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The pandemic has affected the 
hospitality industry more than 
any other, with nearly 10,000 
licensed premises including 
clubs, pubs and restaurants 
closing in 2020 and 72% of 
hospitality businesses facing 
closure in 2021. 
Add into this a changing 
consumer landscape where the 

future is as unpredictable as the 
weather, understandably we’re 
confused. This report aims 
to give some guidance to our 
beloved experience economy, 
looking at consumer trends 
and how they will impact 
hospitality in the future across a 
multigenerational community. X
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It’s safe to say 2020/2021 has thrown some unpredictable happenings our way. 
This report builds on what we already know about current consumer habits and how 
experience economy providers can navigate a changing future. 
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Methodology
Using a mix of methodologies, Full Fat 
engaged with industry thought leaders 
across experience, sustainability, futurism, 
wellbeing, technology and more. We 
spoke to our eclectic client mix of 
promoters, brand owners and experience 
providers to discuss their thoughts and 
concerns for the future and we partnered 
with experience providers The Indytute 
to survey their vast community of 
customers across the UK. This report 
spans Generation Z (18-24), Millennials 
(26-40) and Generation X (41-55) 
offering an insight into what has changed, 
what is to come and what is needed in 
the land of ‘experience’.
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METHODOLOGY

Full Fat is dedicated to creating campaigns 
with purpose, in 2020 we created our insight 
division, Full Fat Source, which provides 
category, audience and future trends for our 
clients and experience economy. 





Mental health 
& wellbeing

Be proactive now, 
or regret it later.

What’s happening now? 
Covid-19 continues to have the most impactful 
implications for our society than any of us have 
likely experienced before. One of the largest impacts 
has been on our mental health, being dubbed as a 
psychological tsunami. Nearly 70% of adults in the 
UK have reported feeling worried about the effects 
of Covid-19 on their lives, with the most common 
concern being anxiety about the future (63%). With 
a constantly changing pandemic landscape and new 
variants being discovered regularly, having a solid 
plan is something consumers, and experience 
economy professionals can only dream of. Navi-
gating this changing landscape, fulfilling experience 
demand and overcoming reopening anxiety among 
other mental health challenges is currently an 
unknown path. 

What’s next? 
The lack of support from the government for the 
hospitality industry continues to be a shock to all who 
work in the sector. By proxy those in the industry 
have felt first hand the challenges on mental health 
and wellbeing the pandemic has caused and this will 
need to be reflected in their programming, offering 
safe spaces, holistic line-ups and easily accessible help. 
An ‘available’ and open approach needs to be taken 
by experience providers towards mental health as it 
is likely consumers will have concerns pre and during 

live experiences which span safety, overwhelm and 
anxiety. Consumers are also more likely to take 
interest in these provisions, choosing events which 
supply them over those that don’t. 

Stats 
68.83% of consumers are more likely to attend a 
future event if it supports their wellbeing. 

42% of consumers’ event purchases have been 
affected by changes in their mental health, making 
them more conscious of the sanitisation process 
and wellbeing provisions on site. 

Millennials have the most ‘concerns’ about large 
scale (10,000 cap +) and indoor events in 2022. 
They will opt for events under 2000 cap which are 
outside. 

Generation Z are keen to get out to big events in 
2022 and are less concerned about the pandemics 
impact. 
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MENTAL HEALTH 
& WELLBEING

Takeaway 
Consumers want to know how they will be 
protected from the virus and what support is onsite 
for their mental health & wellbeing. 

“Mental health has become a lot more 
apparent over the past 16 months for 
event organisers. Likely because we 
have been through some sort of struggle 
ourselves. All of our livelihoods have been 
turned upside down. Coming out of this 
pandemic we are going to see a surge 
in attendance to events and with this will 
come excitement and of course anxiety.“

Alan Crofton 
Managing Director Main 

Stage Festivals



© Anna Shvets
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SUSTAINABILITY AND 
COMMUNITY TRENDS

What’s happening now? 
Due to sustainability awareness, confinement in 
city flats and lack of outdoor space, people are on 
the move and lifestyle aspirations are looking more 
leafy than ever. According to Zoopla, demand for 
rural property has surged, rising 80% from the first 
week of March to early June, compared to an 
increase of only 60% for urban properties. This is 
having a huge impact on rural communities and the 
proactive approach to life found in cities is entering 
into the fields; new shops, economies and pro-
duction are popping up in tiny villages and towns 
across the country.  

What’s next? 
Sustainability outside of the home is important but 
it’s expected rather than a ‘decision maker’. People are 
desperate to get out and experience life and live 
events, so are overlooking sustainability credentials 
right now, but this won’t be forever. People will be 
more connected to their local communities post 
pandemic, and engaging your local community will 
be key to drawing a crowd. Expect to see small to 
middle sized events with less overheads and pre-
paration popping up in regional communities with 
local line-ups and producers. People are less inclined 
to travel for experiences, seeing the benefits of keeping 
money in the local community and not having to get 
onto confined public transport links.  

Stats 
Millennials and Generation X are less vigilant 
about sustainability solutions at events, whereas 
it would be a deciding factor for Generation Z 
when purchasing a ticket for an event. 

Generation Z are surprisingly the most community 
conscious, 65% of them feel a responsibility to 
support local events and experiences vs 53.91% 
of Millennials. 
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50% of all consumers would rather stay local for 
an event in 2021 and 2022 rather than travel 
further afield. 
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Takeaway 
Connecting with your local community via digital 
outreach and community support will be vital to 
drawing an audience in the future. 

“Brands and events need to be aware of what or 
who is already operating in that region and try to 
engage them, not just bulldoze their way in.“

“We need a shift in people’s consciousness to ensure 
their visit, whether short or long term, is a positive 

exchange. People need to become educated on 
how to travel more purposefully. Whether that’s 

down to where they spend their money to ensure it’s 
benefiting the local economy or how they respect 

the urban and natural environment.”

Jamie Tagg 
Director,  Mighty Hoopla

Sam  Blenkinsopp 
CEO & Co-Founder, Trippin

Would you rather attend a local 
event, or travel further afield?

50,2% 
rather attend to 
attend a local event.

4,6% 
rather travel further afield.



New experiences 
and 
experimentation 
What’s happening now? 
2021 summer is being dubbed by The Guardian’s 
Alexandra Jones as the ‘summer of love’ and we 
couldn’t agree more. People are desperate to get out 
and live a life they took for granted pre-pandemic. 
As hope mounted in March 2021 festivals and 
events started to release news of openings, events 
such as Mighty Hoopla, Field Day and others sold 
out in a matter of days rather than months and 
consumer appetite was palpable. Sadly, we know 
how this story continues, and uncertainty is forcing 
hard-working promoters and event organisers to 
make extremely hard decisions to close or postpone 
yet again.  

What’s next? 
Even though the future is uncertain, consumers 
remain understanding and flexible to change. Regular 
communication with your community via digital 
platforms about what is to come for them on their 
return will continue to build momentum for when 
the time is right. Pushing the boundaries of what is 
expected and providing lifelong memories for 
consumers will be a huge hit, younger audiences want 
new and unknown experiences so let’s give it to them. 

Stats 
77.7% of Generation Z are feeling very experimen-
tal and are likely to push the boundaries when 
considering what events to attend in 2022 on-
wards. 
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EXPERIMENTATION

Millennials on the other hand are slightly more 
nostalgic, only 57.20% are keen to try new experi-
mental events post pandemic in 2022. 

51% + of Generation X and Millennials are going 
to embrace lots micro and mini events rather than 
shelling out on one major extravagant moment. 

Generation Z preferring mega moments of cele-
bration and excitement.
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NEW EXPERIENCES 
AND EXPERIMENTATION

Takeaway 
The restriction on freedom of experience and 
movement has had a big impact on consumers, they 
are keen to get back out there and are much more 
open to trying new things. 

“We are stepping up a lot of our creativity 
to make sure there are some great 
moments our customers take away with 
them. Ones that don’t happen on a  screen 
and none of them announced. Phones-
away and hands-in-the-air moments.“

“As things open up, I am going to say YES 
to everything and enjoy every opportunity 

that comes my way. I am really keen to 
connect with more people - from a social 
gathering to on the tube. Anything goes.“

Jamie Tagg 
Director,  Mighty Hoopla

Katie 
31

Has the result of lockdown made you 
would want to attend events that you 
wouldn’t usually?

57,95% 
said yes.

42,05% 
said no.





Nostalgia 
and loyalty
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NOSTALGIA AND 
LOYALTY

What’s happening now? 
 Lockdown has left us longing for the past to try 
and find some order amongst the chaos, for the first 
time in a decade TV watching has risen and 
nostalgic box sets have topped the charts of most 
watched, from The Sopranos to Gilmore Girls, 
consumers have been lapping them up. Across 
generations nostalgia is high, Generation Z, 
Millennials and Generation X all crave simpler 
times, however loyalty to these experiences, or any 
in fact decreases  the younger the generation is.  

What’s next? 
Generation Z are fickle and heavily affected by 
digital conversations, cancel culture and ‘wrong 
doing’ in areas they feel strongly about such as 
sustainability, diversity, equality and equity. People 
are craving a ‘pre-pandemic’ experience, but not 
immediately pre-pandemic, they’re looking to return 
to ‘golden years’ whether that be the 00s, 90s or 80s 
experiences that are providing a flashback or taste of 
less problem laden times are booming. However this 
is not expected to last beyond 2022, so huge invest-
ment is not advised, but a fun throwback will go 
down a storm, think rollerskating, skateboarding, 00s 
fashion and more.  

Stats 
Event cost & line-up continues to rule purchasing 
decisions in Generation Z.
Generation Z is fickle 70% saying they feel no 
loyalty to events, they need to ‘win’ their support.

Millennials are much more supportive, 54.73% of 
them saying they feel a responsibility to attend 
events they have been to pre-pandemic.

— 13

90% 
of 18 - 25 year olds are keen 
to feel nostalgic when going 
out to events.

82% 
26-40 year olds are keen to 
feel nostalgic when going out 
to events.

83% 
of 41-55 year olds are keen 
to feel nostalgic when going 
out to events.
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NOSTALGIA AND LOYALTY

Headline 
Don’t over invest in nostalgic experiences 
as it won’t get you loyalty. 

“Nostalgia is hitting headlines and consumer 
needs right now, but it won’t for very long. 
The urge to learn from our recent experience 
and integrate new, experimental and 
technologically advanced experiences will
out-way our current desire for nostalgia.“

“I want to be able to experience the things 
you see in popular films from the 90s. After 

watching so many films in lockdown, I can’t 
wait to relive some of those moments“

Megan Morass  
Co-founder Full Fat

Teresa 
24



Consumer 
lockdown 
savings  
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SAVINGS

What’s happening now? 
In February 2021 the Bank of England released a 
report on lockdown saving, surprisingly UK 
consumers have saved a whopping £125billion in 
2020 and continue to save in 2021. The BoE is 
counting on these savings to bolster the economy 
as we head into a slip and slide of recessions over the 
next decade. What we would like to see, obviously, 
is a lot of these savings being spent on experiences 
over material objects. We know that Generation Z  
is experience focused but how much do they intend 
to spend on festivals, clubs, restaurants and events 
post pandemic and what about their older 
counterparts? 

What’s next? 
A big factor of the above saving has been attributed 
to consumers being forced to stay inside removing 
any spending in bars, pubs, venues, festivals or 
anything connected to a live experience. However, 
don’t get too excited because consumers have been 
shocked and somewhat bemused at how much they 
previously spent on experiences and intend to 
continue to save a bit. Generation Z are definitely 
more carefree with their cash as are Generation X, 
the former having potentially moved back home 
during lockdown and feeling the benefit of not paying 
rent, and Generation X have seen the loss of live life, 
keen to get back out and have fun.  

Stats 
Generation Z is planning to spend 10-20% of 
savings on live experiences, festivals, gigs, clubs 
and restaurants.

Millennials are more frugal opting to spend 5% of 
savings on live experiences. 

Generation X is planning on spending 20% + of 
savings on the experience economy.

Generation Z have been spending their money in 
lockdown mainly on self-care and material objects 
for them, such as clothes, tech devices and beauty 
products.
Millennials have been spending savings on home 
purchases such as garden furniture and DIY 
materials, as well as self-care and gifts for friends.

— 15
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SAVINGS

Headline 
Consumers are keen to spend on the 
experience economy. 

“2022 will be the year of the experiences - people won’t 
forget the time they couldn’t see their friends and family 
for a while.   Earnings will once again move away from 
‘stuff’ to living life to the fullest. After lockdown people are 
feeling ‘overstuffed’ and realise that ‘stuff’ doesn’t make 
you happy.  Good times and real life connections do.”

“I was able to save massively in 2020 as a result of 
lockdowns and restrictions - and clear my longstanding 

overdraft. Before the pandemic I was spending a lot more 
on fast fashion, but now I’m far more excited and willing 
to spend on staycations, holidays (when travel restrictions 

ease) and any going out experience really where I can 
spend time with my friends - it’s been so missed!“

Calypso Rose 
Head of Everything 
The Indytute

Amy 
28

Have you saved any money due to not 
'going out' during the pandemic?

71% 
said yes.

24% 
said no.

5% 
said not sure.



The future of 
Hybrid Events 
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THE FUTURE OF 
HYBRID EVENTS

What’s happening now? 
Understandably lockdown forced the experience 
economy to innovate across digital platforms to 
reach audiences, in 2020 we saw the biggest 
streaming site Twitch grow over 100% reaching 
1.654 billion hours watched per month. Lectures, 
concerts, festivals, craft lessons and more took to 
Zoom, Youtube and others, to continue, to create 
in a digital space. Huge success stories such as the 
Defective Virtual Festival which saw 20 million 
people tune in to watch DJs perform alongside 
dancers from around the world. However, now that 
we’ve experienced life digitally, will we want to 
return to live when we can hear, see and feel the 
vibes from our laptop? 

What’s next? 
Licensing restrictions can in some ways be overcome 
via a digital offering post closing time, also res-
trictions on capacity, geographical location or 
ability barriers will drive consumers to purchase a 
hybrid event ticket. Pre-event ‘testing’ has been a 
popular option in our research, showing that 
consumers who are considering purchasing tickets 
for a new experience would value an opportunity 
to test it out first in a digital format, i.e. live streams 
of music events, conversations with promoters or 
connecting with communities in advance. However 
hybrid events as a norm, is unlikely, using technology 
to expand reach, engage in advance and after or 
overcome ability diversity will remain but not as an 
alternative to live events.

Stats 
62.5% of Generation Z would be up for seeing 
what an event was like via a digital platform 
before committing to it in real life.

Generation Z is less likely to purchase a digital 
ticket as an alternative to the real thing. Over 50% 
of them saying they just wouldn’t bother logging 
on to a digital option if restrictions prevented 
them from going. 

56.38% of Millennials would be keen to see what 
an event is like before committing to purchase. 

However, unlike their younger peers Millennials 
would be likely to purchase a digital version of the 
event if restrictions limited them from attending, 
in fact over 50% of them would do this

Over 70% of 41-55 would also purchase a digital 
version due to restrictions 
Generation Z are the largest generation that can 
see themselves continuing to stream an event 
after leaving, with 34.81% of them saying they 
would be likely to do this. 
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Headline 
Hybrid is a tool for audience engagement, 
building anticipation and brand awareness. 
It will not become a alternative to live experience. 

“Digital experiences have shown that they can reach 
enormous audiences all across the globe and have an 
impact.  It would be remiss of companies and cultural 
organisations not to try to bring their art/music to a 
wider audience in some way, shape or form.”

“Virtual doesn’t need to be second best or instead of live if it 
offers up a variety of new opportunities for

experience. It can provide true closeness for talent and what 
might be impossible to achieve in a regular physical experience 

may be possible in a virtual experience; online meet and 
greets, triple AAA passes, private rooms on video conference 

platforms for 1 to 1 interviews. All these incredible moments 
can be more easily achieved swiftly via technology but still 

bring fans close to what they’re most wanting.“

Calypso Rosea 
Head of Everything The 
Indytute

James Kirkman 
Chief Business Officer
Defected Records

Takeaway 
The restriction on freedom of experience and 
movement has had a big impact on consumers, they 
are keen to get back out there and are much more 
open to trying new things. 

THE FUTURE OF 
HYBRID EVENTS
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THE FUTURE OF 
HYBRID EVENTS

Do you engage with an event or 
experience’s digital platforms before 
you attend and event?

Does being involved in an events 
digital community make you more 
likely to attend the event?

58,4% 
said yes.

41,6% 
said no.

55,7% 
said yes.

15,9% 
said no.

28,5% 
said not sure.
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Which events will be most 
popular during 2022

Festival

Festival

65%

46,03%

75%

72,08%

70%

73%

35%

66,39%

67,5%

63,49%

65%

50,63%

62,5%

48,74%

62,5%

52,12%

95%

94,63%

95%

98,35%

95%

78,51%

Pub/Bar

Pub/Bar

Concert

Concert

Restaurant

Restaurant

Cinema

Cinema

Self-development

Self-development

Community

Community

Home hosted

Home hosted

Wellbeing

Club

Club

Wellbeing

Fitness

Fitness

Generation Z 
18-25 years old

Millennials 
26-40 years old
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Which events will be most 
popular during 2022

Festival

Club

33,58%

21%

68,89%

63,7%

58,96%

52,24%

34,33%

36,57%

93,33%

97,78%

71,85%

Pub/Bar

Concert

Restaurant

Cinema

Self-development

Community

Home hosted

Wellbeing

Fitness

Generation X 
41-55 years old
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How often do you intend to 
go to these experiences?

Generation Z 
18-25 years old

Generation X 
41-55 years old

Millennial 
26-40 years old

Wellbeing MONTHLY 
Restaurant MONTHLY 
Pub/Bar WEEKLY 
Fitness WEEKLY 
Festival 1 OR 2 TIMES A YEAR 
Concert 1 OR 2 TIMES A YEAR
Self-development MONTHLY  
Activism 1 OR 2 TIMES A YEAR  
Club MONTHLY 

Wellbeing 1 OR 2 TIMES A YEAR
Restaurant MONTHLY 
Pub/Bar MONTHLY 
Fitness WEEKLY 
Festival 1 OR 2 TIMES A YEAR 
Concert 1 OR 2 TIMES A YEAR 
Self-development NEVER  
Activism NEVER
Club NEVER

Wellbeing 1 OR 2 TIMES A YEAR
Restaurant WEEKLY 
Pub/Bar WEEKLY 
Fitness  WEEKLY 
Festival 1 OR 2 TIMES A YEAR 
Concert 1 OR 2 TIMES A YEAR
Self-development 1 OR 2 TIMES A YEAR   
Activism 1 OR 2 TIMES A YEAR 
Club  1 OR 2 TIMES A YEAR   



Experience 
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EXPERIENCE 
ECONOMY FUTURE TREND 
PREDICTIONS.

Boundary pushing experiences
Younger generations are keen to experience new 
things, pushing personal boundaries to make 
lifetime memories. 

Many mini adventures
Generation X are on the hunt for a multitude of 
experiences, preferring many mini experiences to 
major moments less regularly.  

Digital afterparties
Consumers can see themselves continuing to stream 
post events, taking the party back to living rooms and 
bedrooms across the UK. 

Fleeting nostalgia
Right now nostalgia is big, but don’t over invest as 
this is a fleeting trend.

Money madness
Savings have been made and the experience 
economy is poised to see some benefit from this 
across Generation Z and Generation X. 

Mental health minded
Consumers expect mental health to be on your 
agenda as it’s on theirs. Integrate by providing safe 
spaces, accessible care and transparency on what to 
expect. 

Community is key
Your local community has never been more 
important than now. 

— 24
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THE INDYTUTE

Calypso Rose, is Head of Everything 
at The Indytute, an award-winning 
entrepreneur and mother who lives 
on a canal boat in London.

“The Indytute is all about enjoying life without the 
need to collect ‘stuff’. It’s about experiencing the 
new (how do you bend Neon?) or learning from the 
best. We partner with artists, musicians and venues 
who go the extra mile to engage and entertain. 
Learn a bit, smile a lot. ‘Give good times’ is the 
Indytute mantra, and the basis for every experience.

At the beginning of 2019, The Indytute was rocking 
and rolling - number #1 on Google for experience 
gifts and we’d found our rhythm. Covid hit and we 
lost 90% of our business overnight. Myself and most 
of our partners fall through the gap of government 
support, we all had to work on a pivot together to 
keep the income flowing and to keep my team 
onboard and through the other side. If you couldn’t 
go to the experience, then the way forward was to 
bring the experience into the home - a kit in a box. 
Bring on ‘Home Deliveries’. Instead of being 
London centric, we would send out the message to 
the whole of the UK. Lockdown suddenly came 
with a bonus. Customers made terrariums, moulded 
clay, cut lino and baked sourdough. Kits were a 
major hit, and yes, they have saved The Indytute.

So, to sum up 2020. Well, let’s start with a positive. 
I have developed a side to Indytute, that will 
continue to grow alongside the core experiences, 
and that’s very exciting. I never want to hear the 
word ‘homeschooling’ again. I long to get out and 
about. I’ll be the person in the crowd swing 
dancing…”

For more information please visit 
www.indytute.com
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FULL FAT

Full Fat is a creative communications 
agency fuelled by experience. 

We are an award-winning creative communications 
agency built on a passion for arts, drinks, events, 
foods, music and wellness. Our knowledge of the 
experience economy influences everything we do, 
helping brands reach and engage with consumers 
in a purposeful way.

For more information please visit 
www.wearefullfat.com
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GLOSSARY

CGA and business advisory firm AlixPartners Report 
https://news.sky.com/story/covid-19-how-many-pubs-restaurants-and-clubs-closed-their-doors-
permanently-in-2020-12194754 

Big Hospitality / CGA 
https://www.bighospitality.co.uk/Article/2020/11/19/72-of-hospitality-and-pub-businesses-
face-closure-in-2021-restaurants-Coronavirus-lockdown 

Office for National Statistics 
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/
healthandwellbeing/bulletins/coronavirusandthesocialimpactsongreatbritain/5june2020 

Zoopla & Rightmove  
https://www.thetimes.co.uk/money-mentor/article/move-to-the-country/ 

Scientific American  
https://www.scientificamerican.com/interactive/the-biggest-psychological-experiment-in-
history-is-running-now/ 

Bank of England  
https://www.am-online.com/news/market-insight/2021/02/05/bank-of-england-says-70-of-
consumers-will-hold-on-to-covid-lockdown-savings 


