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As we head into the summer season, the entertainment industry is looking for a big 
turnout as consumers venture out to their favorite venues for some much-needed 
in-person fun. Foot traffic within several major entertainment categories began to 
increase by double digits during the summer of 2021 and is expected to have similar, 
if not stronger, year-over-year growth in the coming months. 

Between professional careers and personal lives, we understand that there is very little time 

left to read drawn out whitepapers. This is why we created The Lean — meaningful marketing 

insights that help brands make strategic decisions about their marketing campaigns. Specifically 

designed for easy consumption and quick reference, each issue of The Lean applies offline be-

havioral data filters and other industry sources to current consumer trends to help understand 

the impact they are having on business outcomes such as visits and sales. GroundTruth data is 

sourced from the 30 billion annual global visits observed on its platform. All data is anonymized 

and aggregated.

About The Lean

Overview

In Volume 1 of GroundTruth’s Entertainment Lean, we unpack the audiences across 
key entertainment categories to identify overlap between event-goers and key 
marketing attributes such as brand preferences, frequently visited locations by 
event-goer audiences, and more. Find out which entertainment categories have 
already recovered from the pandemic and those that are prime to see breakout 

Recent blockbuster movies like The Batman are already signaling a positive start to 
this year’s summer entertainment activities. Visitation to theaters dramatically spiked 
past pre-covid levels when the crime-fighting comic hero hit the big screen in March. 
After a two-year hiatus, The Coachella Valley Music and Arts Festival seems to be 
jumpstarting what could be a banner year for the music industry as the annual event 
attracted thousands of concertgoers this month. Not to be excluded from the fray for 
entertainment-related foot traffic, amusement & theme parks are also expecting to 
have their fair share of visitation growth in the coming months. Amusement & theme 
park foot traffic started to trend upward last summer, with a significant increase 
during July 2021.

People are ready for the moment if brands are ready to create it.

The positive growth surrounding entertainment-related events is creating renewed 
marketing opportunities that have been noticeably absent over the last couple of 
years due to the longstanding effects of COVID-19. For the first time in a long time, 
brands and entertainment companies will be able to extend their campaign reach this 
summer during these moments of engagement.
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Entertainment 
Industry 
Highlights

3

4

Entertainment venues look to drive revenue and increase foot 
traffic by evolving into flexible spaces to support different kinds 
of events

Blockbuster releases, like The 
Batman, prove there is still an 
appetite to watch movies in 
theaters post-pandemic

Opening day for the MLB drew 
crowds 1.5x higher than last year, 
as fans venture out for some 
much-needed in-person fun

1 2Foot traffic to entertainment 
venues increases during the 
spring and peaks in the heart 
of the summer
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At A Glance: Audience Insights
TOP TRENDING ENTERTAINMENT 

AUDIENCES

Entertainment Seekers

Sports Enthusiasts

Gamblers

Live Event/Concert Attendees 

Bar/Pub Goers

Museum Lovers

Millennials

Gamers

Moviegoers

Golfers

Park Lovers

Gen Z

1. Dollar General

1. Hot Topic

2. McDonald’s

2. Caribou Coffee

3. Dairy Queen

3. Sephora

MOVIEGOERS

MILLENNIALS

1. Olympia Sports

1. HSBC Bank

2. Bojangles’ Famous Chicken

2. Ferrari

3. Equinox Fitness Club

3. Adidas

 SPORTS ENTHUSIASTS

 GOLFERS

Most Favorite Brands
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Entertainment Foot Traffic Snapshot
Foot traffic increases during the spring and peaks in mid-summer.

INDUSTRY FOOT TRAFFIC,  BY MONTH (2021)
TOP MLB OPENING DAY 
STADIUM FOOT TRAFFIC

Amusement & Theme Parks 

National Landmarks

Movie Theatres

Golf Courses

Music & Live Entertainment

Stadiums, Arenas & Athletic Fields

Tourist Attractions
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May June July August

1. Busch Stadium

2. Coors Field

4. Yankee Stadium

3. Angel Stadium

5. Kauffman Stadium

Pirates vs. Cardinals

Rockies vs. Dodgers

Yankees vs. Red Sox

Angels vs. Astros

Gaurdians vs. Royals

April 7- 8, 2022

Foot traffic to all categories 
increases by an average of 30% 

during the month of July

There were  1.5x more  people at opening 
day this year compared to last year!
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Overlap in Entertainment Category Foot Traffic
One way for entertainment venues to drive revenue and increase foot traffic is to evolve 
into flexible spaces to support different kinds of events

MOVIE  
THEATERS

ARCADES

TOURIST  
ATTRACTIONS

AMUSEMENT 
PARKS

CASINOS

GOLF COURSES

SPORTS STADIUMS/
ARENAS

MUSIC & LIVE  
ENTERTAINMENT

MOVIE  
THEATERS ARCADES TOURIST  

ATTRACTIONS
AMUSEMENT 

PARKS CASINOS GOLF COURSES SPORTS STADIUMS/
ARENAS

MUSIC & LIVE  
ENTERTAINMENT

3.013.17 3.313.33 2.713.31 3.29

3.17 10.78.55 3.055.283.99 9.5

3.11 8.64 4.748.8 4.185.43 5.59

3.18 3.915.33 3.644.03 2.76 3.86

2.87 8.39 3.6210.7 4.383.87 3.91

2.66 4.524.19 3.255.44 2.82 3.88

3.22 3.74.73.12 3.223.69 5.57

3.13 3.95.43 5.459.49 3.763.81

OVERLAP IN FOOT TRAFFIC ( INDEXED)

Gamers Unite

Casinos and Arcades 
share many of the 
same patrons

Sports and Concerts

Large sports stadiums 
are often multipur-
pose spaces, hosting 
a variety of events. 
In general, there is 
high overlap between 
people who attend 
sports stadiums and 
music venues.

LOW OVERLAP HIGH OVERLAP
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Industry Spotlight: The Future of Movie Theaters
Blockbuster releases prove there is an appetite to watch movies in theaters post-pandemic.

NATIONAL MOVIE THEATER FOOT TRAFFIC
(DEC -  MAR 2022)

If the pandemic taught the industry anything, it is that movie 
theaters will have to lean into interactive experiences, concerts, 
gaming, and social media to generate more interest in visiting the 
theater.

The Future is More than Just Movies 

May June July

December 2021 January 2022 February 2022 March 2022 April 2022

100

200

300
Spider-Man: No Way Home 

premiered & foot traffic 
peaked 187% above 

average that weekend

The Batman movie 
increased foot traffic 
111% above average
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Looking Forward

Don’t forget about consumers tuning in 
from their couches.

Did that event sponsorship really work?

Keep in mind there could be millions of people who are watching 
events on TV and therefore potentially exposed to your onsite 
event branding. Marketers can segment these audiences beyond 
the event to include other relevant behaviors. This can include 
everything from diners, green-conscious consumers, enthusiasts, 
brand preferences etc., allowing you to re-target more granularly 
on other media channels such as CTV.

Sure, it’s awesome having your brand exposed to hundreds of 
thousands of screaming fans – but what impact did it have on 
business performance? Understanding whether those exposed 
to onsite event branding went to one of your locations is 
paramount to making sure your marketing dollars impact actual 
business performance. This kind of insight, along with campaign 
performance, can be instrumental in planning future events. 
These insights can also help inform a brand’s digital and CTV 
strategies.

Cut to the chase – find exactly who you are 
looking for.

Event-goers can be a great source of insights to help 
marketers find niche segments of consumers. The Masters golf 
tournament for example, attracted an estimated 10 million 
TV fans alone! Sports brands looking to reach this unique 
consumer segment can use location data insights to under-
stand who physically attended or watched it on TV. These 
insights can be integrated into their marketing strategies 
either programmatically or using a marketing platform such as 
GroundTruth’s Ads Manager. 

Real-time engagement at events.

An alternative to onsite event sponsorship can be real-time ad 
engagement before, during, or even after the event. This helps 
marketers create connections between brands and consumers 
during meaningful moments and an opportunity for ongoing  
engagement. 
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Questions?

@groundtruthco

CONTACT US

marketinginsights@groundtruth.com

www.groundtruth.com

https://www.iab.com/insights/iab-us-2020-digital-video-advertising-spend-report/

