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Competitive Socialising

4

01



170 new leisure 

brands in 5 years.

2019: An emerging market

+200% provision 

next 18 months

350 UK locations 
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What happened next?

Boom Battle Bar
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Expansion of combo operators

Boom Battle Bar
Lane7

Roxy BunkersGravity
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2025: Competitive socialising is here to stay

+500   UK 
locations

Source: Savills Research

+30% increase 

in CS supply by 2030

+40% increase 

in CS supply since 2019
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Changing places
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Source: Savills, GlobalData
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Leisure spend is increasing
1
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Fewer transactions, more big-ticket purchases?
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Newcastle

+21%
Sheffield

+24%

Manchester

+76%

York

+37%

Liverpool

+68%
Leeds

+57%

Source: Savills research

City centres are evolving

London city

+28%

London West End

+13%

Increase in food & beverage and leisure units, 2014-2024 
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Manchester’s cultural revolution
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Repositioning retail to leisure
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The future is immersive
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What is immersive?

Secret Cinema, Bridgerton
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Twist Museum
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The Cauldron
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The Lost Estate
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Balloon Museum

The fastest-growing sub-sector?
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The power of IP
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Eatertainment

The Lost Estate

Mama Mia The PartyDiecast

Avora
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Traditional leisure formats are following suit

Secret Cinema
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What next? 
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