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Out of Office
Visitation to coworking spaces has 
fallen nearly 10% since June 2021
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The coworking office industry claims to be booming 
but the data largely says otherwise. Visits to shared 
office spaces are down near 10% since the start of 
June 2021. Some states, cities and brands have been 
hit harder than others. 

We studied foot traffic patterns for 11 shared office space operators, including 

Regus and WeWork, in order to find out what’s behind the market downturn. 

Use the interactive map at unacast.com/post/out-of-office to study the data and 

download the accompanying insights to answer key questions:

• Which office brands have lost the most traffic and which are still declining?

• Where is each office brand performing above (or below) the trend?

• How do Regus and WeWork fare in H2H market competition?

• What states and cities are most greatly affected by the downturn?

• Why are some markets growing despite the overall drop in activity?
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WeWork, are modern, purpose-built coworking 
spaces-slash-community hubs catering mostly 
to startups and entrepreneurs. In each case, 
exposure to lots of people outside of your 
business but well within your environment is all 
part of going into the office. 

To pull the data for these insights, we used 
Unacast Now. To visualize it, we built a Tableau 
workbook with some interactive maps and charts 
that let you zoom-in and out at the state, city and 
brand level. You can follow along in the Tableau 
workbook as we go through the insights; for ease 
of use, each section references a specific tab.

We’ll begin by reviewing coworking visitation 
traffic patterns from a national level, before 
zooming-in to shed light on the most competitive 
state and city markets, and taking a deep dive 
on individual brand performance, with particular 
attention paid to comparing Regus and WeWork’s 
relative performance.

Introduction

Since the beginning of the COVID-19 pandemic 
in North America, two competing narratives 
about return to office have jostled for attention 
and authenticity. Depending on who you believe, 
either the traditional office is ready to die, or 
newer community-styled coworking spaces are set 
to boom.

We studied foot traffic patterns from June 1 to 
September 20 2021 for 11 operators of 755 shared 
office spaces all over the US. The brands we 
studied are CarrWorkplaces, Galvanize, General 
Assembly, Industrious, MakeOffices, Regus, Seren-
dipity Labs, Spaces, TechSpace, The Yard and 
WeWork. Some of these are nation-wide operators, 
others only own property in a handful of markets.

Some of these brands, e.g. Regus, fall into the 
category of a large building serving a handful of 
enterprise clients in a setting with common 
amenities or points of access. Others, such as 
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We studied foot traffic patterns from June 1 to 
September 20 2021 for 11 operators of 755 shared 
office spaces all over the US. The brands we studied 
are CarrWorkplaces, Galvanize, General Assembly, 
Industrious, MakeOffices, Regus, Serendipity Labs, 
Spaces, TechSpace, The Yard and WeWork.

June:  7.05 million 

July: 8.05 million

August: 7.52 million

September: 6.38 million

Net: -9.4% since June 2021

After a good start to the summer — 7.05 million visits 
in June 2021, as compared to 8.05 million in July (a gain 
of 14%) — traffic fell modestly in August to 7.52 million 
visits (down about 7%), before collapsing further in 
September 2021 to 6.38 million visits, for a net loss of 
9.4% since the start of June. Heading into October and 
Q4 of 2021, the trend line remained negative. 

States with Highest Coworking Visitation

The states with the highest rate of coworking 
space visitation are, in order: California, Texas, New 
York, Florida, Illinois and Georgia, which together 
accounted for nearly 4.2 million visits in June 2021. 
That peaked in July at about 4.7 million, before 
crashing back to around 3.9 million by September.

Illinois (-12.48%), lost the most coworking visitation 
traffic of any of the leading states, followed closely by 
Florida (-12.26%) and Texas (-11.87%). Georgia was down 
about 9% in the same time period, while California 
(-.69%) and New York (-.68%) have been mostly flat. 

In each case, statewide figures are heavily influenced 
by the largest city contributor — so NYC is doing 
better than Chicago, for example — but there are 
plenty of variations on that rule when you move to 
smaller markets.

Cities that are gaining Coworking Visitation traffic

While coworking visitation is down on the whole, 
some areas recorded noticeable growth of foot traffic 

to shared office spaces between June and September 
2021. Smaller cities, including Montgomery, AL, and 
Aurora, CO are up over 50%. Detroit (+32%) and New 
Orleans (+20%) are mid-sized cities with noticeable 
growth against the national trend, while Boston 
(+4%), Austin (+8%) and Arlington, VA (+11%) also have 
recorded growth during a time of contraction.

Montgomery, AL +60%
Aurora, CO +52%
New Orleans, LA +20%
Boston, MA +4%
Detroit, MI +32%
Austin, TX +8%
Arlington, VA +11%

Cities that are losing coworking traffic quickly

Among the cities recording the biggest losses of foot 
traffic to coworking office spaces are: Washington, DC 
(-7,400 visits or 11.5%), Tampa (-20,500 visits or 29%), 
Chicago (-42,500 visits or 13%), Baltimore (-7,800 
visits or 22%), Pittsburgh (-17,000 visits or 19%) and 
Houston (-43,000 visits or 16%). 

National Coworking Visitation Overview

STATE JUNE 
2021

JULY 
2021

AUG 
2021

SEPT 
2021

CA

FL

GA

IL

NY

TX

1,050,886

512,152

424,336

427,833

843,287

893,116

1,218,567

613,423

463,727

492,468

959,938

1,013,794

1,212,330

552,073

434,472

444,451

960,795

948,459

1,043,641

449,356

386,316

374,458

837,529

787,093

-0.69%

-12.26%

-8.96%

-12.48%

-0.68%

-11.87%



UNACAST MONTHLY FOOT TRAFFIC REPORT Out of Office

U N AC A ST.C O M

7

The table below shows visitation data broken down 
by brand. In each, opening visitation for June 2021, 
final visitation for September 2021, the percentage 
difference, as well as example properties that are 
above and below trend for the MSA are noted. A 
quick scan will tell you that there are a number of 
markets where some brands are either making up 
ground, or losing it fast, against the area trend.

CarrWorkplaces, Serendipity Labs 
and General Assembly

CarrWorkplaces, firmly entrenched in the middle tier 
of our coworking cohort, is doing a little better than 
most at -6.9% traffic vs. the -9.4% national trend, and 
up sharply in the faltering Chicago market, but down 
significantly in the growing Los Angeles market area. 
Similarly-sized Serendipity Labs (-5.0%) also fares 
better than the national average, while category peer 
General Assembly under performs the pack at -12.7%, 
despite a somewhat miraculous growth curve in 
hard-hit Washington, DC.

JUNE 
2021

SEPT 
2021

+/- ABOVE TREND

CarrWorkplaces

Galvanize

General Assembly

Industrious

MakeOffices

Regus

Serendipity Labs

Spaces

TechSpace

The Yard

WeWork

73,667

12,020

54,105

534,242

30,549

4,363,709

64,257

489,705

24,682

20,860

1,379,134

7,046,930

68,556

9,857

47,254

478,193

22,698

3,873,279

61,094

475,054

23,699

18,614

1,306,435

6,384,733

-6.9%

-18.0%

-12.7%

-10.5%

-25.7%

-11.2%

-5.0%

-3.0%

-4.0%

-10.8%

-5.3%

-9.4%

Chicago (+45%)

Phoenix (+72%)

Washington, DC (+500%)

Pasadena (+54%)

none

New Orleans (+20%)

New York City (+16%)

Los Angeles (+20%)

San Francisco (+80%)

Brooklyn (+18%)

Oakland (+25%)

Los Angeles (-59%)

Seattle (-57%)

Atlanta (-19%)

Tampa (-38%)

Reston, VA (-38%)

Pittsburgh (-28%)

Orlando (-19%)

Baltimore (-34%)

Los Angeles (-33%)

New York City (-23%)

Miami (-16%)

BELOW TREND

Coworking Visitation Patterns by Brand
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Galvanize, MakeOffices, TechSpace and The Yard

In the tier of smaller coworking operators sit 
Galvanize (10 locations measured), MakeOffices (7), 
TechSpace (8) and The Yard (4). Galvanize is among 
the hardest hit of all brands since June 1 2021, with 
a loss of some 18% of foot traffic; Galvanize shows 
relative strength in their Phoenix location, while 
trailing the market in Seattle and elsewhere.

MakeOffices ranks squarely at the bottom in terms of 
total traffic loss in the same period, down a full 25% 
in just four months time, and not a single location 
showing growth since June 2021. TechSpace has fared 
much better, down just 4% compared to the 9.4% 
national trend, with peculiar strength in the Bay area 
market. The Yard, which is limited to four locations 
in DC, New York, Brooklyn and Philadelphia, is down 
about 11%, with only the Brooklyn location showing 
relative growth (+18%).

Industrious

The lone entrant in the middle tier of coworking space 
competitors, Industrious drew about 534,000 visits to 
the 49 locations we measured in this study. That’s a 
fair bit of traffic but still down 10.5% between June and 
September 2021. Below trend is Industrious’ Tampa 
location (-38%), while the brands’ Pasadena location 
(+54%) is over-performing at the start of Q4 2021.

Regus vs WeWork
The two largest competitors, Regus and WeWork, 
compete head to head in several battleground 
markets. Across the key states of California, Florida, 
Georgia, Illinois, New York and Texas, Regus holds  
a firm lead. This holds true for most, but not all, big 
city markets.

WeWork Strongholds: NYC, Boston & Seattle

While out-visited by Regus more than 3:1 on the 
whole, WeWork manages to outdraw Regus in 
multiple major markets, including New York City, 
Boston and Seattle. Whether this is due to a more 
established area brand, or the proclivities of a 
more tech-focused clientele, these battleground 
wins against a much larger and more-established 
competitor are notable for WeWork.

H2H in key markets

Regus WeWork

California

Florida

Georgia

Illinois

New York

Texas

TOTAL VISITATION

2.39 MILLION

1.50 MILLION

841,000

1.01 MILLION

1.66 MILLION

2.50 MILLION

TOTAL VISITATION

1.06 MILLION

215,000

326,000

393,000

1.36 MILLION

533,000

Regus WeWork

New York City

Boston

Seattle

TOTAL VISITATION

1.24 MILLION

175,000

146,000

TOTAL VISITATION

1.28 MILLION

257,000

266,000
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Ditto for visitation patterns in most major cities. A 
few smaller cities present as outliers to this trend — 
perhaps a nod to the growth happening in some areas 
as a result of the exodus from more congested areas.  

Either way, the number of properties presenting as 
growing pales compared to the number where foot 
traffic is contracting — a clear indication of risk for 
analysts and investors with these office brands and 
others in their portfolio.

Property owners and developers must either 
double-down on their investment to make coworking 
spaces more attractive and relevant in the long term, 
or void their portfolio of properties where the data 
says the out of office trend is likely to be permanent.

Summary

The data is in and the results are clear. As the global 
pandemic crosses the 18 month mark, Americans are 
not returning to office environments in the manner 
that was hoped. Further, there is no broad-scale 
boom in shared coworking spaces, i.e. WeWork style 
hubs are not suddenly filling up, though that brand’s 
loss of foot traffic is less than their peers.

Perhaps work from home truly is the new norm. 
More and more companies are turning to that option 
with either limited, occasional in-office time, or 
the offer of support for those who want the shared 
work hub experience sometimes. In any event, there 
is no statistical evidence that a return to office is 
happening, nor do current trends portend that future.

Total foot traffic to shared workspaces is down both 
nationally and in every key state we measured. 

9
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Popeyes  
foot traffic 
during COVID
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The first week of November 2019 marked by far 
Popeyes’ highest-ever week of foot traffic. But how 
has visitation at Popeyes fluctuated since the start 
of Covid-19, what regions and metro areas are 
overperforming, and how can Popeyes and their 
competitors use the data?

In this post, we created a Tableau workbook visualizing foot traffic  
performance for Popeyes locations across the US from November 2019 
to August 2021.

Why start with November 2019?

That’s the month the Popeyes chicken sandwich became a permanent 
fixture on the fast food restaurant's menu. This first week of November 
2019 marked, by far, Popeyes’ highest-ever week of foot traffic — folks, the 
chicken sandwich sells. 

Let’s dive into the data to understand how visitation at Popeyes has 
fluctuated over time, what regions and metro areas are overperforming, 
and how Popeyes (or their competitors) can use the data to its benefit.

How COVID and Regional Preferences Shape 
Popeyes Foot Traffic

11 UNACAST MONTHLY FOOT TRAFFIC REPORT Popeyes foot traffic during COVID
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The topline data from our Tableau workbook tell a 
story of the pandemic. 

Data indicate nearly 700,000 people visited Popeye’s 
in the first week of November 2019 (that's the fried 
chicken — and social media buzz — doing its thing). 
By January, the figure had fallen to about 520,000. 
In April 2020, at the start of the pandemic’s peak US 
period, Popeyes national foot traffic sank to a low of 
345,000 per week.

In spring 2021, traffic sharply rebounded, likely 
reflecting the impact of the COVID vaccines and 
loosening social distancing restrictions. Visitation 
jumped from 470,000 in February 2021 to 580,000 in 
May and hovered around 600,000 for three months. 
But by July and August, foot traffic had sunk to about 
450,000, perhaps reflecting caution surrounding the 
Delta variant.

The topline data show that COVID matters a great 
deal to Popeyes customers. Accordingly, the chain 
should adopt best COVID-related retail practices:

• Communicate safety policies clearly to patrons,
especially on online channels such as Google
My Business, Facebook, and Yelp;

• Offer curbside pickup and the ability to buy
online and pick up in store (BOPIS) where
possible; and

• Put added emphasis on keeping a clean and
orderly store, and make sure customers see
Popeyes taking steps to look out for their
well-being as well as that of employees.

US Foot Traffic Trend

Popeyes Foot Traffic (11/5/2019 - 8/31/2021)

COVID matters to Popeyes customers

https://www.unacast.com/post/popeyes-foot-traffic-during-covid


U N AC A ST.C O M

13 UNACAST MONTHLY FOOT TRAFFIC REPORT Popeyes foot traffic during COVID

Popeyes’ full name is Popeyes Louisiana Kitchen, and 
its popularity in Louisiana suggests the people of that 
state are happy to claim the restaurant as their own. 
Despite being the 25th most populous state as of 
the 2020 Census, Louisiana appears to be Popeyes’ 
third largest state market with about 35,000 people 
visiting Popeyes locations on an average week early 
this summer. Popeyes’ top performing states are 
Texas, California, Louisiana, Florida, Georgia, New 
York, and Illinois. The restaurant’s top-performing 
metro area nationwide is that of Houston, no doubt 
reflecting both the city’s size and its proximity to the 
Pelican State. 

While Popeyes’ synergy with its home 
state customers makes sense, the chain 
might wonder whether it has room 
to increase performance in states 
that are much bigger than Louisiana 
by population and contain similar 
audiences.

For example, consider North Carolina, the nation’s 
ninth most populous state, home to 10.4 million 
people, more than double Louisiana’s 4.6 million. 
Early this summer, when Popeyes was attracting 
35,000 visitors in Louisiana, it earned visits from 
about 9,800 North Carolinians in the equivalent 
time (about 3.5 to 1). To be sure, the cultures and 
demographics of these two states are not identical. 

But the greater market size in North Carolina, 
coupled with its diversity and not altogether 
disparate regional affinities, suggest there may be 
room for Popeyes to increase market share in the Tar 
Heel State.

By comparing census data with foot traffic data, 
Popeyes can understand which neighborhoods its 
visitors are coming from and build out audience 
profiles. Who are the people with whom Popeyes 
most resonates in Louisiana, and is the chain 
maximizing efforts to build its brand among those 
audiences in North Carolina? Could the company 
better locate Popeyes stores to capture the attention 
of North Carolina shoppers? Are there North Carolina 
metro areas the restaurant has not yet tapped where 
its primary audiences live in abundance? 

In addition to the easy targets (the neighborhoods 
where the kind of people who already appear to 
love Popeyes live), are there untapped audiences 
to whom the brand can introduce itself? Are there 
neighborhoods in North Carolina where it seems 
Popeyes should be performing very well but isn’t?

Location intelligence can identify 
unexplained weak spots and show 
where Popeyes’ would-be customers 
are going instead, helping the chain 
understand its competitors and how to 
better compete. 

Regional trends
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Here are the top five US metro areas by population 
according to the 2020 Census:

New York: 20 million

Los Angeles: 13 million

Chicago: 9.6 million

Dallas: 7.6 million

Houston: 7.1 million

By comparison, here’s Popeyes’ performance in 
each of these areas:

New York: 357,000

Los Angeles: 282,000

Chicago: 342,000

Dallas: 278,000

Houston:463,000

This is just one way to begin thinking about how 
Popeyes can use foot traffic data to understand its 
customers and increase performance. The restaurant 
might wonder why Los Angeles stores appear to be 
underperforming Chicago by nearly 18% despite 
having 35% more potential visitors. Is it a question 
of audience demographics? Are there marketing or 

menu design changes the company could execute 
to better cater to LA customers? On the flipside, is 
there a special connection between Popeyes and 
Chicago, which is nearly matching the performance 
of New York stores despite having half the audience 
at its disposal, that can be replicated elsewhere? 
Similarly, the gap in performance between Dallas 
and Houston is curious.

Are Houston's East Texas (i.e., quasi-Lou-
isiana) credentials so strong that it 
should be outperforming the Dallas area 
by 66% despite being home to fewer 
people? Is the difference a question 
of local taste or greater investment on 
Popeyes’ part in Houston? Is there room 
for Popeyes to expand its footprint in 
the Cowboys’ home city? 

Location intelligence could help Popeyes identify 
stores whose performance significantly diverges 
from nationwide and statewide benchmarks to 
understand where there’s room for improvement 
and where there are lessons to be learned from its 
current success. Foot traffic and census data could 
also help Popeyes identify neighborhoods where a 
new location might thrive while helping it steer clear 
of those where the chain will face an uphill battle.

Big market opportunities
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A quick review of Popeyes’ national foot traffic data 
yields the following recommendations:

COVID has had a clear impact on Popeyes’ foot 
traffic. Its customers care about COVID, and Popeyes 
would do well to implement best practices on the 
issue to generate trust and drive retention, even in 
hard epidemiological times;

Popeyes is killing it in Louisiana. No surprise there. 
But there are other state markets bigger than 
Louisiana where, even if cultural affinities are not 
quite as strong, Popeyes should still be able to forge 
a connection with local consumers. The restaurant 
should examine large markets with similar cultures 
to its strongest markets and investigate customer 
acquisition opportunities. North Carolina would 
be a good place to start exploring; and Popeyes’ 

success is by no means limited to the South. Chicago, 
in particular, is a strong northern metro market. Why 
is Popeyes performing so much more strongly per 
capita in Chicago than in New York and Los Angeles? 
Can Popeyes better capture share in those massive 
markets? What can the fast food chain learn from its 
success in the windy city?

Further research can answer the above questions, 
helping Popeyes exploit data to realize growth and win 
the chicken sandwich wars. 

This is just the surface of the insights Unacast’s location 
intelligence platform can generate for QSRs, restaurant 
brands, and other brick-and-mortar chains.

Conclusions

U N AC A ST.C O M

15 UNACAST MONTHLY FOOT TRAFFIC REPORT Popeyes foot traffic during COVID



U N AC A ST.C O M

16 UNACAST MONTHLY FOOT TRAFFIC REPORT Popeyes foot traffic during COVID

Whole Foods 
Cross-Visitation:  
An Interactive Map
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To study Whole Foods cross-visitation from  
grocery store locations in the US, we used  
Unacast Now and Tableau to build an interactive 
map detailing the Top 10 most cross-visited brands  
by local, state and national figures. The data  
presented here was gathered between November 
15 2020 and June 30, 2021.

Whole Foods is a ubiquitous grocer providing healthy food, organic food and 
prepared food options that welcomes visitors at upwards of 500 retail stores 
scattered across most of the contiguous United States. 

Being in the premium grocer category, Whole Foods cross-visitation data and 
foot traffic can tell us much about how Whole Foods customers at each 
location interact with  other local brands — valuable information in the retail 
site selection and competitive analysis use cases, in particular. 

The insights gleaned here also point to cross-marketing opportunities for 
several brands. Some of the names are exactly what you may expect. Others 
are a bit of a head scratcher, at least until we drill down into the data a bit 
more. 

Whole Foods Cross-Visitation17 UNACAST MONTHLY FOOT TRAFFIC REPORT

https://www.unacast.com/post/cross-visitation-retail-competitive-analysis
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Whole Foods' Top 10 most cross-visited retail brands 
in the US are, in order: Target, Costco, Walmart, Whole 
Foods (more on that below), Starbucks, Primo Water, 
The Home Depot, Trader Joe’s, CVS and Publix. It’s 
reasonable to ask why one of the most commonly 
cross-visited locations is another Whole Foods; the 
answer is simple consumer grocery shopping behavior.  

Perhaps one store is closer to work, and another 
closer to home. Perhaps one location has items the 
other does not. Brand-loyal consumers will make a 
little trip to get what they want. By the same token, 
it’s not surprising to see Trader Joes — a direct 
competitor of Whole Foods — as another of the 
most cross-visited brands nationally. Does a shopper 

restrict one's self to only one grocer brand, or do we 
go one place for the meat, another for the veggies, or 
another for the wine selection? Traffic sources data 
says that we do.

The remaining most cross-visited brands are mostly 
big box retailers peppered with a pharmacy, a water 
retailer that piggybacks on other major retailers, 
and a premium coffee shop with a heavy presence 
throughout Whole Foods key markets. 

So, the top line findings make sense at first blush. 
Now let’s zero-in on some regional markets and see 
how the picture adjusts.

Top 10 US Cross-visited brands
Whole Foods Cross-visited Brands (10/1/2020 - 6/30/2021)

The Top 10 most cross-visited brands make sense

https://www.unacast.com/post/whole-foods-cross-visitation-map
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Looking at the Great Lakes region — we’ll pick 
Wisconsin, Michigan and Ohio as representatives —  
we can immediately see a shift away to more 
regionalized brands, or at least those with a 
customer base more aligned to local demographics. 
Meijer joins Whole Foods list of Top 10 most cross-
visited brands for grocery shoppers in each of these 
three states, peaking at #1 in Michigan. Kroger and 
Chick-Fil-A also join the party in two out of the 
three markets. Starbucks, Costco, Walmart and 
Target remain highly-ranked.

In the area of New York City and New Jersey, grocery 
competitor ShopRite, with better than 320 stores 
across six states, leaps into the #1 or #2 most cross-
visited brands depending on the specific location. 
Stop & Shop and specialty competitor Juice Press also 
break into the Top 10 in this MSA, bumping out Trader 
Joe and others. One outlier in the area is Kimco Realty. 
No, that’s not a local real estate office, it’s a real estate 
investment trust, or REIT, that invests in shopping 
centers. So what we’re seeing there is really cross-visits 
to a mall, rather than a specific brand.

San Antonio is a bit of a microcosm for Whole Foods 
cross-visitation, even in Texas where there is already 
significant state-level variance from the national 
trend. The #1 most cross-visited brand in both San 
Antonio and the state of Texas is local Whole Foods’ 
competitor, H-E-B grocery, a privately held super-
market chain based in San Antonio, with more than 
340 stores throughout Texas, as well as in northeast 
Mexico. Other retailers that make an appearance in 
the San Antonio Top 10 include CycleBar (fitness/
gym), Nordstrom Rack, Lowe’s (rather than the usual 
suspect, Home Depot), and HoneyBaked Ham, which 
has more than 490 outlets across the US.

Bellingham, Washington lies 21 miles south of the 
U.S.-Canada border in between two major cities: 
Vancouver, Canada and Seattle. While Costco, target 
and, of course, Starbucks, remain firmly among Whole 
Foods’ most cross-visited retail brands here, most of 
the rest of the Top 10 gets a shake-up. Fred Meyer, 
another grocer, is the #1 most cross-visited brand in 
the area, while Discount Tire, west coast real estate 
investor and property manager Merlone Geier 
Partners, and another coffee shop, Cruisin Coffee, join 
the Top 10 locally. Stunningly, Walmart drops out of 
the rankings here completely, despite having a store 
on a major route north of the city. Lowe’s again wins 
out over Home Depot.

The Great Lakes, NYC, San Antonio, and Bellingham, WA: 
Regional variants kick-in
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Summary
Unacast can help any retail brand use location 
data to measure foot traffic and cross-visitation, 
conduct competitive analysis, inform site selection 
and improve site performance. The data presented 
here is meant to provide top line indicators of 
what mobility data can tell us about cross-
visitation in  the grocery category. 
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Restaurant Foot 
Traffic by State — 
Summer 2021
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Restaurant foot traffic is ticking-up heading into  
autumn of 2021, but what’s the lingering damage  
versus the pre-COVID trend, and can recent short 
term gains sustain through the end of the year to 
create mid term strength heading into 2022? Unacast 
studied restaurant foot traffic across the US for the 
period of June 1 to August 21, 2021 to find out.

While the macro long term trend for restaurant foot traffic is -3.78% 
nationally, there is great disparity between the performance of different 
states. 22 states, in fact, demonstrate positive long term growth rates since 
March 2020; these states tend to be concentrated in the northeast, central 
and northwest.

11 states have experienced a decline of at least 10% since March of 2020. DC 
is by far the hardest hit, with a whopping -56.07% decline in restaurant foot 
traffic. New York is not far behind at -34.92%, with California, Nevada and 
Massachusetts rounding out the bottom five. 

Notably, much of the Great Lakes border region, including Minnesota, 
Michigan, Wisconsin and New York show higher than average long term 
foot traffic loss; certainly this is influenced by the ongoing closure of the 
Canadian border during the COVID-19 pandemic.

Long term trends 

Restaurant's Foot Traffic by State22 UNACAST MONTHLY FOOT TRAFFIC REPORT
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Mid term trends 
Only three states show a positive midterm foot traffic 
trend in the restaurant category: Hawaii, New York and 
California. This is notable as all three are also among 
greatest losers for long term traffic. The national 
average of -1.95% is fed by the remaining states all 
demonstrating negative growth in the midterm.

The short term trend reverses itself in the northeast, 
where Vermont, Maine and New Hampshire, all of 
which are doing well in the long term, now flip to 
become the three biggest foot traffic losers in the 
midterm, each losing four to 5% from late July to  
Late August 2021. 

A quick glance at the midterm heat map also shows 
concentrated relative weakness in the eastern 
and southeastern portions of the nation. Midterm 
weakness is also noted in some of the northern 
states that show strength on the long term trend. 

Short term trends
Heading into the end of August 2021, short term foot 
traffic (trailing two weeks), was positive across the 
country. Nationally, the average was a gain of 2.4%.  
No state recorded a negative trend in this time frame.

The five fastest growing states for restaurant foot 
traffic in the measured period were Hawaii (4.52%), 
Utah (4.05%), Missouri (4.05%), Arkansas (3.86%) and 
Iowa (3.94%). A glance at the map reveals relative 
strength in the midwest and central states.

Beyond Wyoming (.55%), the slowest growing states 
were concentrated in the northeast: Vermont (0.0%), 
Connecticut (.54%), New Hampshire (.89%) and Maine 
(.73%). The District of Columbia, which has struggled 
mightily since the onset of COVID-19, saw a short term 
rise in restaurant foot traffic of 1.04% in late August.

Restaurant Foot Traffic by State (6/01/21 - 8/21/21)

https://www.unacast.com/post/restaurant-foot-traffic-by-state
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Summary
While the short term data looks promising, there 
is far too much instability remaining in the market 
to make long term prognosis for restaurant foot 
traffic recovery. No state has grown consistently 
over all three measured periods (short term, 
midterm and long term), but 23 have grown in 
both the short term and long term. Truly, it is the 
uncertainty as to foot traffic heading into Autumn 
of 2021 that makes the forward-looking midterm 
so difficult to predict.
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Nike vs Adidas 
vs PUMA:  
Foot Traffic in 
Summer 2021
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Everybody needs shoes and we like them to be  
comfortable and stylish — Witness the global $100 
billion dollar athletic footwear market. But how is  
the COVD-19 pandemic affecting the foot traffic  
of leading shoe retailers, and which brand has  
established footprints in what market? We studied 
recent US foot traffic data for Nike, Adidas and  
PUMA to find out.

A quick glance at the state level map will tell you that Nike (orange) 
dominates foot traffic among the measured brands. Nike retail locations 
win in all but three of the states measured, including the entirety of the 
western, central and southern states. 

Across the US, the Nike brand averaged about 1,775 visits to each store  
each week, or about 252 per day. That was the highest brand average among 
the three we measured, by a factor of better than 2x over Adidas and 7x  
over PUMA.

When we switch to the State level view from the drop down menu above 
the map, Nike again dominates in many areas, but there are notable pockets 
at MSA level (cities and broader urban areas), where both Adidas and PUMA 
claim top market share. This is clearest in the New York market, where 
Adidas wins both the city and the state foot traffic title for summer of 2021.

Nike 

Nike vs Adidas vs PUMA26 UNACAST MONTHLY FOOT TRAFFIC REPORT
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Adidas
At the state level, Adidas took top ranking for foot 
traffic in Maryland, Indiana and, critically, New York, 
where Adidas claimed 54% of all measured foot 
traffic, or about 12% more than Nike. In Maryland 
the margin was 17%, in Indiana it was about 16%. So, 
where Adidas has a toehold, it’s fairly solid.

At the MSA level, a quick scan shows the greatest 
relative strength in the northeast US, with New York, 
Washington, DC and Pittsburgh all recording wins for 
the Adidas brand. Adidas also recorded more traffic 
than their competitors further south in Jackson, MS 
and Raleigh, NC, and to the west in Sacramento, CA 
and Portland, OR.

PUMA
At just 250 visits per week on average, PUMA retail 
locations did not win any of the statewide foot traffic 
races in summer of 2021. The brand does, however, 
claim victory in few a urban markets and ranks #2 in 
several mid-sized cities. 

PUMA was the #1 brand in Jacksonville, FL by a factor 
of 2x over Nike. In Sacramento, CA, PUMA was also 
#1, by a factor of greater than 2x over both Nike and 
Adidas. PUMA was also the #2 brand for foot traffic 
in significant MSAs including: Phoenix, New Orleans, 
Baltimore, Boston and Detroit.

Adidas, Nike, Puma Weekly Foot Traffic 06/06/21 - 08/21/21

https://www.unacast.com/post/nike-adidas-puma-foot-traffic
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Summary
While Nike dominates retail foot traffic at 
a national level, both Adidas and PUMA 
demonstrate competitive strength in key 
markets, both at the MSA and statewide 
levels. Adidas’ dominance of the New York 
market, and PUMA’s strong footprint in some 
urban markets provide healthy competition 
in the athletic footwear category.
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Site Performance 
& Selection:  
Retail foot traffic office supply 
data in New York State
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To study retail foot traffic office supply data in New 
York State, we used Unacast Now and Tableau to  
build an interactive map detailing the foot traffic  
performance of  office supply retail store operators 
Staples retail stores in New York State from  
September 2020 to September 2021. Click around  
and zoom-in a bit and you will notice distinct pockets 
of opportunity for each office supply retail location. 
We will discuss these in detail below.

Retail foot traffic office supply data is an interesting part of the retail sector 
to study in the age of the COVID 19 pandemic. Already a go-to source for 
many small and local businesses, one can envision potential growth in 
retail foot traffic for office supply stores given how many people now find 
themselves working from home, or going entrepreneur. There also seems to 
be room for developing variations in curbside pickup, foot traffic related to 
school supply needs, and other retail engagement methods that draw foot 
traffic for an office supplies retailer.

Below, you’ll find a few retail foot traffic observations we made using the 
interactive map. The big white pins on the map are each a Staples retail 
store location in New York State. The smaller, colored dots show areas where 
foot traffic to a nearby retail store originates from; the brighter the color, the 
more foot traffic comes from that area. You can zoom-in on the map and 
hover over different dots for information about different traffic data related 
to a particular store or the CBG (Census Block Group) that retail visitors to 
an office supply store originate from.

Site Performance & Selection30 UNACAST MONTHLY FOOT TRAFFIC REPORT
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A quick scan will show you that the lion’s share of the 
store traffic for Staples’ retail locations is in NYC’s 
five boroughs. That makes sense as there is a massive 
population of consumers and a large potential 
customer base there to provide foot traffic. The 
farther east you get from the city — through Queens, 
Nassau and Suffolk counties — the more dispersed 
locations become. The area north of the city, up to 
Poughkeepsie, follows a similar pattern. Staples has 
strong coverage to the upstate area, with a couple 
pockets of opportunity or risk, depending on how 
you look at things. One such area is Troy.

There is both opportunity 
and risk in Troy
About 10 miles north of Albany and the nearest 
Staples location is Troy, a city of about 52,000. For 
context, Troy is about 2x the size of nearby Latham, 
NY, and 5x the size of Rensselaer, NY, which do have 

Staples locations. There is clearly foot traffic origi-
nating from shoppers in the Troy area that are making 
the trip to other Staples locations. The question is: Is 
that there enough of it in and around the Troy area to 
support retail sales in that city?

It seems the opportunity exists for Staples to develop 
a site in Troy to service the local market but that 
comes at the risk of cannibalizing retail foot traffic 
from their other stores. However, the bigger risk may 
be that a competitor with established presence in 
New York State, such as Office Depot, could open up 
in Troy, service the nearby market, and perhaps even 
steal traffic from Staples’ area stores. A review of the 
retail analytics in Unacast Now indicates that may be 
a good idea.

Foot traffic insights from location  
data at each office supply big box  
store can inform either brand’s analysis 
and decision making. Site selection,  
site performance and competitive  
intelligence use cases are all served.

https://www.unacast.com/post/retail-foot-traffic-office-supply
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Rochester’s Midtown District and downtown area 
are generally underserved. While Staples already 
has four physical store locations in the area, they 
are all located on the outskirts of the greater area, 
along major interchanges that bypass the downtown 
area. For a city approaching 215,000 population with 
a growing downtown core, that feels like a gap in 
the market. A look at the retail foot traffic patterns 
seems to back this up.

Even during the COVID 19 pandemic, a significant 
amount of foot traffic making its way to Staples’ area 
locations originates from loyal customers who live 
inside the downtown core and the urban area’s  
ring roads. 

For many people who live here, a visit to 
a more central store, not requiring a ride 
on a busier roadway, or a trip to distant 
department store, may make sense.

What also makes sense is for Staples to consider 
filling this regional void, even if only with a smaller 
downtown store, as a means to play defense against 
Office Depot or another competitor with a digital 
(Facebook, Twitter, other social media, web, mobile 
app, etc.) presence in the market who sees a gap in 
the map as a way to move into the Rochester market 
by means of a physical location.

There’s a competitive void in Buffalo

Staples does not seem to be interested in Buffalo. 
Despite strength in comparable markets elsewhere, 
the dominant office supply retailer in New York does 
not have a single store in the Buffalo-area market. 
Their nearest location is in Rochester, better than an 
hour’s drive east, or it's just as far south to the Olean, 
NY location.

So why the indifference? 

We know from our own research that Buffalo is 
one of several mid-sized cities across the US that 
is showing signs of growth since the COVID 19 
pandemic  began; we covered that in Downtowns 
going Uptown.

We also know that Office Depot has three locations 
in the Buffalo area, so surely there is an existing 
market. What there is not is even a hint of compe-
tition. Other than intentionally avoiding the market 
— due to Office Depot’s established presence or 
for some other reason — it is difficult to understand 
Staples’ lack of a physical location in Buffalo.

Central Rochester lacks an option 

https://rochesterdowntown.com
https://www.unacast.com/white-papers/downtowns-going-uptown
https://www.unacast.com/white-papers/downtowns-going-uptown
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So how can you use migrations patterns in real life? It can be applied in many different aspects 
from research to business, real estate, and government development. Here are a few examples

How to use Migration Patterns

CRE Investors
Research areas with increasing foot traffic to  
identify possible investment and/or development 
opportunities in potential areas of need. Accurately 
measure migration patterns and population flows 
concerning points of immigration and emigration. 
This will inform other data points, such as current 
lease rates, projected sales, etc. Quickly augment 
and/ or validate knowledge from other CRE 
data sources. 

Public Sector
Measure changes in where people are living and  
how people are moving around and using public 
spaces now compared to previous periods. This 
optimizes population density models and needs 
assessments for civic planners and engineers. 
Common use cases include: 

• Planning and operations for public transit

• Real estate acquisition and development

• Maintenance and security of public spaces

• Location planning for essential services

• Urban land use classification

Researchers and Data Scientists
Add more depth to your research by connecting 
to different data sets across the entirety of your 
country, state, city, and neighborhood. Track things 
like human mobility, emerging areas, and population 
migration patterns. Probe insights already connected 
to the American Census Service. Assess and 
benchmark performance from 2018 to current day. 
Unacast offers both free and paid data as a service 
to help you plug in and get started. 

Journalists and Media
Provide a local angle on the bigger picture by using 
powerful, location-centric tools to get a clear 
picture of human mobility and migration in your 
hometown and on your beat. Covering an urban 
exodus at the state level, or a local small town 
boom? Select a location to start, then measure  
and visualize foot traffic, population growth and 
income flow. 

Retailers and Restaurateurs
Study changes in local consumer population to 
determine ideal sites for new locations. Assess 
cross-visitation patterns to inform partnership 
marketing and advertising spend. Businesses can 
easily identify where visitors originate from and 
if they are locals, workers, or tourists. Migration 
patterns data is especially useful for businesses in 
developing markets.
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Transparency — No more black box data solutions. Unacast provides the source IDs and source categories 
behind all of our geolocation data feeds to our clients, so you can gain further insight into the audience and 
feel confident about the authenticity of your location data.

Accuracy — We put all of our data through a strict cleansing process that includes deduplication, fraud 
detection and the removal of corrupt data and bid stream data. We gather geospatial data across multiple 
providers to ensure an accurate, full view of a user’s activity.

Unacast offers four types of location data feeds, customizable based on client needs:

Why Unacast?

Migration Patterns dataset — the Migration patterns 
dataset is a set of products for analyzing shifts in 
population. Currently, the package consists of  
two datasets:

Home-based Origin-Destination Flux (OD Flux) 
derives moves from changes in home location of a 
device and therefore is able to capture the origin 
and destination of each move. In order to assess 
that a move happened with certain confidence, an 
observation window of several weeks (currently 8 is 
required, which means that our insights are more 
certain, however, come with a delay of approximately 
half of the observation window (4 weeks).

Population Distribution Trends (PDT) is a metric that 
measures the proportion of devices in each state or 
county at a weekly snapshot. When a mass of people 
moves from one area to another, the proportion shifts 
accordingly. This metric is useful for analyzing the 
momentary situation, as it has no delay. Compared  
to OD Flux it doesn’t provide information about  
directionality of the moves or their permanency.

Want to learn more about retail traffic counts and location analysis, or inform the retail site selection process 
of your next business location? Join the many people and companies in the restaurant industry that are using 
Unacast Now to measure the performance of an existing location, predict the performance of a new location, 
and do a better job of reaching their target customer.

Visits dataset — The Unacast Visits dataset is a 
database of confirmed visits to known points of 
interest (POIs). The Visits data feed includes a 
timestamp, average lat-long of the venue, venue-ID, 
venue name, brand name, venue ID, city, state, 
zip-code, dwell time, SIC category, NAICS category 
and stock ticker. This dataset is a good fit for clients 
who prefer to work with location data that has been 
contextualized and thoroughly vetted on accuracy.

Pure dataset — The Pure dataset is an unfiltered 
stream of location and geospatial data that Unacast 
has aggregated from our suppliers. The Pure dataset 
includes a timestamp, the lat-long coordinates of 
the interaction, horizontal accuracy, IP address and 
source-ID. This dataset is a good fit for investment 
firms prioritizing volume, with the internal capabil-
ities to attach POI, analyze and extract value from 
alt data in a raw form.

Neighborhood dataset — The Neighborhood dataset 
describes foot traffic trends, traffic patterns and 
insights for Census Block Groups. These features 
are derived from billions of location signals per day 
sourced with GDPR, CCPA regulations, cleansed, 
processed and aggregated to Census Block Groups. 
The aggregates derived are extrapolated and supply 
corrected such that the features describe the  
US population. 
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