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Introduction After a 16-month 
emotional rollercoaster 
we have arrived at a 
time of year that many 
of us place a huge 
importance on - The 
Great British Summer! 

The latest Audience Insider  
report takes you through what 
this summer will look like for 
younger and older audiences. 
By understanding the emotions 
of these key audiences we are 
able to predict their behaviours 
and suggest ways advertisers 
can best reach and talk to 
them this summer. 

Consumers are definitely more 
excited about the Great British 
Summer this year, with a desire 
to make up for lost time. 

This Summer report focuses on 
18-24s and over 55s; both groups 
are intending on spending as 
much time outdoors as possible 
but differ in terms of planning 
and activities. 



18-24s



               

Over 1 in 3 have bought new 
summer clothes 

29% have been eating healthier 

1 in 4  have exercised more  
or joined a gym  

Thinking of my 
plans for this 

summer and I’m so 
excited! Going to 

live my vaccinated 
hot girl dream all 

summer long. 

37% 
Positive   

33% 
Happy   

26% 
Excited    

• 44% are ready to travel abroad -  

although budget & impatience 

over lack of travel clarity keeps 

them mainly in the UK  

• 62% already have plans  

for next summer (2022) 



1 in 2  
are upgrading 
their Summer Fashion and alcohol will be the 

most popular categories



Versus pre Covid summers, 
18-24s will be doing more…

31% 
BBQing

32% 
Socialising at home    

34% 
Cooking from scratch    

27% 
Eating out

15% 
Going to the cinema

I’m gonna treat 
myself this 
summer



55+s



A summer of simple 
pleasuresT h e e m o t i o n s a n d 

behaviours of this group 
are very different to the 
1 8 - 2 4 s b u t e q u a l l y 
f a s c i n a t i n g a n d 
p o t e n t i a l l y , i n t h e 
l o n g e r t e r m , m o r e 
lucrative for advertisers. 

  
60% plan on spending much of their time outside 
  

28% have a staycation planned for the Summer 

In an alert state when outside,  

which is great for  

outdoor advertisers:  

• 61% say they are more 

aware when out of home 

• 53% say they are more alert 

45% 
don’t feel  

comfortable  
making plans yet

41% 
feel uncertain  

about  
this summer   

78% 
taking it  

one year at  
a time



1 in 3 
Doing more gardening

28% 
Spending more on 

food and drink

1 in 4 
Spending more on 

eating out

1 in 5 
Investing more in their 
homes and gardens

60% 
Spending more time 

outside

Versus pre Covid summers, 55+s will 
be…



Tips for advertisers  
18-24s
It’s important to note that this “let’s go” attitude is 

already spilling over into Summer 2022. Over half of this 

audience have rough plans for next year already. They 

are also showing even more optimism and excitement 

for Summer 2022 than they are this Summer.  

This audience will respond well to advertising messages 

that EXCITE, PROMOTE ADVENTURE, and satisfy their 

desire to make up for lost time. The key to success here 

is to present them with new ideas, ways to make 

experiences more fun and INDULGENT… without 

breaking the bank.

55+
In contrast to the 18-24s, this group need an 

EMPATHETIC, encouraging tone of voice. This group 

are time-rich, with higher disposable income so a 

message of COMFORT and REASSURANCE will start to 

lure them and their wallets out of hiding.

Ultimately, the data shows that there aren’t really any 

grey areas here - it’s very clear cut. We have two 

distinct groups with distinct emotions and behaviours 

that are ripe for the right advertising strategy. It’s very 

simple - EXCITE the young and REASSURE the old(er).  

In summary


