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Protein has been helping brands connect with 
today’s global influencers for over 16 years 

through our interconnected product, publishing 
and network divisions. 

Our annual Audience Survey (which you are 
currently holding in your hands) is just one of 

our research tools we use to better understand 
the trends in attitudes and behaviour of  

these consumers. 

We also help brands to both understand the 
current and future consumer markets through 

our bespoke research services, as well as 
reaching the right consumer through 

our Ad Network.

For more information on this, or on any of Protein’s 
other services, just drop us a line: sales@prote.in



“The important thing is not to stop questioning. 
Curiosity has its own reason for existing.” 
 - Albert Einstein

This idea was a founding principle of the first 
Audience Survey that we published back in 2011. 
Since then we’ve used our Ad Network to poll 
over 16,000 early adopters about their habits, 
lives, motivations and attitudes. Knowing how this 
demographic thinks, what they believe and what 
they care about is vital for any brand that wants to 
stay culturally relevant and ahead of the pack.

To better explain how these consumers act 
and what drives their thinking, this year we’ve 
split the report into two sections: Behaviours and 
Attitudes. Once again, our audience has proven to 
be constantly evolving, as there’s no shortage of 
enlightening discoveries.

Their new behaviours are going in all sorts of 
directions. Just for starters, in light of the recent 
political revelations of online snooping, our 
audience are becoming increasingly anxious about 
their digital privacy. They are sobering up their 
lifestyles to lessen the blow of their generation’s 
impending obesity epidemic. And their constant 
online behaviour has heightened their expectations 
of brands to deliver goods and services in ultra-
convenient ways.

Overall this report should provide a 
comprehensive snapshot of emerging consumer 
trends for 2014, as well as provide important 
foresight into the mass market for the years ahead. 
However should you need even more cultural 
insight, we also offer bespoke research services, 
a daily Feed, weekly newsletters, monthly Forums 
and quarterly Journals and reports via our website. 
We’ve also recently launched the Protein Exchange, 
a real-time planning and buying tool that utilises 
all our survey data alongside our ad data for more 
effective audience targeting.

I hope this year’s survey provides some answers, 
but also inspires lots more questions.

William Rowe
Founder & CEO
will@prote.in
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The Diffusion of Innovations theory, developed by Everett Rogers in 1962, 
is one of the first theories about how new trends and ideas permeate through 
culture from their inception to mass adoption. It helps to explain how different 
sets of people are more or less receptive to new ways of thinking and behaving. 
The theory is presented as an S-shaped curve, which shows these different 
types of consumers at different points of adoption. 

New cultural memes, ideas and innovations start with the Innovators: the 
designers, artists and creative thinkers, people who had a bright spark of 
thought and developed a whole new way of doing something. The subsequent 
group, the Early Adopters, are the first set of consumers to adopt these new 
ideas or trends. They’re typically young, willing to take risks, and are highly social, 
regularly interacting with other like-minded individuals through their extensive 
online networks. Studying them offers a strong indication of future trends.

The Audience Survey report reflects these two types of consumers. Firstly, the 
results of the survey itself – the thoughts and behaviours of the culturally-engaged 
readers of our publisher network – reflect today’s Early Adopters. These are 
presented in each section of the report and reference statistics from our survey.

Secondly, the Innovators – the people incepting truly new ideas – are 
featured in the case studies within the attitudes section. These niche clusters 
of like-minded individuals offer an early indication of new issues and concerns 
within the relevant sectors.

In all, this report should offer a comprehensive snapshot of the new trends 
and ideas in food, drink, music, retail, technology and travel for Early Adopter 
consumers, as well as highlight the need-to-know Innovators who are shaping 
the future.
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Methodology

To study our audience, we conducted an online quantitative survey consisting 
of closed-ended questions designed to measure and quantify their behaviours 
and attitudes. 

The sample was reached through an MPU advert, placed on selected 
publishers in our Ad Network, inviting respondents to take part in the survey. 
The adverts remained live on the various websites for two months in early 
2014, a period long enough to allow us to collect a total of 3,736 responses. 
This year’s survey turned out to be one of our largest to date, with participants 
including: ArchDaily, Songkick, Dezeen, FACT Magazine, Mixcloud, Thought 
Catalog and We Heart It.

Once the survey had finished running, we worked collaboratively with our 
global correspondents and partners to locate and interview early adopters in 10 
key markets to test, substantiate and bring to life the quantitative findings of the 
survey. All of the quantitative and qualitative results we gathered were analysed 
by the in-house Insight team. The findings were then contextualised through 
their existing observations, desk research, and interviews with opinion leaders. 

To make this easier for brands to digest we included examples of key cultural 
innovators, projects, stores and spaces that resonate with our audience and 
shape their respective markets and cultures. The result is what you see before 
you: an in-depth trend report that analyses the behaviours, attitudes and 
opinions of today’s cultural influencers.

Introduction
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So who exactly is the Protein Audience? The gender split of this year’s survey 
sample was fairly even, 55% of the respondents were male and the remaining 
45% were, of course, female. The age group best represented were the 22-30 
years old millennials, who made up 50% of the entire sample. 

The UK was the most surveyed country at 41% of the sample, followed 
by the US with 26%. Smaller but still sizeable amounts of respondents came 
from Germany, France, Brazil, Australia and were also crucial influencers in the 
final results. In total, the sample included individuals’ opinions, attitudes and 
behaviours from over 80 countries around the world.

In terms of professions, those currently in work were predominately 
employed in creative roles. The most popular industry, art and design, made up 
22% of the sample, closely followed by advertising and marketing at 21%. We 
also surveyed those not actively working, with students accounting for 10% of 
our respondents.
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Behaviours
Our audience are an interesting bunch. 

Always on the lookout for new ideas, 
experiences and ways of doing things, their 

behaviour is constantly evolving. In this 
section we explore the how, who, what and 

where of their day-to-day lives.
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29%
Big gigs

Which of the following are your favourite places to 
watch live music?

83%

37%
Big festivals

18%
In-store shows

56%

6%
I don’t watch live music

Small gigs Small festivals

Intimate Affairs

Much like last year, smaller, more intimate gigs are 
the preferred place to see live music for our audience. 
More than twice as many respondents, both male and 
female, prefer smaller venues over big gigs. 

This preference of small over big carries across 
to the festival circuit – 56% say they attend smaller 
festivals compared to the 37% that go to larger ones.  

 
 
The gender split here however is slightly wider, with 
65% of women attending smaller festivals versus just 
49% of men.

What is true across almost the entire audience is 
their attendance of live music in one form or another. 
Only 6% of respondents say they don’t watch any live 
music at all. 

94
% of the audience attend live music events

MusicMusic
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9%
Video websites

Which of the following is the main way you 
listen to music?

30%

17%
Other streaming services 

e.g. Grooveshark

7%
Radio

24%

4%
Music websites e.g. The Fader

Subscription streaming services
e.g. Spotify

Digital downloads

Pay to Play

Subscription streaming services, such as Spotify, 
remain just as popular as last year. In fact they remain 
exactly as popular. The same amount, 30%, said that 
this is their primary method of listening to music as in 
2013. Interestingly, despite costing money, subscription 
streaming services are still more popular than their free 
counterparts. The likes of Soundcloud only account for 
17% of the audience’s preferred choice.

The appeal of digital downloads has dropped to half 
of what it was last year, from 49% to 24%. Similarly 
suffering a decrease in popularity are CDs. Last year 
they were the medium of choice for one in ten people, 
this year that number has dropped to less than one in 
thirty, with only 3% of the audience choosing CDs as 
their primary source for listening to music.

MusicMusic
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Face the Music

A recommendation from a friend is the most popular 
source when it comes to discovering new music. 66% of 
our audience find new music through this avenue. Close 
behind are music websites, with 57% of the audience 
finding new music there. However there is a significant 
gender split, with 64% of males using music sites 
compared to only 46% of females. 

Streaming services are not just popular for listening 
to music, but are starting to play a growing role in music 
discovery. From only 9% of the audience saying they 
use the likes of Spotify to discover new music last year, 
in 2014 this has risen all the way to nearly half the 
audience, at 47%.

Macbook Pro

47%
Streaming services e.g. Spotify

How do you find out about new music?

66%

51%
Friends recommendations on  

social media

45%
Out and about at parties etc

17%
Print music magazines

57%

25%
Music shows (on radio or TV)

17%
Online stores e.g. iTunes

Friends recommendation in real life Music websites

MusicMusic
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10 Best
Views
in the
World

The Great Escape

With so much information out there, the most 
popular way for our audience to find out about 
holidays are online guides, closely followed by 
asking trusted friends for travel tips. 

The younger end of the audience, however, 
are more gung-ho in their approach to travel with 
46% of those between 18-21 happy to leave 
their holidays up to chance and decide what to do 
when they get there. Their older, more cautious 
counterparts are less optimistic, and amongst 31-
35 year olds, only 32% trust leaving their holidays in 
the hands of chance.

39%
Download a mobile app guide

Do you do any of the following to find out about a 
holiday before you go there?

84%

55%
Ask a friend who lives there

39%
I work it out when I get there

82%

37%
Buy a guide book

Read online guides Ask a friend who has  
been there 46

% of 18-21 year olds work out their holiday plans 
when they get there

TravelTravel
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Which of the following types of holiday did 
you go on last year?

City Slickers

City breaks are the most popular choice of 
getaway, but they only start to appeal to our 
audience once they get into their mid-twenties. The 
shift in popularity of city breaks leaps from 46% for 
18-21 year olds to 64% for 22-25 years old. 

Similarly, rural holidays also become more 
appealing as the audience gets older. For the younger 
members, it seems, getting out of the city is a chance 
to attend hedonistic music festivals, whereas older 
members prefer their fields a little less crowded. Only 
19% of the 18-21 year-old audience went away to 
the country for a rural retreat, but 43% were happy to 
go into the wilderness for a music festival. 

33%
Road trip

30%
Rural holiday

14%
Other

32%
Music festival

26%
Activity based

5%
None

65% 52%
City break Sun and sea

TravelTravel
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Raising the Bar

When choosing drinks, quality ingredients and 
good design are the two factors that stand out for 
our audience. For men, however, the history of 
the alcohol brand, craft brewing and small scale 
production are much more important factors than 
for women. 43% of men, for example, respect craft 
brewing and small scale production compared to 
only 33% of women.

For the younger members of our audience, 
quality ingredients are less important. Only 21% of 
18-21 year olds care about quality versus 45% in 
the 26-30 bracket that do. They do, however, have 
a stronger tribe mentality and as a result are more 
likely to drink a certain brand just because their 
friends do.

28%
Its history

Think about an alcohol brand you like. Apart from its 
price and taste, why do you like it?

58%

39%
Craft/small scale production

21%
I like the image associated with it

5%
I want to be seen drinking it

56%

16%
Friends drink it

1%
Celebrities drink it

Quality ingredients Good design or packaging43
% of men respect craft brewing and small  

scale production

DrinkDrink
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Decadent Diners

Food is a vital part of our audience’s lifestyle. 
Eating out has significant cultural meaning, both 
socially and creatively and this is once again 
reflected in the responses. Eating out remains an 
important part of our audience’s lives with nearly 
70% eating out at least once a week, and 21% 
eating out several times a week. 

As our audience gets older, and as their 
disposable income grows, the frequency they eat 
out increases. This can be seen in the leap from the 
12% of 18-21 year olds that eat out several times a 
week to the 20% of 26-30 people that do.

15%
Once a fortnight

How often do you eat out for dinner?

24%

21%
Several times a week

11%
Once a month

2%
Everyday

21%

5%
Less than once a month

1%
I don’t eat out

Once a week Twice a week

FoodFood
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Macbook Pro

Food Blog

46%
Specialist food websites, blogs 

or magazines

How do you choose where you eat out?

73%

50%
Walk around and decide what I like

24%
Newspapers or newspaper websites

57%

6%
None of these

Friend’s recommendation Culture magazines, websites or blogs

Hot Tips

Decisions of where to eat out are highly swayed by 
friends recommendations, followed by the numerous 
cultural magazines, websites and blogs available at 
the click of a button. When it comes to the younger 
end of the audience, they are happier to chance it and 
just wander around until they find something they like 
the look of, compared to the 59% of 31-35 year olds 
that prefer to book in advance. 

Culture magazines, websites and blogs play a 
bigger influence on women’s decisions on where to 
eat, with 62% using them, compared to only 54% 
of men. The influence of these magazines, websites 
and blogs decreases as the audience gets younger, 
regardless of gender.

62
% of females use culture magazines, websites 

and blogs to choose where to eat out

FoodFood
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Bricks & Clicks

Our audience still likes to discover new clothes 
the old-fashioned way, by rummaging through 
physical stores. Searching online is almost as 
popular, however, with a mere 8% difference 
between the two options. Social media is also 
proving to be just as effective as seeing people on 
the street, with both options holding a 9% share of 
the audience preferences. 

Product tagging and recommendation sites like 
Nuji or Lyst seem to still be in their infancy as only 
1% of the audience find these effective tools for 
finding clothes.

10%
E-commerce website

What is your main source for finding out about 
new clothes?

25%

14%
Blogs

9%
Social media

6%
Magazines

17%

9%
People I see on the street

4%
Editorial websites

Browsing in stores Searching online

RetailRetail
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Have you ever used social media to discuss or find out 
more about a television show while watching it?

Social Screening

While watching television, a second screen can 
open up all sorts of possibilities for the viewer. From 
new ways to learn about what you’re watching, 
to discussing on-screen events as they happen, 
social media is becoming an increasingly popular 
accompaniment to TV entertainment. 

Unsurprisingly, simultaneously consuming social 
media and television is more popular amongst 
younger people. 62% of 18-21 year olds utilise 
social media alongside watching television, while 
this percentage dips to 55% for 22-25 year olds. 
Doing this becomes even less popular as the age 
of the audience increases. Only 45% of 36-40 year 
olds say they use a second screen.

Retail Therapy

In general, our audience prefers the convenience 
of online shopping. As our audience grows older, 
this medium becomes more appealing – 64% of 
31-40 year olds prefer the online over the physical, 
compared to just 49% of of 18-21 year olds. 

Interestingly, but perhaps unsurprisingly, the 
divide between preference of online versus offline 
stacks differently between the genders. 60% of men 
prefer the ease of online shopping compared to just 
44% of women. 

Overall do you spend more on products online or in 
physical stores?

Online
54%

No
50%

Physical
46%  

Yes
50%

DigitalRetail
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Brand New

Discovery and learning are the things our audience 
want most from its engagement with brands. Brands 
shouldn’t just be about promoting products – a quarter 
of those surveyed want brands to be active in teaching 
them something new. 

24% say they want brands to take an active role 
in improving their lifestyle, however requests to 
participate are unpopular, with only 8% wanting to 
actively partake in brand activity. It’s important to note 
that the vast majority want brands to engage with 
them on some level, with only a tenth rejecting brand 
engagement entirely.

10%
I want it to tell me about products 

and services

How would you like your favourite brand to engage 
with you?

25%

22%
I want it to entertain me

10%
I don’t want it to engage me

24%

8%
I want it to let me participate

I want it to teach me something new I want it to improve my lifestyle 90
% of the audience want brands to engage  

with them

BrandsBrands
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Macbook Pro Macbook Pro

Content Controllers

Having control over when they are exposed to 
brand content is important to a large proportion of 
our audience. Being able to choose how often they 
engage with brands by visiting brand websites is their 
preferred option with 23% of the audience saying that 
is the channel they’d most like to be spoken to on. 

Facebook and email newsletters share a similar 
sized slice of the pie, with 17% and 16% respectively. 
It’s worth noting that amongst 18-21 year olds, 
newsletters are significantly less popular, with only 5% 
of that demographic selecting that option. However 
this age bracket favours Facebook and websites 
considerably more than older audience members. 
Instagram’s popularity has doubled since last year’s 
survey, going from 5% to 10% since 2013.

15%
I prefer not to communicate 

with brands

How do you prefer your favourite brands to 
communicate with you online?

23%

16%
Email newsletter

11%
Twitter

3%
Branded mobile app

17%

10%
Instagram

2%
Youtube

Website Facebook

Protein

BrandsBrands
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To understand the results of our survey we need 
to get inside the minds of our audience. Here 

we contextualise the ideas, beliefs and mindsets 
that are fuelling their behaviour. Why exactly are 

they doing what they do?

Attitudes
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Convenience

The audience now expects goods and services to 
be easily available and quickly delivered, although 

outright ownership isn’t always expected

01
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Consumption used to be based around people exchanging their money for 
ownership of goods. However today, many of these products are being turned 
into services, where people pay a fee in order to have access to the product, but 
never have it in their possession. This trend is being led by our audience, where 
as many as 83% have used an on-demand service. In turn, this is changing their 
perceptions about owning products, with many preferring to “borrow” rather 
than buy outright.

The most widely used services are on-demand media portals. Music services, 
such as Spotify and Bloom, are most popular – 67% of respondents have used 
one of these. Nearly half (47%) say that these services are now the primary 
way in which they listen to music: this is a significant increase from last year’s 
survey, where only 30% said that streaming services were the primary means of 
listening to music. And 47% of respondents also say that such services are their 
primary means of discovering new music.

Audience members are also going on-demand for their films, routinely 
streaming movies through services such as Netflix and Lovefilm: 58% say they 
have used one of these services.

Mobile technology has offered new possibilities for on-demand services. 
“We’re all using tech to demand services at our beck and call,” says Tom 
Cheshire, of Wired UK. “I think the biggest difference is the smartphone. 
Carrying a computer on you all the time opens up a lot of these possibilities. 
Companies are now making the most of this.”

Technologist Tom Chatfield agrees, and says that the mobile has evolved into 
a universal tool that is growing increasingly useful to consumers. “Smartphones 
are becoming a bubble of personalised media experience we carry everywhere 
and anywhere – and it’s a premium that can be charged for in the name of ease 
and control, the two most desirable attributes of an information-saturated era”

Transport services are now catering to on-demand consumers. Apps such as 
Hailo and Uber, which allows quick access to taxis in the UK, are being used by 
audience members – particularly those based in cities. Ridesharing apps, such 
as Lyft and Sidecar, are connecting people in the same area who need a lift.

“Smartphones are becoming 
a bubble of personalised 
media experience we carry 
everywhere and anywhere – 
and it’s a premium that can 
be charged for in the name 
of ease and control, the two 
most desirable attributes of 
an information-saturated era”

– Tom Chatfield, Technologist

43
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Almost half (48%) have now used one of these mobility apps. They are most 
popular with our older audience members with around 54% of 26-30 year olds 
using them, compared to 29% of 18-21 year olds.

This new ease of access to transport may be affecting their view about car 
ownership – why buy when you can share the cost of a ride? Only around a 
third (36%) of our audience owns a car, and only 5% say they expect to buy one 
within the next year.

Millennials’ demands are changing the way in which goods are consumed. 
The WunWun app, started in New York, lets users order just about anything, 
from groceries and toilet paper to restaurant food. Also in the US, Postmates 
uses existing courier networks to deliver items to customers from restaurants 
and other stores within an hour.

Large retailers are responding to these immediate delivery demands. Auction 
giant eBay has launched eBay Now, offering same-day delivery, and white goods 
retailer AO.com has launched same-day delivery to highly populated areas in the 
UK. Deliv provides a similarly quick service from a variety of online retailers, and 
promises to get goods to you within 60 minutes.

Amazon’s new Flow app offers a glimpse into how we can buy items instantly, 
while away from our usual e-commerce websites. The user simply needs to point 
and shoot at something they like the look of and, once it has been recognised 
from an Amazon product image, can be bought online.

“All of the new apps I’ve recently downloaded are about 
making my life easier and more efficien”

Felix, 27, Berlin

Convenience
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Self-improvement

Following a period of excess, audience 
members have a growing desire to improve 
their personal wellbeing and are using new 

ways to monitor their health

02
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With greater access to information, and with awareness of the obesity crisis, 
the audience is waking up to the importance of staying healthy. Around 78% 
of our audience members say they are now more concerned about their health 
and wellbeing than at the same time last year. This was most significant among 
the younger section of the audience, with 87% of 18-21 year olds in the survey 
agreeing with this.

Many of these concerns have resulted from new technology which can 
expose flaws in their health. Mobile and self-tracking devices have enabled the 
audience to closely monitor its health and wellbeing. People are wearing devices 
such as the Nike+ Fuelband and Fitbit, which log information about work-outs 
and other activities for later analysis. One third of respondents say they have 
used an exercise-related self-tracking device. And they are using smartphone 
apps that help them lead healthier lifestyles. The Reporter app, by infographic 
designer Nicholas Felton, asks the user questions about their habits throughout 
the day to build up a picture of their lifestyle.

Such technology means that being fit and healthy are important aspirations, 
says Claus Lindorff, co-founder of Ron Dorff, a clothing line that bridges the gap 
between sportswear and fashion. “Staying fit and healthy has become a part of 
people’s lives,” he says. “You could almost say that being in shape has become 
the new status symbol.”

This new health culture can be seen in leisure and food spaces centred 
around wellbeing which are opening up in cities. Across Europe and the US 
juice bars – such as Moon Juice in LA, Bob’s in Paris and Lovage in London 
– are becoming more popular as busy millennials swap their flat whites for a 
spirulina when they need a quick morning fix. New health cafés, such as SLA in 
Amsterdam, sell salads and soups, providing healthier hang-outs.

SLA, Amsterdam

SLA salad bar provides healthy, hearty 
meals as well as hosting workshops and 
seminars to promote healthy living.

Self-improvement 
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And it’s not just the cafés getting a health conscious makeover. Pharmacies 
are taking a page out the books of stylish stores and making aesthetics a priority 
too. Not just to cater to a more design savvy customer, but also to create a 
less intimidating, more approachable environment and become a new cultural 
destination. Stanley’s Pharmacy in New York, adopts a distinctly West Coast 
attitude to wellness by offering a level of personal customer service, set in an 
environment that focuses on people rather than product. Similarly, Pür, a health 
shop in Helsinki, takes an unconventionally modern approach to design. The 
shop, designed by Finnish agency Bond, features simple pictograms to convey 
product information.

How our audience stays fit is evolving too. When it comes to working 
out, more people are opting to focus on their core strength – the pelvis, 
diaphragm and lower back – to give them better all-round body stability. The 
audience has helped to spur on the CrossFit movement and to support new, 
no-nonsense gyms such as Gotham Gym in New York and Barber’s in London. 
“It’s not just about muscles,” explains Darren Barber, founder of Barber’s. “It’s 
about flexibility, mobility, co-ordination and agility – the things that make your 
fitness more rounded.”

The audience is even turning exercise into entertainment, taking control 
of fitness and doing it on their own terms. SoulCycle is taking spinning to the 
next level, offering participants the chance to be part of an energetic party. 
Cycle sessions include loud, thumping DJ sets hosted by the likes of music and 
fashion collective Been Trill and VFiles – the online fashion publication from V 
Magazine. In London, Psycle specialises in spinning sessions where “every class 
has its own unique soundtrack to emotionally engage and inspire the workout”.

“I feel more responsible when it comes to my health, I am doing 
more exercise, trying to drink less, trying to pay attention more.”

Hortense, 27, Paris

Self-improvement 
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Transparency

The audience now expects absolute 
transparency and honesty from the brands 

they buy and are using online tools to get the 
information they need

03
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In the last couple of years some companies – particularly fashion brands – 
have been exposed as unethical producers. The audience is now wising up to 
these wrongdoings.

Michael Preysman founded Everlane, a clothing brand that uses ‘radical 
transparency’ to inform its customers about where and how its products 
are made. Its website features compelling photography that documents the 
conditions of its workers. “Consumers care when they realise that what they 
thought they were getting isn’t quite what they signed up for,” he explains. “Food 
is a great example of this. People had no idea how many pesticides were in their 
food. Once they found out, the organic movement was born. The same thing is 
starting with clothes. People want to know where they come from, how much 
they cost to make, that they’re ethical and they’re buying items for a fair price.”

These new expectations are often the result of an increase in the ease of 
access to product information. The Buycott app, for instance, allows consumers 
to check which company, and therefore which causes, a product is associated 
with, simply by scanning an item’s barcode. Drink connoisseurs who want to 
check whether a craft beer really is from a small-scale producer can use the 
Craft Check app and scan a beer’s barcode to find out whether the beer’s 
manufacturer has genuine craft origins – or is just being crafty. And for food, 
Brother is a biannual print magazine that details, through beautiful photography, 
where our food comes from and the people behind its production.

Many brands have responded to this and have provided more candid means 
of presenting themselves. According to our survey, 63% say that it’s important 
that brands reveal their production processes.

Fashion label Honest By prides itself in being completely transparent 
and details the entire supply chain of its products, enabling consumers to 
understand where their money is going. Similarly transparent Voices of Industry 
is a fashion label based in California that sells clothing and textiles made from 
fibres produced by local farmers. Its products’ provenance is communicated 
using inspirational online stories.

Voices of Industry

With an entirely transparent supply chain, 
Voices of Industry produce hand-woven 
textiles sourced from 100% domestic fibre, 
farmed and spun in the U.S. 

Transparency

54



Retailers are responding too. Zady, based in the US, is an online shopping 
site selling clothing items which are locally or sustainably produced. A simple 
badge system is used to show each item’s credentials, while editorial features 
detail the products’ backgrounds. 

Larger brands are also now turning their websites into portals of 
transparency. Swedish denim label Nudie uses its website to show a map of 
its production locations around the world. Sports brand Nike has an online 
database that lets visitors find out about its manufacturing processes, from the 
first phase of production to the livelihoods of workers in factories.

Zady’s founder Maxine Bédat says that this shift to conscious consumption 
marks an important turning point for fashion retail, and brands which do not 
adapt risk being left behind: “Much in the same way that Walmart, the apex 
of all things mass, now includes organic food choices, something that would 
have been unthinkable a decade ago, fast fashion companies will have to 
fundamentally change their structure to convince customers that their clothing 
is ethically produced and can stand the test of time.”

Honest By’s founder Bruno Pieters explains that consumers will continue 
to scrutinise the products they buy and as a result will become increasingly 
important in the progression of brand ethics: “Every purchase we, as consumers, 
make or don’t make, is a message to the industry. Every pound we own is a tool 
and an opportunity for change.”

“I’m starting to really think about the issues associated with 
products and as a result I’m increasingly trying to buy things that 
are better for the environment.”

Seungjoon, 33, Seoul
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Hyper-localism

With a greater emphasis on the importance 
of community, the audience are supporting 
brands which can show local provenance
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Our audience continues to place value on goods and services that are 
associated with small-scale, local producers. In fact, only 12% of audience 
members say they are not willing to pay more for a product when it is  
labeled as local. 

They are, however, looking for more than superficial labelling. For our 
audience, local means the use of local ingredients, local production and local 
retail locations. Many brands are having to explain their local credentials by 
documenting their processes and sources on their websites, which we talked 
about in the Transparency section (page 52).

More goods are being marketed to appeal directly to consumers’ desires 
for local products and in return, our audience is willing to pay more for such 
items: 42% of audience members say they are willing to spend more when a 
drink is branded as local. This is slightly more pronounced among men at 45%, 
compared to women at 39%. It is also more significant for older members of 
the audience, who are more experienced drinkers and who are likely to have 
developed more discerning tastes: 48% of 31-35 year olds say they would pay 
more for local drinks, compared to 40% of 18-21 year olds. 

Brother Journal

Taking a look at the stories behind the 
food, Brother Journal is all about highlighting 
the local producers responsible for filling 
your plates
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The demand for local products has prompted major drinks companies 
to tap into this mindset. The Absolut Company (which is owned by Pernod 
Ricard) launched a local vodka in Berlin last year. Our/Vodka is made at a small 
distillery, run by local experts in the Kreuzberg district. “We believe that people 
want to buy products that are made locally by local people, because they feel 
good about supporting their neighbourhood,” explains Åsa Caap, global brand 
director at The Absolut Company and CEO of Our/Vodka. “By buying products 
that are made by local people, they nurture their neighbourhood and their city.”

Provenance is also placed at the fore at Gamsei, a bar in Munich that 
specialises in cocktails using alcohol made on site and locally foraged herbs and 
fruit. The Almanac Beer Company in San Francisco has launched a new series 
of beers, called Farm to Bottle, made with locally-sourced, seasonal ingredients 
such as pumpkin and barley.

There is no shortage of demand for local food among the audience either, 
with as many as 81% of people saying they would pay extra. Again, large  
food companies are responding. British grocery retailer Waitrose opened its  
first supermarket farm shop in the UK late last year, which solely sells goods 
such as cheeses, bread and chutneys sourced from its 4,000-acre farm  
estate in Hampshire.

“I do care about local products but not because it’s branded a 
certain way but because of the values that they stand for.”

Natalie, 23, New York
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Privacy

With more prying eyes – from bosses to 
governments –watching their social media 

footprint, audience members have developed 
fresh concerns about their online privacy
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“It’s a case of becoming 
jaded. This generation has 
been sharing every little bit 
of their lives for years, and 
yes, this trend does jump 
from one social network to 
the next, but as networks 
change, so do patterns of 
behaviour.” 

 Privacy has become a growing concern in our maturing internet age. 
Pervasive actions by government agencies, such as those carried out by the US 
National Security Agency, uncovered by whistleblower Edward Snowden, have 
made people suspicious of where their data is heading. Younger generations 
are wising up to the actions of third parties who routinely skim data from social 
media. A study in Canada by non-profit agency MediaSmarts, found that almost 
no students thought that companies should have any access to people’s social 
media information. Then of course there is also the embarrassment of your 
boss finding out about your drunken antics at the weekend after a friend has 
uploaded a compromising photo. All of these scenarios have contributed to a 
growing concern about online privacy. 

The audience is similarly concerned. Many people are affected by threats and 
maliciousness because their online selves are exposed to strangers and to third 
parties around the web. Among the audience, 85% of people say they would 
prefer their personal data to be completely private when they use the internet. 
This rises to 88% for female respondents.

“A lot of younger internet users have grown up being told to be careful of 
what they publish on the internet, so maybe it shouldn’t be too much of a 
surprise,” comments Tom Cheshire, Wired UK’s associate editor.

The main culprits in social media privacy are the big networks, such as 
Facebook, which have developed a reputation for using personal data for 
company gain. People have begun to respond by switching to alternative forms 
of social media that offer greater privacy. The Whisper app, recently valued 
at around $200m, allows people to carry out typical social media activity but 
under the guise of a stranger. Secret app has a similar premise, whereby users 
post messages anonymously to a feed which is seen by anyone with the app and 
your mobile number.

Some of these have been inspired by messaging app Snapchat, which leaves 
no trace of user activity. Wickr, for example, uses military-grade encryption 
to hide media sent between its users and lasts only 10 days, while Frankly 
Chat lets its users send anonymous messages that self-destruct. There is even 
a privacy-centric phone handset, Blackphone. This collaboration between 
Greek start-up Greeksphone and US security company Silent Circle features a 
modified Android system, PrivatOS, which protects contact data in the event 
of the phone being stolen and prevents third parties, such as government 
agencies, from accessing any of the messages.

– Adam Gray, Social Media Expert
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“Younger users, who are naturally fickle, may be turning to these new networks 
simply because they are bored with Facebook”, says social media expert Adam 
Gray. “It’s a case of becoming jaded,” he says. “This generation has been sharing 
every little bit of their lives for years, and yes, this trend does jump from one social 
network to the next, but as networks change, so do patterns of behaviour.”

Cheshire, however, explains that it is an evolution of the young person’s hang-
out. They used to hang out offline, in physical spaces, such as in shopping malls, 
but with the advent of social media, they have now switched to virtual spaces, 
which are now becoming compromised: “Facebook used to be a good place 
for this – until mum and dad joined,” he explains. “So younger users migrate. 
They also have a lot more free time than adults, meaning they can try out new 
services, which are generally free.”

Other parts of the audience see their personal information as an opportunity 
to barter with brands. Around 65% say they would be willing to share personal 
information in exchange for discounts on products, with younger members 
of the audience more open to this idea: 74% of those aged 22-25 say they 
would be willing to do this, compared with 64% of 31-35 year olds. For these 
enterprising audience members, marketplaces already exist where they can 
trade their data. Datacoup, a start-up based in San Francisco, lets web users sell 
their personal information for just $8 per month. 

And after all that, if members of our audience are still worried about previous 
social media activity left lying around the web, perhaps from an old Myspace 
or Foursquare account, then new services such as JustDelete.me allow them to 
wipe all their data for good.

“I often delete my history and cookies. I don’t necessarily want 
my personal data completely anonymous, but the more I make 
accessible only to my friends the better.”

Marina, 26, Sao Paulo 
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Content Overload

The mass of online information they consume 
on a daily – even hourly – basis means that 
audience members need tools to help them 

filter and sift through content
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The internet provides considerable options for communication and access to 
huge amounts of content. Research by the University of California suggests that 
the average American consumes 100,500 words digitally each day, the same 
length as a typical novel.

There is an ever-expanding amount of online content, much of which is 
simply repeated content, according to Stephen Abbott, head of digital projects 
at the UK Parliament, who previously worked as executive producer at Guardian 
News & Media.

“One of the reasons it feels like there’s so much is that smart content creators 
have realised certain topics will perform well on SEO or on socials, which they 
need for traffic and revenue,” he says. “So instead of one person writing the 
definitive article on a topic, everyone will write about the same thing.”

The massive amount of information available means that 46% of our survey 
respondents say they are overwhelmed by it. This is particularly an issue for 
women: 63% say they feel overwhelmed compared to 53% of men.

To help navigate this flood of content, the audience is finding ways to steer 
their way through it and to filter it, says Tom Cheshire. “Younger internet users – 
those who’ve grown up in an always-on world – are developing their own coping 
strategies for the amount of information they’re processing,” he explains. “They 
have to, because we’re not teaching them any.”

“There is social media 
fatigue, with an increasing 
hunger for quality long-
form content. Similar to 
nutrition in food, people 
will work to develop a 
healthy, well-balanced 
media diet.”

– Thomas Smith, co-founder of Offline Magazine
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Social platforms such as Tumblr and Pinterest are ways to filter all the 
information available. “The best filter of all, we’re coming to realise, is other 
people,” says Tom Chatfield. “People you know, people you trust, people you 
admire. Sharing experiences and values makes something far more engaging 
and worthwhile – more real – than doing it in a vacuum.”

This is now being taken further, with apps such as Curator which allows 
users to save and pick items of interest from anywhere online and rearranges 
them into new streamlined, visual interfaces. Another app, Circa News, has the 
tagline “save time, stay informed”. It aims to make reading the endless number 
of headlines online easy by breaking stories into brief, digestible chunks – a bit 
like having all your news in simple Tweets. 

Even publications are slimming down to the essentials. Offline Magazine app 
is a response to the crowded Facebook and Twitter feeds, and offers quality 
editorial. It takes just an hour to read each issue, with articles marked with 
their reading time in minutes. “There is social media fatigue, with an increasing 
hunger for quality long-form content,” says Offline Magazine co-founder Thomas 
Smith. “Similar to nutrition in food, people will work to develop a healthy, well-
balanced media diet. Given the increasing volume of social and news content, 
there will be a need for more curation.”

The Guardian launched a supplement last year called The Long Good Read, 
which provided readers with a selection of stories from its website. “We’d have 
a story for the commute to work and a story for the commute home. It was 
limited and effective – at one point we even ran a physical paper based on 
our algorithms,” comments Abbott. Medium, created by Twitter founder Evan 
Williams, lets people publish and share long-form written articles –a slower and 
more considered approach to social content. Only a few articles are uploaded 
each day, so it’s easy to keep on top of the content.

Theres so much content out there, I feel overwhelmed every 
single day. I wish I could find ways to channel the information so I 
could use my time online more efficiently.

Jade Jo’Burg

“I’m starting to feel overwhelmed by the sheer amount 
of content I read everyday. For me, It’s more important that 
information is carefully considered rather than just new.”

Antonio, 29, Milan
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Tangible Media

The audience is turning to physical media as 
an important alternative to the continuous 

stream of online content 

07

77



The audience still places great value on print media. Around 38% say they 
have bought a newspaper in the last month, while 57% have purchased a  
print magazine and 60% a book. These physical products, according to the 
survey, are slightly more popular among women: 62% have bought a print 
magazine, compared to 54% of men, and 66% have bought a book,  
compared to 57% of men. 

The popularity of physical media is partly because it offers respite from the 
consumption of media on screens, according to Steve Watson, founder of Stack, 
a distributor of niche cultural print magazines. “One of the reasons is that people 
tend to think of screen time as work time,” explains Watson. “So by definition 
the time you spend looking at a printed page is not going to be work related. 
Print lends itself to leisure – that feeling of slowing down and immersing 
yourself in something.”

The sustained need for print matter is encouraging some digital media 
companies to go offline and to experiment with physical editorial. Online music 
publication Pitchfork, for example, recently launched a print publication – its 
first foray into print since it started in the mid 1990s – which focuses on longer-
form editorial.

Some elements of social media are also going offline, turning a disposable 
digital format into something more tangible. The Instagramers Gallery, an online 
network devoted to digital photography, opened a physical location in Miami to 
celebrate some of the best creations from the social network in physical form. 
While the Vinelodeon, created by San Francisco print shop Social Print Studio, 
is a hand-powered device with a screen that displays a single Vine clip.

Pitchfork Review

After nearly 20 years of solely existing on 
the internet, music publication Pitchfork has 
released a printed magazine filled with long-
form articles and think-pieces.
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“I love physical media – it’s much more personal than having 
everything stored on your phone. It’s more like you are having a 
relationship with an object when you can hold it.”

Al, 22, Melbourne

The audience is also increasingly becoming involved in print publishing, with 
members creating their own projects and print titles. There has seen a rise in 
new, small press publishing companies, often started by audience members. 
Watson explains that this is because print projects are often seen as stronger 
expressions of personal creativity than digital projects. “Millennials see digital 
as a thing that’s easy to do, and print as a thing that’s hard to do – or at least 
significantly challenging. That’s part of the appeal,” he says. 

At the same time it is now easier than ever for them to produce their own 
print projects because of the democratisation of technical processes. “When 
I started, the only way I could do it was to get someone to publish for me. But 
this is not the case now,” explains Watson. “If you’ve got a copy of InDesign then 
you’re using the same tools as a pro at Condé Nast.”

Tangible Media
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Escapism

Audience members are finding new ways 
to remove themselves, by disconnecting 

altogether and escaping to remote locations

08

83



Audience members are using more technology during their daily lives and 
are becoming concerned about the extent of their digital consumption. As a 
consequence, there are now signs that they want to switch off and escape 
completely – particularly during their leisure and travel time.

Ironically, technology is providing means of escape from technology. 
New apps are helping people to become more aware of how much they use 
technology and social media. The Menthal Android app, for instance, allows 
people to monitor their smartphone use. The data is sent to experts at Menthal 
to analyse who then provide suggestions for managing usage. Time magazine, 
in a more lighthearted way, published an online tool that allows anyone to 
estimate how much time they have wasted on Facebook once they plug in their 
profile information.

For the audience, the desire to disconnect is becoming particularly important 
during their time away from work. When on holiday, 42% of the respondents 
say they would prefer to switch off completely. Women are slightly more likely 
to give up their tech, with 46% switching off compared to 40% of men. And 
interestingly, the young, more digitally native members of the audience are the 
keenest to turn off their tech: 50% of 22-25 year olds switch off, compared to 
38% of 31-35 year-olds. 

Of course, being disconnected abroad means having no access to a handy 
travel app guide or to Apple’s Passport feature. That’s okay though, according 
to our audience. As many as 39% of respondents state that they prefer to free 
themselves of guidance of any kind and to simply work out how to navigate 
their destination when they get there. This is a significant change from last 
year’s survey, which found that only 15% use as little technology as possible 
when travelling.

Yonder Journal

Yonder Journal is all about chronicling the 
kinds of travels that are a little more exciting 
than your typical summer getaway spent 
lounging by the pool.
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This desire to be unconnected while on holiday is leading to a growing 
trend for experiences for daring and intrepid travellers. Adventure-based tours 
drop off customers at remote locations and are centred around activities that 
challenge them to leave their comfort zones. Wilderness Collective, founded 
in Canada, has a distinctly masculine spin and offers horse treks in California 
and snowmobile rides in Alaska. Rapha Retreats, by London-based cycle brand 
Rapha, does something similar except on two wheels, providing specialist cycle 
tours across mountain ranges from California to the Alps.

Much of this is to do with getting offline and doing something altogether 
more visceral – the sort of experience that could not be replicated online, 
according to Jo Caird, a correspondent for Forbes Travel Guide. “As we become 
more and more plugged into our daily lives, the temptation to get off-grid during 
our holiday time gets even stronger,” she says. “By disconnecting us from our 
devices and networks, adventure trips make us live back in the real world.”

Websites are launching for people who are interested in adventure travel. 
Jungles in Paris produces and presents short pieces on culture, craft, geography 
and wildlife from around the world. Similarly, Yonder Journal documents 
experiences in the wilderness. “I’m sure our desire to explore and see stuff is 
related to our mostly two-dimensional existence in pixels,” says Yonder Journal’s 
founder Emiliano Granado. 

“When I go on holiday, I switch off completely because I want 
to get away from it all. I don’t want to speak to anybody, or share 
anything. I want to be in the moment and to enjoy that.”

Karolyn, 25, New York

Escapism
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Career Risk

The audience is rejecting the traditional job 
ladder in favour of more self-fulfilling, yet risky, 

career paths
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The audience is at the forefront of the changing attitude to work among the 
millennial generation. Members are seeking new types of work which are more 
meaningful, fulfilling and removed from traditional career paths.

Despite being the credit-crunched generation, often in debt after taking 
out educational loans, many aspire to gain more than money from their jobs. 
Around 72% of respondents said they would rather have a job that they felt was 
meaningful than one that was very well paid.

They also place value on having variety across their career, with less 
emphasis on remaining loyal to one employer: 61% of respondents said they’d 
rather have 10 jobs each lasting a year, while 39% said they’d prefer one 
job that lasted 10 years. Younger members of the audience are more likely 
to seek experiences, with 68% of 22-25 year olds saying they would rather 
have 10 jobs, compared to 59% of 31-35 year olds. Marketing expert and 
author Bill Connolly puts this down to witnessing the work-related problems 
experienced by generations before them. “They saw their parents get laid off 
from corporations that they had devoted many years to,” he says. “As a result, 
millennials don’t have a loyalty to companies like their parents did.”

Leslie Forman, an international career expert and entrepreneur based in 
Santiago, Chile, explains that this noncommittal approach is due to a growing 
need to have life experiences – an outlook which might be compromised by 
having a single, all-consuming job. “They’re trying to balance their ambition and 
wanderlust, and the main desire is that they don’t want to settle for one or the 
other,” she says. According to Protein’s Risk Survey, a study into career attitudes 
carried out in early 2014, 62% of millennials would quit their job tomorrow for a 
life-changing adventure. 

“They’re trying to balance 
their ambition and 
wanderlust, and the main 
desire is that they don’t 
want to settle for one or 
the other.”

– Leslie Forman, International career expert
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Many of course are bypassing employers, preferring to go it alone as 
freelancers, partly inspired by their generation’s entrepreneurial icons such 
as Mark Zuckerberg. Freelancers can work remotely thanks to technological 
tools including file transfer services like Dropbox and WeTransfer which have 
replaced hard drives. Skype and Google’s Hangouts allow for virtual meetings, 
and e-commerce software such as Shopify enables anyone with a router to sell 
goods online. There is admiration among this generation for those who make 
risky career moves: our Risk Survey showed that 93% said they would have 
more respect for a person if they quit a steady job in order to start their own 
business but failed, than if they had stayed in the job and not taken the risk.

Social media has also created opportunities for freelancers and 
entrepreneurs to share their work with a much wider audience than was 
previously possible. Austin Kleon, author of the new book Show Your Work!, 
puts it this way: “Imagine if your next boss didn’t have to read your résumé 
because he already reads your blog. Imagine losing your job but having a social 
network of people familiar with your work and ready to help you find a new one. 
Imagine turning a side project or a hobby into your profession because you had 
a following that could support you.”

“There is no five year plan for me. I’m kind of winging it. 
We’ll see where it goes but right now I just want to work with 
interesting people doing interesting projects.”

DK, 23, London
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Retail Innovation

Despite spending more online, the audience still 
enjoys visiting physical stores as it allows them 

to experience brands and interact with products 
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Overall, as digital natives, members of the audience are highly capable of 
using the internet to research and find products, and prefer to purchase goods 
online: 54% say they spend more in e-stores than in physical stores. Yet despite 
this, they still place great value on physical shopping. 

Offline stores are also important touchpoints in which members of the 
audience can experience brands, showing that there is still a need for the 
physical and the tangible. Bricks-and-mortar stores also have the benefit of 
providing curated product selections, away from the sea of online goods. 

Last year we asked if online shopping had made physical stores less 
appealing – only 29% said that it had. This year’s survey shows that the desire 
for physical retail outlets remains. Around 63% of our audience members say 
that it’s important that their favourite brands have physical stores as well as 
being online. Female audience members place slightly more value on this, at 
68%, compared to 61% of men. Younger audience members value the mix of 
online and offline slightly more than older members: 69% of 22-25 year olds, 
compared to 64% of 31-35 year olds.

Despite our audience’s support for physical stores, shops are having to 
evolve into new types of spaces, focusing more on the experiences they offer 
consumers, as they compete with online shopping opportunities. “With the 
growth of online retail, physical spaces have to offer something different and 
exciting,” says Georgianna Stout, founder of retail and design studio 2x4. 
“Online shopping is often quicker and easier, so stores need to capture the 
customer’s attention and give them a reason to come into the store.”

Consumers’ attention is often being captured through the use of digital 
technology, such as touchscreens which add new points of interest and 
interaction. At the Retrosuperfuture store in New York, shoppers use iPads to 
browse and discover further information about the sunglasses in stock, which 
are revealed by opening drawers underneath the product displays. 

Social media also offers opportunities for engagement. At the Daisy Marc Jacobs 
Tweet Shop in New York, which opened for the duration of the city’s fashion week, 
customers earned, rather than bought, Marc Jacobs fashion items and accessories 
by using the #MJDaisyChain hashtag while in the space. Although no transactions 
took place, the brand received crowd-funded promotion about the pop-up. Sneakerboy, Melbourne

Luxury trainer boutique Sneakerboy 
combines the tangibility of the physical 
store with the digital conveniences of an 
online store.
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Such digital integration within physical retail spaces, which avoids easy 
gimmicks, is crucial, says Stout. “Digital needs to be used to create an 
environment that you feel is intelligent or engaged,” she says. “It makes  
sense to use digital when it serves as a tool, or is environmental and  
adds to the experience.”

Clever stores are tackling the growth of showrooming, whereby consumers 
use physical retail spaces to browse, test and try on products before buying 
them online later. Experience-driven physical environments are being created 
in which access to the brand’s e-commerce site is also made available. Glasses 
brand Warby Parker, which initially launched online, now has four physical 
retail locations, each containing iPads where shoppers can purchase through 
its e-commerce system; prescription glasses are mailed to customers a week 
after purchase. Fashion brand Bonobos, another online-first brand, has taken a 
different approach. It opened a store in New York where customers can browse 
and try on items, but can’t buy them in-store. Instead, items are ordered and 
then delivered to the customer’s home.

Digital shopping opportunities mean that consumers are becoming used to 
having items delivered to their chosen address and physical stores are taking 
this on board. Sneakerboy in Melbourne, a store that specialises in designer 
sneakers by Raf Simons and Lanvin, delivers items to customers once they have 
been purchased in-store. Westfield trialled same-day deliveries at two of its 
shopping centres in the US during last year’s Christmas period.

Clothing retailer Gap experimented with a pilot scheme whereby customers 
reserve products online, which are then set aside for them at their nearest store 
for them to either take home or to try on in the shop. 

In the future, digital and physical retail will become seamless, according 
to Chris Morton, founder of online shopping service Lyst. “These worlds are 
blurred,” explains Morton. “Multichannel retailers with online and offline pieces 
are increasingly obsessing about how they can deliver a unified experience. It’s 
not about m-commerce and e-commerce and Facebook commerce and real 
world commerce – it’s just commerce.” 

“I normally shop online but only after I’ve gone into stores to 
touch, feel and experience their clothing. I like to find out the sizing 
and materials of different garments before I go online and copy it.”

Ross, 27, London

Retail Innovation

99



Conclusion

Our audience are global, engaged, open-minded and at the forefront of 
cultural shifts. And our results this year only serve to confirm this fact. Trends 
we picked up on in last year’s Audience Survey have evolved and expanded; and 
attitudes that were emerging in 2013 have become more ingrained this year.

Our audience are growing more socially conscious. Locally sourced food and 
drinks are preferred, as are smaller, niche music events. They trust friends and 
peers when it comes to recommendations on where to eat, where to holiday or 
what to listen to, and choose these sources over faceless search engines.

As expected, digital devices are playing an even more important role in our 
audience’s lives. Constantly connected, they’re using smartphones to improve 
their lifestyle in entirely new ways; from tracking their health and behaviours 
to opening up novel career opportunities, they’re discovering new possibilities 
offered by the connected world.

This digital intuitiveness is seeping into their expectations of their offline 
lives as well. The convenience offered by online services is setting the bar and 
becoming the standard expected of all services, whether they’re digital or not.

However, that being said, tangible media still holds a special place in their 
hearts. The sheer scale of what the internet offers is at times overwhelming and 
so our audience still appreciates chances to escape to the real world, be that on 
WiFi disabled holidays, physical store experiences or a good book.

Our audience are also getting smarter about the lack of privacy this 
continuously connected lifestyle entails. New services to help them keep off 
the grid are popping up as they begin to tone their attitude down from ‘share 
everything’, to ‘share some things’.

We hope you have found this years Survey useful and will continue to 
monitor how these trends develop for this vital demographic through our daily 
Feed, weekly email Supplement, monthly Forums, quarterly Journals and 
Reports and of course our annual Audience Survey and Briefings … all of which 
you can find at – www.prote.in
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Age

 18-21 9%

 22-25 24% 

 26-30 26%

 31-35 16%

 36-40 11%

 41+ 14%

Country

 United Kingdom 41% 

 US 26%

 Germany 5%

 Canada 3%

 Brazil 3%

France 3%

Australia 3%

Mexico 2%

India 2%

China 2%

What industry do you work in?

 Art & Design 22%

 Advertising and Marketing 21%

 Students 10%

 Media & PR 8%

 Fashion 4%

 Architecture 4%

 Science & Tech 4%

 Music 3%

Do you own a car?

 Yes 36%

 No 59%

 Not yet but I plan to buy one in the next 12 months 5%

Gender and Ethnic Origin

 Male 55%

 Females 45%

 White 73%

 Other ethnicities 27%

Which of the following are your favourite places to watch live music?

Small gigs 83%

Small festivals 56%

Big festivals 37%

Big gigs 29%

In-store shows 18%

I don’t watch live music 6%

Income

 Under $20,000 21%

 $20,000 - $39,000 32%

 $40,000 - $59,000 13%

 $60,000 - $79,000 7%

 $80,000 - $99,000 3%

 $100,000+ 4%

 Rather not say 20%

How do you find out about new music?

Friends recommendation in real life 66%

Music websites 57%

Friends recommendations on social media 51%

Streaming services e.g. Spotify 47%

Out and about at parties etc 45%

Music shows (on radio or TV) 25%

Print music magazines 17%

Online stores e.g. iTunes 17%

Music stores 13%

None 4%

DataData DataData
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How do you choose where you eat out?

Friends recommendation 73%

Culture magazines, websites or blogs 57%

Walk around and decide what I like 50%

Specialist food websites, blogs or magazines 46%

Newspapers or newspaper websites 24%

None of these 6%

DataData

Which way would you like your favourite brand to engage with you?

 I want it to teach me something new 25%

 I want it to improve my lifestyle 24%

 I want it to entertain me 22%

 I want it to tell me about products and services 10%

 I want it to let me participates 8%

 I don’t want it to engage me 10%

How do you prefer your favourite brands to communicate with you online?

 Website 23%

 Facebook 17%

 Email newsletter 16%

 I prefer not to communicate with brands 15%

 Twitter 11%

 Instagram 10%

 Branded mobile app 3%

 Youtube 2%

 Pinterest 1%

Have you ever used social media to discuss or find out more about a television 

show while watching it?

 No 50%

 Yes 50%

Which of the following is the main way you listen to music?

 Subscription streaming services 30%

 Digital downloads 24%

 Other streaming services .e.g. grooveshark 17%

 Video websites 9%

 Radio 7%

 Music websites e.g. The Fader 4%

 CDs 3%

Do you do any of the following to find out about a holiday before you go there?

Read online guides 84%

Ask a friend who has been there 82%

Ask a friend who lives there 55%

Download a mobile app guide 39% 

I work it out when I get there 39%

Buy a guide book 37%

Which of the following types of holiday did you go on last year?

City break 65%

Sun and sea 52%

Road trip 33%

Music festival 32%

Rural holiday 30%

Activity based 26%

Other 14%

None 5%

How often do you eat out for dinner?

 Once a week 24%

 Twice a week 21%

 Several times a week 21%

 Once a fortnight 15%

 Once a month 11%

 Less than once a month 5%

 Everyday 2%

 I don’t eat out 1%

DataData
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Which of the following have you purchased in the last month?

Books 60% 

Print magazines 57%

Newspapers 38%

Vinyls 20%

CD 14%

DVDs 14%

Tape cassettes 2%

Do you use your mobile phone or other technology devices for any of the 

following purposes?

I track the exercises i do 33%

I track the places ive been 27%

I track my journeys 26%

I track what i spend 23% 

I track my work/productivity 20%

I track the food i eat 18% 

I track my health and wellbeing 16%

None 36%

DataData

What is your main source for finding out about new clothes?

 Browsing in stores 25%

 Searching online 17%

 Blogs 14%

 Social media 9%

 People I see in the street 9%

 E-commerce website 10%

Magazines 6%

Editorial websites 4%

Word of mouth 3%

Television 1%

Product tagging sites e.g. Nuji 1%

Is it important to you that a brand reveals its production process?

 Yes 63%

 No 37%

Is it important that your favourite brands have a physical store 

as well as being online?

 Yes 63%

 No 37%

Which types of products are you willing to pay more for when they 

are branded as local?

Food 81%

Drinks 42%

Clothing 38%

Luxury good 18%

Technology 13%

Beauty products 12%

Not willing to pay more 12%

Think about an alcohol brand you like. 

Apart from its price and taste, why do you like it?

Quality ingredients 58%

Good design or packaging 56%

Craft/small scale production 39%

Its history 28%

I like the image associated with it 21%

Friends drink it 16%

I want to be seen drinking it 5%

Celebrities drink it 1%

I don’t drink 9%

Overall do you spend more on products online or in physical stores?

 Online 54%

 Physical stores 46%

What’s your favourite drink when you’re out?

 Beer 30%

 Wine 15%

 Whisky 10%

 Gin 10%

 Vodka 9%

 Lager, Cider, Rum 4%

 Tequila 2%

 I don’t drink 8%

DataData
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Do you ever feel overwhelmed by the amount of information you 

consume online?

 Yes 57%

 No 43%

Would you rather have one job that lasted 10 years or 10 jobs that 

each lasted a year?

 I’d rather have ten jobs for a year each 61%

 I’d rather have one job for ten years 39%

Would you rather have a job that paid very well or one that you felt

was meaningful?

 Paid well 28%

 Meaningful 72%

When you go on holiday, do you prefer to stay connected or would you 

rather switch off completely?

 Stay connected 58%

 Switch off 42%

Are you now more concerned about your health and well being than 

you were last year?

 Yes 78%

 No 22%

Are you at all concerned by the amount of time you spend online?

 Yes 46%

 No 54%

Would you share personal information with a brand in return for a 

discount on products?

 Yes 65%

 No 35%

DataData

Would you prefer if your personal data was completely private when using the web?

 Yes 85%

 No 15%

Have you ever used any of these on-demand services?

Music services 67%

TV and Film service 58%

Transport services 48%

Other 9%

None 17%

Which of the following devices do you own?

Smartphone 93%.

Laptop 90%

Digital camera 70%

Tablet 49%

MP3 player 40% 

Analogue camera 34%

Desktop computer 34%

Games console 30% 

Smart TV 21%

Video camera 17%

eReader 14%

sport/fitness device 12%

Non-smartphone 7%

Phablet 1%

Smart watch 1%

DataData
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We’d like to thank our many respondents,  
not just for answering the survey, but for being 

consistently fascinating people.


