The News and Intelligence You Need on Luxury

RETAIL

Depar tmen t stor e visits climbin g ahead of
holidays: Placer .ai
November 24, 2021

Luxury department s tores are s eeing boos ts in foot traffic. Image credit: Bloomingdale's

By KAT IE T AMOLA

Pent-up excitement for holiday shopping, a lower number of COVID-19 cases and limited international travel could
lead to a surge in department store visits for the end of 2021.

According to analytics platform Placer.ai, department store visits may continue to climb well into the end of the
year, despite the challenges retailers have faced due to the COVID-19 pandemic. Luxury retailers including
Nordstrom, Bloomingdale's and Neiman Marcus have seen significant improvements in visit levels throughout the
year as consumers return to the experiential and selection experiences inherent in in-person shopping.
"T he ability of malls to provide a more comprehensive experience including food and entertainment should enable
a day out' that brings in shoppers for extended visits," said Ethan Chernofsky, vice president of marketing at
Placer.ai, Los Altos, CA.
"T he luxury space is among the best-positioned with this audience among the most likely to spend big this holiday
season," he said. "T he pent-up demand for the holidays combined with potential jumps in disposable income should
help drive luxury success."
T he Placer.ai Index analyzes data from more than 100 top-tier indoor malls and 100 outdoor shopping centers
across the United States, in both urban and suburban areas.
Placer.ai uses anonymized location information from a panel of 30 million devices and processes the data using
industry-leading AI and machine learning capabilities to make estimations about overall visits to specific locations
All about timing
Luxury brands and retailers have been facing an uphill battle amid COVID-19 cases and related restrictions since the
beginning of 2021.
In March 2021, a year from the start of lockdowns in the U.S., visits to luxury department stores were down
significantly from March 2019. Nordstrom visits were down by 27.5 percent, Bloomingdale's visits had fallen by 22.9
percent and Neiman Marcus saw visits decline by 23.4 percent.
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As the summer months approached, the situation began to improve for these retailers.
In August 2021, compared to August 2019, Nordstrom visits increased by 1.2 percent, Bloomingdale's traffic climbed
by 3.8 percent and Neiman Marcus visits increased by 0.3 percent.
Gains were indicative of a small but steady shift, with consumers building off of the excitement of back-to-school
and returns to office shopping, new fashion seasons and more.
From August to September, Nordstrom, Bloomingdale's and Neiman Marcus each saw visits decrease month-tomonth after the back-to-school rush. T he dip was temporary, however, as each department store saw visits increase
again from September through October.
In October 2021, Nordstrom saw visits increase by 3.5 percent year-over-two years, Bloomingdale's saw visits climb
by 5.8 percent and Neiman Marcus saw a 3.0 percent visit increase.
Nordstrom also publically announced that in the third quarter of 2021, the retailer saw improving store traffic trends.
T o keep the momentum going into holiday shopping season, it is crucial for department stores to address and
assuage consumers' supply chain apprehensions.
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T he COVID-19 pandemic has exposed and exacerbated longtime problems in supply chains and logistics. As retail
sales climb and bottlenecks build, however, challenges continue to persist for businesses and consumers alike (see
story).
"In a season that has become increasingly defined by supply chain concerns, department stores possess a unique
advantage in the wide range of offerings they provide under one roof," Mr. Chernofsky said. "T his should help allay
concerns of not finding the ideal item and even incentivize a visit as a place to accomplish more with a single visit."
T ools in finishing strong
T o further encourage foot traffic to physical stores, department stores and brands have been leveraging partnerships
and pop-ups to reach shoppers.
In August, LVMH-owned beauty retailer Sephora began opening its stores at Kohl's locations across the U.S. T his
thoughtful move is slated to be beneficial for both retailers, gifting Kohl's access to leading prestige brands and
assisting Sephora in expanding its footprint outside of malls (see story).
Pop-up shops are also reaching new heights as retailers welcome back shoppers after nearly two years of limited

foot traffic amid the COVID-19 pandemic.
Gone are the days of only small and simple offerings as innovative and thoughtful pop-up shops have also emerged.
With sustainability and innovation in mind, brands and retailers including Burberry, Bloomingdale's and Nordstrom
are producing pop-ups that represent their ethos and values and promote nature and activity, while also providing
unique shopping experiences (see story).
"Retailers need to communicate that they can provide a positive and successful shopping experience," Mr.
Chernofsky said. "Much of the long-term impact will center around the ability to effectively meet the demand and
ensure a positive shopping experience."
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