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Confidential

Audience note: 
Throughout the report we mention 
‘neighbors’. Neighbors are defined as 
Internet users aged 18–64 who have 
used the Nextdoor platform in the last 
month.

In this report...

2



Neighbors are financially comfortable and prioritizing a work/life balance

Key insights

Confidential

While financial confidence was low amid the pandemic, neighbors are becoming optimistic 
about the future of their finances – and are even exploring cryptocurrency. 

Work from home made neighbors realize the importance of a work/life balance, with many 
considering switching jobs and/or relocating.

Getting back out in the real world is a priority

They’re ready to spend again 
Neighbors are ready to spend again, especially on big purchases, travel & in preparation for the 
holiday season. 

Online shopping peaked with everyone at home during the pandemic, and will continue to be 
a major part of neighbors’ purchase journeys. But the in-store element will always be crucial 
across certain verticals, especially those in the household & personal effects space.

While at-home interests peaked mid-pandemic, interests and lifestyle habits they had pre-
pandemic are returning stronger than ever. Travel is at an all-time high and they’re also 
eager to return to restaurants. 
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Professional life 
& finances
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Source: GWI Q2 2019–Q3 2021. Base: 4,518 (2019), 7,462 (2020), 9,542 (2021) neighbors aged 18–64. Market: U.S. 

With average incomes increasing, 
neighbors are feeling more positive 
about their finances 

Incomes are increasing
Average HHI (USD)

Positive financial outlook
% of neighbors who believe their personal finances 
will improve in the next 6 months
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Neighbors were early adopters of crypto 
Investment continues to grow across segments

Cryptocurrency engagement over time
% of neighbors who have cryptocurrency

Younger,
male and urban 

neighbors are 
especially 

invested

Source: GWI Q2 2019–Q3 2021. Base: 4,518 (2019), 7,462 (2020), 9,542 (2021) neighbors aged 18–64. Market: U.S. 
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Causes for career switching
Changing work attitudes

1 in 3 want to do work that 

makes them happier 

1 in 3 consider saving for 

retirement more important

1 in 4 are more protective 

of their work-life boundaries 

Confidential

Source: GWI Zeitgeist September 2021. Base: 346 neighbors aged 18–64. Market: U.S. / Nextdoor Neighbor Survey December 2021.

Career priorities have shifted and personal 
fulfillment is now a top priority

Career switching
% of neighbors who are likely to look for a new job 
or leave their current job in the next 6 months

38% of these 
people have 
already returned 
to work

20% don’t 
plan on ever 
returning to 
work

22% of neighbors stopped 

working during the pandemic

Neighbors 
are 35% 
more likely 
than the 
average 
American

Males, urban 
neighbors & parents 

are most likely to 
switch jobs in the 

near future
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Females

Food / drink festivals
59%

Exercise / keeping fit
57%

Animal welfare 54%

Outdoor activities 51%

Shopping 50%

Males

Beers / breweries 55%

Technology 54%

Health foods / drinks
52%

Gaming 45%

Environmental issues
44%

Confidential

Source: GWI USA Q4 2020–Q3 2021. Base: 649 neighbors who say they’ve undertaken a skills-based temporary job (e.g. via TaskRabbit, Wonolo, Upwork, Fiverr, Handy) in the last year aged 18+. Market: U.S 

Indexes: Versus the average internet user in the U.S. 

1/4 of neighbors have done gig economy 
jobs in the last year

% of neighbors who have undertaken skills-based 
temporary jobs (i.e. Handy, Upwork, Fiverr) have also 
had the following gig economy jobs in the last year

Neighbors who have undertaken a skills-
based temporary job and other gig economy 
jobs have a few specialized interests 

Characterized by short-term 
contracts or freelance work
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Source: Nextdoor internal search data YoY % change (September–November 2021 vs September–November 2020).

Searches of Gig Economy based companies 
have grown in the past year
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Interests &
lifestyle
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Source:: GWI Q2 2019–Q2 2021. Base: 4,518 (2019), 7,462 (2020), 6,455 (2021) neighbors aged 18–64. Market: U.S. 

As we keep 
moving 
forward 
interest in 
cars, sports 
and fashion 
are making 
a comeback

% of neighbors 
who report 
being interested 
in the following:

At-home 
interests 

peaked mid-
pandemic
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Fast food 
& delivery 
also 
peaked 
mid-
pandemic

Delivery has since 
slightly declined 
while fast food has 
sustained its growth. 
Dining out continues 
to fluctuate.

+22%
of urban neighbors eating 
fast food bi-weekly 
(Q3 2021 vs. 2019)

Source:: GWI Q2 2019–Q3 2021. Base: 4,518 (2019), 7,462 (2020), 9,542 (2021) neighbors aged 18–64. Market: U.S. 

Dining behaviors
% of neighbors who do the following at least bi-weekly
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-9%
of neighbors who have used a 
delivery website/app in the last 
month
(Q3 2021 vs. Q4 2020)



Confidential

1 in 3 say it’s important to 

use healthcare brands they’ve 
used before

20% more likely
to purchase healthcare 
products on ecommerce sites

21% take their time 

choosing the best medicines 

Source: GWI USA Q3 2021. Base: 2,993 neighbors aged 18+. Market: U.S. Indexes: Versus the average internet user in the U.S. / Nextdoor internal data December 2021.

How neighbors discover healthcare brands 
varies depending on age and location

Healthcare brand discovery
% of neighbors who discover healthcare brands 
/ treatments via the following channels

Rural & 55+ neighbors 

tend to discover healthcare 
brands via traditional channels

Urban & younger
neighbors are receptive to a 
range including social media

1. Health and Fitness Fanatics: 
3.1k members 

2. Health & Wellness: 
1.8k members 

3. Mental Health:
1.4k members

TOP
GROUP
NAMES

Some of the largest and fastest growing 
healthcare related Nextdoor Groups 

are in San Antonio, TX 
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18-34 35-54 55+

Compared prices 
of healthcare 

products
+7% +28% -1%

Read reviews of 
healthcare 
products

+35% +9% +8%

Refilled a 
prescription online

+27% +4% +1%

% change between Q4 2020–Q3 2021

Source: GWI USA Q4 2020–Q3 2021. Base: 3,230 (Q4 2020) & 2,993 (Q3 2021) neighbors aged 18+. Market: U.S. data  / Nextdoor internal search data YoY % change compared to 2020. 

Neighbors are increasingly active 
online for healthcare purposes 

Online healthcare behaviors
% of average neighbors who have done 
the following online in the last year

Dentist, Primary care physician and Massage 
therapist are the top 3 health & wellness 
search categories on Nextdoor

Health and 
wellness 

searches up 
84% in 2021
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Travel 
rebounded 
strongly in 

summer 2021

Confidential

Source: GWI Q2 2019–Q2 2021 & GWI USA Q3 2021. Base: GWI Core: 4,518 (2019), 7,462 (2020), 6,455 (2021); GWI USA: 2,993 neighbors aged 18–64.  Market: U.S.
/ Nextdoor Neighbor Survey December 2021.

Travel behaviors
% of neighbors who typically do the 
following at least bi-annually

21% of neighbors 
are flying for the 

holidays this year

up from 10% in 2020
down from 27% in 2019

17% of neighbors 
use Nextdoor for 

travel research

Neighbors are 
traveling again
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% change in neighbors who have used 
a travel website/app in the last month 
(Q2 2021 vs. Q4 2020)

+ 19% average 

+ 44% rural
+ 20% suburban
+ 13% urban

53% of neighbors are planning to 
travel for the holidays this year
up from 40% in 2020
down from 61% in 2019

Source: GWI Q4 2020–Q2 2021. Base: 3,371 (Q4 2020) & 3,129 (Q2 2021) neighbors aged 18–64. Market: U.S.; % change in travel website/app based on time frame between Q4 2020 and Q2 2021. 

/ Nextdoor Neighbor Survey December 2021.

Neighbors are mainly planning 
domestic vacations

Planning travel purchases
% of neighbors who plan to purchase the following in the 
next 6 months (as of Q2 2021) Urban neighbors 

are overall the 
most keen to 
book travel 

again
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Media
consumption
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Source: GWI Q2 2019–Q2 2021. Base: 1,460 (2019), 1,321 (2020), 3,129 (2021) neighbors aged 18–64. Market: U.S. 

Media consumption 
peaked in 2020

Media consumption
% of neighbors who on average spend at least 
30+ mins a day on the following

As social & 
mobile usage 
return to normal, 
gaming, TV & 
music streaming 
are outlasting the 
pandemic

but live TV is declining
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Confidential

Source: GWI Q2 2021. Base: 3,129 neighbors, 18,707 Facebook users & 23,250 average social media users aged 18–64. Market: U.S.Average social media user defined as those who have used any social media platform in the last month. 

Neighbors are turning to social to find 
inspiration and like-minded communities

Reasons for using social media
% who report using social media for the following reasons
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Confidential

Source: GWI Q2 2021. Base: 3,129 neighbors, 18,707 Facebook users & 23,250 average social media users aged 18–64. Market: U.S.Average social media user defined as those who have used any social media platform in the 

last month. Based on 2020 Nextdoor internal data, advertisements that included the relevant city's name had a 58% higher click-through rate than advertisements that did not include it.

Neighbors regularly interact with branded 
content on social networks

Online brand interactions 
% who have done the following in the last month:

Clicked a Sponsored Post on a social network

On Nextdoor, localized messaging drives 58% higher 
Sponsored Post engagement

Shared a brand’s post on a social network

Neighbors are 
more engaged 

with Sponsored 
Posts on 

Nextdoor
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Shopping 
behaviors
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Source: GWI Q2 2021. Base: 3,129 neighbors aged 18–64. Market: U.S. Indexes: Versus the average internet user in the U.S.

Neighbors expect a lot from brands 
Desired brand actions
% of neighbors who want brands to do the following

“Which of the following 

do you feel describes you?” 

“I tend to buy brands 
I have seen advertised”

29% 18–34
28% Urban

23% with children 

“I tend to buy the 
premium version of a product”

27% Urban 
26% 18–34 
26% Male 

58% 
for 55-64 
year old 

neighbors 49% 
for 55-64 
year old 

neighbors

47% 
for 18-34 
year old 

neighbors

39% 
for 18-34 
year old 

neighbors

Younger groups especially want brands to 
care about social causes, while older 

audiences want brands to improve their lives.
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Confidential

Source: GWI Q2 2020–Q2 2021. Base: 1,321 (Q2 2020) & 3,129 (Q2 2021) neighbors aged 18–64. Market: U.S. 

Neighbors are 
increasingly 
purchasing in-
store from 
independent 
retailers, 
and are willing 
to purchase 
products sooner 
at higher cost 
than wait for a sale

Changing shopping 
preferences
% change of neighbors who 
agree with the following 
statements

Average 
neighbor

18-34 35-54 55-64 Female Male Parents Rural Suburban Urban

Would rather buy a 
product sooner at 
full price than wait 

to buy it on sale

+37% +47% +25% +70% +42% +27% +52% +22% +14% +54%

Would rather buy 
from big retailers 
instead of small / 

independent 
retailers

-5% 0% -3% -11% -1% -12% -3% -10% -7% -2%

Would rather shop 
in-store than online

+5% +4% +7% +3% +5% +5% -1% +4% +15% -11%
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Urban neighbors are

over 2x as likely
to prefer shopping online only for beauty & 
technology products

56% of those aged 55-64
prefer shopping in-store only for healthcare 
products
(vs. 34% 18–34s)

1 in 5 men
prefer shopping in-store only for clothing
(vs. 1 in 10 women)

Confidential

Source: GWI September 2021. Base: 354 neighbors aged 18–64. Market: U.S. 

Neighbors generally prefer a mix of both in-
store & online shopping across categories 

Shopping preferences by category
% of neighbors who purchase the following products by location

Strong 
preference to 
shop in-store 
for healthcare 

products
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Purchase items: offline/online ratio
% of neighbors’ purchases made offline

The share of offline 
shopping for major 
purchases is falling 
across most 
categories except 
for home items and 
financial products

Offline shopping has 
increased across categories 
that often involve ‘show-
rooming’ in purchasing 
decisions; there’s been a 
shift to online where this is 
less important

Source: GWI Q2 2019–Q3 2021. Base: 4,518 (2019), 7,462 (2020), 9,542 (2021) neighbors aged 18–64.  Market: U.S. 
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Confidential

Source: GWI Q3 2021. Base: 3,087 neighbors aged 18–64. Market: U.S. / Nextdoor Neighbor Survey December 2021.

18-34s & urban 
neighbors are most 
likely to be in the 
market for purchases 
in the next 6 months 
across categories

Supply shortages have affected purchases 
this year. Due to supply shortages:

48% of neighbors had to delay purchases

38% of neighbors had to forego purchases

Top 3 types of purchases impacted:
food & beverage
home appliances
consumer electronics

Planned major purchases
% of neighbors who plan to purchase products from 
the following categories in the next 6 months
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% change from Q3 2020

+10%
+18% +5%

+11%

+20%
+43%



90%
of neighbors plan 
on decorating this 

holiday season

Confidential

Source: “90% of neighbors plan on decorating this holiday season” from November 2021 Nextdoor poll of 85K neighbors; 

Remaining figures from YouGov Plc on behalf of Nextdoor and The Home Depot. The total sample size was 2,431 adults. Fieldwork was undertaken between 

November 11 – November 15, 2021. The survey was carried out online. The figures have been weighted and are representative of all US adults (aged 18+).

Neighbors are getting into the 
holiday spirit

21%
were decked out with 

holiday lights and 

decorations before 

Thanksgiving

83%
like multi-colored 

holiday lights just as 

much or more than all 

white lights

83%
of those decorating this year 

plan on keeping their 

decorations up throughout 

December, with the majority 

(42%) aiming to take down their 

decor immediately after the 

New Year

The majority (54%) 
don’t mind if neighbors 

leave their outdoor 

holiday decorations up 

past January 1, 2022 

Half plan to go 

sightseeing to see 

holiday lights and 

decor around their 

neighborhood

30%
are likely to buy 

new holiday decor 

this season

22%
have purchased 

holiday decor from 

The Home Depot

Mark your home on our annual Cheer Map
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Source:  GWI Zeitgeist October 2020 & July 2021. Base: 138 (October 2020) & 296 (July 2021) neighbors aged 18–64. Market: U.S. 

Going into this holiday season,
neighbors are less concerned about spend and are planning early

Holiday gifts
% of neighbors who are considering buying the following as holiday gifts this year 60%

say they plan to buy / spend 
as they normally would this 
holiday season
(vs. 44% in 2020)

48%
say they started planning for 
the winter holidays a month 
or more in advance

42%
say they typically travel to 
see friends / family as part of 
celebrations
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Source: GWI Zeitgeist July 2021. Base: 296 July 202 neighbors aged 18–64. Market: U.S. 

Neighbors are 
more likely than 
the average 
American to enjoy 
holiday ads -
especially the visual, song 
and story elements

Holiday ads
% of neighbors who enjoy the following aspects of holiday ads
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