus, new strategies are 

still required by the UK government to further 

develop the shopping industry. Consequently, it is 
suggested that rather than the government focussing 

on new wealthy tourists visiting the country, it should 

focus on bringing back regular tourists, but finding 

means of encouraging to do more shopping and spend 

more on luxurious shopping when visiting the UK.  

Leask, Fyall, and Barron (2013) had suggested that 

wealthy tourists are more likely to be addicted to 

luxury shopping while visiting different tourist 

locations, and it is this addiction that the country 

needs to find strategies for in attracting tourists and 

developing the luxurious tourism market.  
Moreover, data illustrated that tourists visiting the 

UK are willing to spend on luxurious shopping, and 

plan their spending budgets accordingly in advance of 

their visits. They are also happy to spend beyond their 

budgets if necessary and are mostly satisfied with 
their shopping experiences during their visits. 

However, shopping experiences can still be enhanced 

as 60% were satisfied with their shopping experience 

while 40% were either not happy or not sure. This 

implies that the government needs to enhance 

shopping experiences which would certainly 

encourage more tourists on repeating their visits to 

the destination, and spend more in luxurious shopping 

if previous experiences were 100% satisfactory. 

Garrod (2012) explained that shopping is an 

important factor that affects the choice for a 

destination. Thus, if the experience is made positive, 
tourists would certainly return to the destination. 

When analysing the negative factors that impacted 

tourists during their shopping experiences, themes 

that merged included ambience, unavailability of 

products, non-friendly staff, lack of attention and 

high prices. Thus, the government is required to 

develop strategies that would force retailers to train 

their staff in being customer friendly with foreign 

tourists. This might also include training staff on 

foreign languages and ensuring that their people skills 

are superior. Hence, data revealed how happy tourists 
were willing to visit the UK again and indulge in 

luxurious shopping, while unhappy customers would 

not return, and this impacts negatively on the British 

tourism economy. Consequently, tourist attraction 

relies on a strategy that encourages repeat visitors to 

revisit the UK, and ensuring they are fully satisfied 

with their shopping experience when visiting the first 

time round, so that tourists can repeat their visit and 

spend more on luxury shopping.  

Moreover, themes that emerged in the review of 

literature and were applied in the conceptual 

framework are essential in developing luxury 
shopping tourism in the UK.  

Measure and Plans: measure and plans are required 

by the British government for the success and further 

development of the tourism industry in general. 

Without taking extreme measure and implementing 

reasonable plans, the tourism industry would not 

succeed as required. Based on the research findings, 

the measures require by the government are to 

encourage visitors to visit the country again and to 

force retailers to support all visitors to their retail 

outlets. Plans should be implemented based on the 
measures taken. For instance, if all retailers are 

requested to train their staff on customer friendliness, 

a detailed plan that outlines the deadlines in 

conducting such training, and the place where staff 

should get trained should all be included in a detailed 

plan issued by the government. This is similar to food 

and hygiene certificates required by kitchen workers 

to ensure that food meets the hygiene standards 

required.  Similarly, customer service standards are to 

be implemented.   

Trends: the British government is assessing latest 

trends and looking at technology development in 
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enhancing tourism to the UK. Such assessment by the 

government is correct but only if implemented in the 
correct manner. For instance, trends do not only 

include visitor trends, they should include fashion and 

product trends that customer and visitors would be 

interested in. If latest trends in fashion are found in 

the UK only, then surely more tourists would visit to 

experience and consume such trends.  

Management and Actions: are the actions 

implemented by fashion outlet managers when 

applying the measures suggested by the government. 

As the government seeks various methods in 

attracting tourists to the UK and spend more on 

luxurious shopping, managers have similar 
commitments in ensuring the return visits of their 

customers.  

Intentions:  once tourist‟s intentions are known by the 

government, such as the findings in this research 

which indicated that tourists have special budgets for 

luxury spending and are willing to spend more, the 

government actions should reflect upon such 

intentions and correct measures should be 

implemented to ensure tourists spend more. If more 

unique products with relevant promotions are made to 

customers then customers would be attempted to 
spend more.  

Desire: the desires of tourists are reflected in what 

they want. Data suggested how tourists were unhappy 

with their shopping experiences; they wanted to 

spend more if the products were available and desired 

returning back to the UK if their shopping 

experiences were positive. Thus, desires of tourists 

are a key factor in understanding tourist needs and 

developing methods for tourism development based 

on satisfying current visitors and ensuring their 

repeated visits.  

 

 
Figure 5: Recommendation for the UK 

 

Tourism, Retail Tourism, Shopping, Luxury Tourism: 

tourism is an essential industry for all economies. For 
the UK, it is an essential economy as VisitBritian 

(2017) suggests that 15 billion pounds were generated 

from tourism in 2015 alone. This is alongside other 

positive factors that this economy provides such as 

jobs. Tourism needs constant revival and long-term 

planning as tourist demands constantly vary. Thus, in 

order to ensure long-term development of the tourism 

industry, the UK government needs to create a close 
circle and strong ties between the public and private 

sectors, and as the retail industry is currently striving 

and attracting large numbers of tourists to the 

country, closer relations are required between the 

government and the retail industry as a means of 

enhancing the overall experience of tourists. Once the 

overall experience of tourist is enhanced, tourists 

would comfortably spend more on luxurious 

shopping and would frequently return to engage in 

luxurious shopping again. This would lead to a long 

term development of the tourism industry, and would 

also further develop the retail industry in the UK.   
However, the UK was recently faced with an 

unplanned and unexpected Brexit. The Brexit 

displayed an immediate impact on the British 

tourism. The Brexit henceforth referred to as Trexit, 

tourism impacted by the UK Brexit. Directly upon the 

referendum taking place, the British pound distorted 

making it inexpensive to travel to or within the UK 

and consume local British goods. Tourists from 

around the world booked trips to the UK: “A survey 

of over 500 tourism businesses shows a rise in 

tourism bookings and investment resulting from the 
Referendum” (Janson, 2016). A weaker pound is 

likely to encourage inbound and domestic tourism but 

discourage outbound tourism as overseas travel 

becomes more expensive: “In the short term Britain‟s 

tourism industry looks set to benefit from the weak 

pound as staycations increase and international 

tourists make the most of the exchange rate” 

(Chapman, 2016). Uncertainty and anticipation are 

words that best describe the current state of mind of 

British and EU tourism entities. The immediate effect 

of Brexit has been an increase in inbound and 

domestic tourism as a weak pound meant EU 
nationals could have more value for money and UK 

tourists less. There is a clear lack of agreement and 

understanding  on how the Brexit is yet to impact the 

British tourism industry, Trexit, however, so far all 

Brexit discussions and researches emphasise around 

what EU rules and regulations will have to be 

renegotiated or replaced and how these are likely to 

impact on customers and businesses (Janson, 2016). 

Hence, the retail industry is not yet clear. 

 

CONCLUSIONS 
 

This research focused on the luxury shopping in the 

UK. Luxury shopping is an important element of the 

tourism industry that attracts wealthy tourists to the 

UK. Although, some of the respondents seem not to 

agree with the context of UK shopping attractions due 

to fewer ventures of ambiance and unavailability of 

the products that related to their respective culture or 

region. However, the UK is still widely preferred as a 

shopping destination for most of the tourists and 

would certainly visit again repeatedly. In addition, the 

aspects of quality and luxury are widely 
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acknowledged by most of the tourists visiting the UK. 

This indicates the importance of luxury shopping in 
the tourism sector. 

Moreover, the finding revealed how shopping is 

essential in developing the British tourism economy 

as it attracts highly educated well earning and high 

spending tourists. Such tourists are encouraged to 

visit and engage in shopping activities due to the 

uniqueness of the destinations and all the offerings it 

has for tourists. Yet, tourist repeat visits are highly 

influenced by the experience received, and if positive 

such tourists are happy to repeat their visit regularly. 

The latter was the key finding of this research as the 

tourism industry in the UK then relies on repeat 
visitors that want to engage in luxurious shopping, 

and desire returning back to the UK in order to spend 

more. Hence, strategies are required by the British 

government that would encourage such repeat visits, 

and would encourage tourists to spend more on 

luxurious shopping activities. As suggested by 

Weidenfeld, Butler and Williams (2011), aspects of 

luxury and quality are vital components for most of 

the wealthy customers as they can afford anything.  

 

This has changed drastically for past years when the 
aspects of enjoyment and pleasures gained from 

viewing nature‟s beauty (Weidenfeld, Butler and 

Williams, 2011). Thus, latest fashion trends and 

luxurious shopping are now key factors in motivating 

tourist visits to a destination such as the UK. 

 

 Nonetheless, the Trexit is yet unclear on the future of 

the UK retail industry and the success of this industry 

lies in the new treaties and trade deals to be 

developed by the UK and worldwide countries, 

specifically the EU.   

 

RECOMMENDATIONS 

 

The UK government needs to implement action plans 

and measures that bring the private retail sector closer 

to the public sector. They need to implement training 

strategies for retail employees as luxurious shoppers 

seek more attention and demand more in regards to 

customer service.   

Strategies are also required by the government to 

ensure return visits by tourists, as data suggested that 

return tourists spend more on luxury shopping.  
 

Also, there is a great need for luxury shopping to be 

linked with the leisure industry such as the nightlife 

industry. Data suggested that luxury shoppers also 

enjoyed nightlife when visiting the UK. And thus, 

further promotions need to be made by the 

government that offer both luxury shopping and 

nightlife as a package for future tourists.  

 

Moreover, the British government needs to 

implement tourism marketing strategies that perhaps 

attract postgraduate students and professionals from 

around the world. Data suggested that the majority of 

luxury shoppers are good earners and well educated. 
Thus, such tourists should be aimed for with 

personalised marketing strategies that would attract 

them to shopping in the UK.  
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