
Trends, Predictions, and 
Go-To Strategies

Despite challenges for retailers during the 2021 
holiday shopping season, sales grew YoY and we 
expect to see a similar trend in 2022.

While concerns like rising costs and supply chain 
issues will undoubtedly shift consumer behavior this 
holiday, the spend forecast is still heading in a positive 
direction which is good news for brands, retailers, and 
advertisers.

One trend carrying over from 2021 is that online 
shopping demand is starting to level off, with 
consumers looking for new ways to balance digital and 
physical shopping channels. Many consumers view in-
person shopping as an extension of their online 
activity. This guide will help direct your omni-channel 
strategies for engaging consumers, what it means to 
elevate the in-store shopping experience, and how to 
deliver ahead of the uncertainty of the global market.

S T R A T E G Y  G U I D E  

Where will purchases take place?  
A mix of online and in-store. 

Mobile apps will drive nearly 50% of all ecommerce sales in 2022.4 In 
2021, brick-and-mortar growth outpaced ecommerce growth for the 
first time in a holiday season, proving complementary nature of in-
store and online purchase channels.
Consumers are bounce between apps, websites, and in-person 
shopping for the holiday season. An omni-channel method of 
advertising is key to ensure reach of consumers across all categories 
and locations.
. 

Increasing product and supply 
chain costs, plus an emphasis 
on value over loyalty.

Find out more at:www.groundtruth.comFind out more at:www.groundtruth.com

2 0 2 2  H O L I D A Y  S T R A T E G Y  G U I D E

Average cost of goods is seeing double digit 
increases compared to a year ago.1 Inflation is 
continuing to rise, meaning higher prices on 
consumer goods for the rest of the year.

Sending a 40’ container from Asia to the US 
costs nearly x14 what it did in 2019.2 Brick-
and-mortar stores have a huge opportunity to 
advertise products that are already in stock.

Value is expected to trump loyalty, with 50% 
of consumers in the US who were surveyed 
expecting to switch brands in order to save 
money and cut costs.3

What to Expect
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A Look Back: 2021 Holiday Trends

Holiday 2021 winners include apparel retailers, as people head back to the office and 
resume in-person events, as well as multi-channel retailers, benefitting from a dual strategy 
that focuses on promoting heavy in-store spending and ecommerce orders.4
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Sales growth performed well across every channel. Total holiday retail sales increased by 
16.1% from 2020 to 2021.4

While sales volume declined in 2021 for both Black Friday Weekend and Cyber Monday, 
in-store foot traffic increased as some shoppers stuck to time-tested traditions and 
hunted for good deals.4

Black Friday Weekend Cyber MondayThanksgiving

§ With many large retail 
chains closed, consumers 
turn to online shopping for 
Thanksgiving Day 
purchases.

Reasons Why Consumers Shop 
on Thanksgiving Day:5

§ Good Deals (58%)
§ Tradition (28%)

§ In 2021, US consumers 
spent $10.7B, -1.4% from 
2020, but Cyber Monday 
remained the largest online 
shopping day of the year.9

§ Smartphone sales increased 
by 8.4% from 2020.7

§ In-store foot traffic increased 
by 34.2%, compared to 
2020.6

§ Smartphone sales made up 
44% of all online 
transactions.7

Black Friday 2021 Search 
Volume (Oct 2020 – Sep 2021):8

§ “Black Friday Deals” (12M)
§ “Walmart Black Friday” (7M)
§ “Amazon Black Friday” (4M)

Find out more at:www.groundtruth.com
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Buy-Now, Pay-Later

Consumer use of BNPL hit an 
all-time high in December 
2021 and has increased 483%
since 2019.7,10 1 in 5 adults 
planned to use BNPL in the 
2021 holiday season, including 
38% of millennials and 21% of 
Gen Z.11 There is a big 
opportunity for retailers to 
market BNPL to audiences. 

H O L I D A Y  
P L A N N I N G :
T H E  
B R E A K D O W N

Apparel spending 
(specifically fitness 
and fashion) 
increased 26% from 
the 2020 holiday 
season, as Gen Z 
and Millennials in 
particular keep 
abreast of new 
fashion trends.13

Find out more at:www.groundtruth.com

A Look Ahead: 2022 Holiday Trends

The Return of Discounting Brick-and-Mortar

60% of all digital orders are 
influenced by the in-store 
experience.3 There is a big 
opportunity to use digital 
channels to drive visits to in-
person stores (click & collect, 
curbside pick-up, etc.). Due to 
supply chain issues, 442% 
more shoppers were expected 
to buy items in-store in 2021
YoY rather than waiting for 
online orders to arrive.13

Holiday Planning: The What

Compared to 2020 levels, festive apparel 
spending (parties/events) increased in 

202114

How much more consumers spent on 
ski gear and equipment from 202014

With many retailers over-
ordering in the 2021 holiday 
season, there is now a supply 
surplus issue. Retailers cannot 
afford to sell at a premium due 
to consumer concerns over 
inflation.12 To increase 
inventory turnover and remove 
excess stock, Salesforce 
predicts high discounts for the 
2022 holiday season.3

1 2 3

188% 10x

Find out more at:www.groundtruth.com

Top Performing 
Categories in the 2021 

US Holiday Season4

Apparel

Computer and 
Consumer Electronics

Auto and Auto 
Parts 

Most Popular Online 
Searches (Oct 2020 –

Sep 2021)8

Laptop (66M)

Flights (61M)

TV (56M)

Other Brands/Industries 
Profiting in the 2021 

Holiday Season4

Away (vacation 
rental/travel)

On Running 
(fitness/lifestyle)

Shein 
(fashion/affordability)
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of consumers plan to shop 
earlier compared to 20203.57% 

35% 

Find out more at:www.groundtruth.com
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Average 2021 Foot Traffic, Indexed to Period Shown
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Source: GroundTruth Visitation Data. Compared to average for the timeframe of 9/1/21 through 1/15/22.

While foot traffic visits to certain retail 
locations peaked in Nov-Dec 2021, trends 

show that visits begin as early as September.

Locations with the Highest Increases in Foot Traffic
(Sep 2021 – Jan 2022) 

1. Casual Dining 6. Apparel & Accessory Stores

2. Coffee Shops 7. Off-Price Stores

3. Department Stores 8. Pizza Restaurants

4. Fast Casual Restaurants 9. Malls

5. Quick Service Restaurants 10. Airlines

Holiday Planning: The Where

Source: GroundTruth Visitation Data. Compared to average for the timeframe of 9/1/21 through 1/15/22. Find out more at:www.groundtruth.com
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Trips to Retail Stores, including alcohol, jewelry, and home improvement, 
spiked +113% above average the Saturday before Christmas and +129% the 
Saturday before Thanksgiving.

Visits to Hotels, including luxury and economy, saw a +52% increase the 
Saturday before  Christmas and a +73% increase foot traffic the Saturday 
before Thanksgiving.

Restaurant locations, including fast casual and fine dining, saw a +42% 
increase the Saturday before Christmas and a +85% increase in foot traffic the 
Saturday before Thanksgiving.

of consumers plan to shop 
earlier compared to 20203.57% 

35% 

Find out more at:www.groundtruth.comSource: GroundTruth Visitation Data. Compared to average for the timeframe of 9/1/21 through 1/15/22.
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Day over Day Foot Traffic to Holiday-Related Locations in 2021

Car Rental Airline Hotel Restaurant Retail

Source: GroundTruth Visitation Data. Compared to average for the timeframe of 9/1/21 through 1/15/22. Find out more at:www.groundtruth.com
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Find out more at:www.groundtruth.comSource: GroundTruth Visitation Data. Compared to average for the timeframe of 9/1/21 through 1/15/22.
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Foot Traffic to Luxury and Off-Price Retail Locations Compared to Average Retail
9/1/21 – 1/14/22 

Retail Total Luxury Off-Price

Visitation trends to Luxury and Off-Price retail locations had similar peaks and valleys but some key 
differences.

1. Foot traffic to Off-Price Stores spiked days before Thanksgiving, up 137% above average on 
November 20th.

2. While traffic to retail locations tends to increase on Black Friday, Luxury Stores saw the largest 
increases in foot traffic on the deal-centered holiday, with foot traffic up 188% compared to average 
likely tied to shoppers wanting to score big with deep discounts on high-priced items.

3. The Saturday before Christmas often sees the largest spike to retail locations as last-minute shoppers 
flock to stores to finish their shopping list. With no time to wait for delivery, in-store trips see a huge 
increase. Both Off-Price and Luxury Stores saw the normal bump in traffic, but while Off-Price saw an 
increase of 139% compared to average, Luxury Stores saw over 3X their average foot traffic from in-
store shoppers making them the go-to for the perfect gift.

*Compared to the average for the timeframe (9/1/21-1/14/21)

1

2

Luxury vs. Off-Price

How did visitation fluctuate during the 2021 holiday season? 

3

Find out more at:www.groundtruth.com
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Find out more at:www.groundtruth.comSource: GroundTruth Visitation Data. Compared to average for the timeframe of 9/1/21 through 1/15/22.
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Foot Traffic to Restaurant Categories
9/1/21 – 1/14/22 

Bakery/Dessert Fast Casual Fine Dining Pizza QSR

Average Shift in Foot Traffic 
Increases to Restaurant 

Categories  in Nov/Dec vs. 
Sept/Oct 2021

Fine Dining +28

Pizza +24

Casual Dining +24

Coffee +22

Fast Casual +21

QSR +19

Bakery/Dessert +16

Visitation trends to Restaurants see major spikes during 
the winter Holidays.

1. Foot traffic to Fine Dining Restaurants increased +28% in 
November and December compared to September and 
October. The busiest days were the Friday November 19th

(+81%), Saturday November 20th (+126%) and Saturday 
December 18th (almost 2X the average). 

2. QSR Restaurants saw a sharp incline in foot traffic in the days 
leading up to Thanksgiving, likely due to an increase of 
travelers on-the-go.

3. Top 3 days for Pizza pizza pick-up during the winter months 
in 2021 were the Friday and Saturday before Thanksgiving 
(up +66% and +87% above average respectively).

*Compared to the average for the timeframe (9/1/21-1/14/21)

1

2
3

Hungry Holiday Celebrants

From snack breaks to festive dinners, the holidays drive more traffic for restaurants. 

Find out more at:www.groundtruth.com
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Foot Traffic to Travel-Related Categories
9/1/21 – 1/14/22 

Car Rental Airline Hotel Total Economy

Extended Stay Luxury Hotel Mid-Tier

Average Shift in Foot Traffic to 
Travel Categories  in Nov/Dec vs. 

Sept/Oct 2021

Extended Stay 29

Airline 27

Luxury Hotel 27

Economy 27

Mid-Tier 22

Car Rental 18

Visitation trends to Travel-Related categories see key 
increases across airports, extended stay, and hotels.

1. Airports see key foot traffic occurring the weekend before 
Thanksgiving:  Friday November 19th traffic was up +84% 
above average followed by Saturday November 20th at 
+68% above average and Thursday November 18th at +59% 
signaling a heavy travel holiday.

2. Extended Stay locations saw a +29% increase in visits in 
November and December 2021 compared to the two 
months prior.

3. Luxury Hotels saw a +27% increase in foot traffic in 
November and December 2021 compared to September 
and October.

*Compared to the average for the timeframe (9/1/21-1/14/21)

1
32

Holiday Travelers

Whether renting a car or flying cross-country, the holidays bring shifts in travel behavior. 

Find out more at:www.groundtruth.com
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Halloween
10/31

Cyber Monday
11/28

Super Saturday
12/17

Christmas
12/25

Returns & 
Exchanges

Black Friday
11/25

Small Business Saturday
11/26

Thanksgiving
11/24

New Year’s Eve
12/31

37% Of shoppers plan on buying holiday gifts 
earlier compared to previous years.3

Audience spotlight
on groups that 
showed increases 
in foot traffic to 
holiday-related 
locations around 
the holiday 
timeframe.15

Find out more at:www.groundtruth.com

Deliver on your KPIs

50% 

1.9% 

Of consumers plan on beginning their holiday 
retail shopping prior to Thanksgiving.14

The amount that spending from November 
to December in 2021 decreased.14

Holiday Planning: The Who

Focus on Cross-Channel Targeting to reach 
core audience groups across multiple screens.  

Not only can GroundTruth serve media across 
all screens, but we can also measure the 
impact of marketing campaigns on driving 
visits to brick-and-mortar stores.

B R A N D  A W A R E N E S S C O N S I D E R A T I O N V I S I T S

Guide customers through your doors with strategies like Proximity Targeting or creative solutions that underscore 
the urgency of making a purchase, like a limited time offer.

Leverage tactics like Custom Audience 
Targeting or Conquest Targeting. These can 
help reach loyal patrons or gain share of 
market from competitors.  

Holiday Planning: The When

Demand will continue to pull forward earlier in the holiday season. 

October November December January

95% more likely to also be a

91% more likely to also be an

Pizza Lover

Arts & Crafts Lover

64% more likely to also be a Car Renter

Find out more at:www.groundtruth.com
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RetargetingCustom AudiencesLocation 
Audiences

Recommended Strategies

Your consumers are more than their online behavior. The places people go are truer indications of 
habits and intent than a visit to a website. That’s why GroundTruth leverages physical real-world data to 
build unique audience and targeting solutions that help you understand and reach the right people at 
the right time. 

So, what are some of the ways that GroundTruth can help you reach holiday shoppers with precision? 

Reach Audiences Based on Past Visitation Behaviors

Reach Best-in-Class 
Audiences

Eliminate Wasted Dollars 
and Impressions

Maximize your Holiday 
Strategy

Behavioral 
Audiences

Plug in an additional layer 
of audience data with 3rd

party audiences.

Reinforce your message 
and influence by 

targeting key audiences
multiple times across 

multiple devices.

Proximity Targeting:  Define a geofence around a 
specific location to connect with audiences nearby 
and drive them to your location.

Retail Block Targeting:  Reach shoppers within a 
shopping center boundary.

Neighborhoods: Use location targeting to identify 
residential areas frequented by your target 
audiences.  Discover relevant areas with affinity to 
your brand that you hadn’t considered before.

Connect with audiences 
based on a mix of intent 
signals across behavior 

and demographic 
attributes.

Target audiences based 
on past visitation to 
specific category or 

brand locations.

Reach Audiences in Real Time

Connect with consumers while they’re on the go. 

Find out more at:www.groundtruth.com
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Custom Audience Targeting: Layer on 1st or 3rd party data onto 
GroundTruth’s audiences to hyper focus on a specific persona. GroundTruth 
has several attributes that marketers can tap into to customize targeting as 
needed.

Cross-Device Targeting: Target your potential audiences earlier and 
across more screen to keep your brand/product top-of-mind. Influence 
the planner’s shopping list whether its brand awareness or promoting the 
“it gift” of the season.

Behavioral Audience Targeting: Align your marketing strategy with likely
shoppers based on past behaviors. For example, if they’re a discount
shopper, they’d be the right audience to message with deep discounts or
off-price locations. In comparison, luxury shoppers would be more likely to
make a purchase at a designer retail stores with a higher price point.

Cross-Device Targeting: Extend the reach of  your message across key media 
consumption moments by retargeting across media channels. Power 
campaigns with GroundTruth’s rich audience data and reinforce your 
marketing across channels. For example, leveraging CTV targeting with a GT 
QR code to connect viewers directly with your gift guide.

Behavioral Audience Targeting: Connect with GroundTruth’s Behavioral 
Audiences to reach shoppers based on past visitation patterns, demographic 
data, and more. i.e. Promote sale days or special offers to key audiences 
based on price point, such as Discount Shoppers, Luxury Shoppers, and 
Jewelry Shoppers.

Neighborhood Targeting: Optimize your targeting by focusing on specific 
geo blocks with high affinity to your retail locations, meaning that you serve 
ads in areas where shoppers who frequent your location are also observed.
You can layer additional filters to this block to home in on specific audiences.

In-Stock Targeting: With direct insight into stores’ inventory, GroundTruth can 
dynamically turn media on or off based solely on your product availability at 
nearby surrounding stores. Drive shoppers to stores with inventory to ensure 
that they get their shopping done in time while maximizing media spend.

On Premise Targeting: Message consumers on the retail lot or within a 
specific store to incentivize them to to purchase a particular item once they’re 
through the doors. For example, target shoppers within the retail block or 
mall to keep your store top of mind.

Location Audience Targeting: Reach likely shoppers based on past 
behaviors to stay top of mind during the last-minute dash. If driving them 
online, include a dynamic countdown for shipping cut-offs to help
promote urgency and drive conversion. If driving them in-store, 
messaging limited-time offers or in-store availability of in-demand items 
are effective strategies.

Find out more at:www.groundtruth.comFind out more at:www.groundtruth.com

Reach the Right Audiences

THE DEAL SEEKER

Strategies to connect with 
value-driven shoppers.

THE HOLIDAY PLANNER

With 37% of consumers 
planning to start their 
holiday shopping earlier, 
reach your customers as 
soon as possible in their 
consumer journey.3

THE LAST-MINUTE GIFTER

Leverage some of these 
tactics to focus on key 
details for shoppers, i.e.
product availability and 
same-day pick-up/delivery. 

http://www.groundtruth.com/
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Bring Your Creatives to Life

Engaging ads that are eye-catching and connect your audiences with your brand.

What is a GT QR Code? GT QR Codes are the first intent-based quick 
response ad solution powered by Flowcode through next-generation QR 
technology. 

These customizable QR codes allow marketers to go beyond impressions 
and brand awareness by creating digital and offline engagement 
opportunities with consumers through big screen TV ads with full closed-
loop measuring capabilities.

GroundTruth 
Targeting 
Tip

D E S K T O PM O B I L E C T V

Find out more at:www.groundtruth.com

T R A V E L
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Interested in learning more? 

hello@groundtruth.com

About GroundTruth

We’re an advertising company that leverages physical 
world data to build unique audience and targeting 

solutions for marketers. 

@groundtruthco

GroundTruth is accredited by the Media 
Ratings Council for our location, place, and 

visit datasets. Better performance begins 
with more accurate and trusted data.

R E T A I L

M O B I L E D E S K T O P C T V

Find out more at:www.groundtruth.com

R E T A I L

Bring Your Creatives to Life

Omni-channel approach ensures consistency and reinforcement of your messaging

Sources: 1) US Bureau of Labor Statistics, 2) Freightos, 3) Salesforce, 4) eMarketer, 5) National Retail 
Federation, 6) Business Wire, 7) Highlands Digital, 8) SEM Rush, 9) eMarketer, 10) Payments Dive, 11) Morning 
Consult, 12) DealerScope, 13) PR News Wire, 14) Deloitte Consulting, 15) GroundTruth Visitation Data
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https://thinkhighlands.com/ecommerce/black-friday-cyber-monday-follow-up-ecommerce-trends-for-2022-and-omnichannel-marketing-strategies-to-boost-ecommerce-sales/
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https://www2.deloitte.com/us/en/pages/consulting/articles/2021-holiday-retail-season-recap.html

