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Introduction
The Student Room commissioned a survey which 
quizzed 1,603 14-22-year-olds across the UK. It 
uncovered the facts about their lifestyle choices based 
on the brands they are buying into and the ones they 
wish they could have… if money were no object. 
While the nation often sees this particular demographic as constant consumers sucking 
up everything that is put in front of them, it appears that things aren’t quite what they 
seem. In fact, many are staying true to themselves by going for natural choices and 
affordable brands, yet at the same time aspiring to shop for the best of the best when it 
comes to technology.  

Brand success these days often goes hand-in-hand with a strong social media presence, and 
many of the popular ones coming high up in the research appear to have this as a high priority 
when it comes to their marketing strategy. This proves the importance that young people place 
on brands that connect well with them, understand their needs and have a good sense of 
humour. 
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A�ordable clothing comes out 
top 

The research highlighted the importance of being able to buy clothes that are on-trend 
and fashionable, yet set at an affordable price, with 44.2% of respondents shopping 
regularly at H&M. This was followed closely by Primark at 41.2%. 

The third most popular high street shop, which is also seen as a more affordable option, was 
New Look, with 38.8% shopping there regularly and a markedly higher percentage of shoppers 
coming from the east of England (26%) compared to other regions.   

Online shopping is a big draw for students, especially females, with 21.7% regularly visiting 
ASOS, along with 10% who use eBay to look for unique items or experience the thrill of bidding 
for a bargain. 

Marks & Spencer appears to have lost its middle-aged spread with 
11.6% admitting to shopping there regularly. This suggests a trust and 
confidence in a brand that claims to offer quality, yet staple items of 
underwear and clothing.  

Yet when it comes to footwear it seems that the brand name is still an 
important factor for many, especially with males. So rather than buying 
generic-style shoes from high street stores such as New Look or Topshop/Topman, for this 
category the clear winner is Converse, which took first place with 22.7% voting it their favourite 
shoe brand, followed by Nike at 17.72%. Last through the finishing line included well-known 
brands Reebok (0.8%), Puma (1%), and Skechers (0.8%).               

 I shop there, but I’d rather not 
have to…

Comparing students’ actual shopping habits to what they say is their favourite brand 
revealed that, yet again, they favour lower-priced clothing over the ‘trendier’ brands such 
as Jack Wills, Ralph Lauren and Abercrombie and Fitch. Instead Topshop/Topman came 
up as their top choice of clothing brand at 11%, with a higher percentage of students from 
the east Midlands - 17% - putting it down as their top choice, compared to 9% of 
Londoners. The overall result placed H&M (10.7%) and New Look (10.5%) in second and 
third place.

Even though many of this age bracket do actually shop in fast-fashion 
retailer Primark, when it came to revealing what their favourite clothing 
brands are, this high street store didn’t even make the top three. So 
although it’s not their first choice, the research suggests that for many it 
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mainly serves a purpose of keeping up with fashion without blowing the budget, or simply to 
stock up on essentials.  

Who’s the Apple of their eye? 
The smartphone divide has a clear winner when it comes to choosing 
which mobile phone brand young people plan to buy next, with 54.8% 
aspiring to have an iPhone and 23% preferring a Samsung. In fact, 
Samsung was the most popular choice of phone for the 22+ age range 
with 11% picking this device, compared to just 3% of 14-16 year-olds, 
who are potentially playing it safe and going with the crowd for iPhone 
solidarity. 

The phone which garnered the least interest in students was Acer with just 0.1% along with the 
Blackberry, which appears to be slipping off the radar with a mere 0.9% thumbs up from 
students.

If money was no object, the brand of laptop that young people say they would most like is 
Apple, which was a clear winner with 44% of students aspiring to own one. Next up was an HP 
at 12% and the Chromebook was the least favourite at just 3%.

Week one of receiving a student loan and for many it’s a time to spend, spend, spend (followed 
by a term of being broke again). With that temptation in mind, if students were to buy a tablet 
then, once more, it’s Apple with the iPad top of the list and getting 70% of the votes, followed 
by Samsung at 10%. The least popular choice was Hudl at 0.9% and the Lenovo at 1.4%.

Over a third of young people 
use smartphones over cameras

Unsurprisingly, with smart phones boasting great picture quality, not 
to mention the ability to edit an image giving you an instant 
blemish-free picture at the click of an app, over a third of students 
(38%) are using their phone’s camera for easy access to 
picture-perfect shots when out and about. 

When asked the brand of camera they would buy next 38% of students would stick with their 
smartphones. 

But for those who do want a standalone camera Canon is a �rm favourite with 20% of the respondents, 
closely followed by Nikon at 13.6%.

A thumbs up for no contracts 
or low commitment online 
memberships 

Being able to text, make a video call, listen to music, watch a 
film… is there actually enough time for all this and studying?! 
Students are spoilt for choice when it comes to the vast selection 
of online services at their disposal, many of which are free or have 
a low and affordable subscription that can be cancelled at short 
notice. This makes it far more appealing to the younger market 
who doesn’t want to be tied into long contracts.

Taking the top spot is Skype with 53.7% of students subscribing, followed by 33% for Spotify, 34% for 

Net�ix and 19.5% for Amazon Prime.  

Festival turn-o� for students 
who seek thrills elsewhere 

Just over three quarters (76.36%) of students avoided muddy fields 
and smelly portable loos last year, but why is this? Surely festivals and 
young people go hand-in-hand? This research may support the view 
that digital entertainment has become the new preference for young 
people who want to get their music or socialise from more of an 
intimate setting, or perhaps they simply can’t afford it and choose to 
spend their money elsewhere. 

On the other hand, the research confirms just how popular comic book films are becoming with 
the highest number of young people who did go to a festival last year opting to visit Comic Con  
(4.3%), compared to just 2.6% who went to Glastonbury. This implies 
that younger people are not quite as unhappy about the idea of being 
seen as a ‘nerd’ as previous generations may have been and instead 
are embracing their inner geek.

Young people choose 
supermarket giants over 
budget stores

Young people are sticking with two of the largest supermarkets with around two in 10 
picking Tesco (21.2%) and Asda (19.8%), followed by Sainsbury’s (12.9%). Unsurprisingly, 
this age group is avoiding the more ‘expensive’ supermarkets such as Waitrose and Marks 
& Spencer, yet they are also less keen on the budget supermarkets Aldi (11%) and Lidl 
(6.9%), which perhaps is appealing more to parents who are buying in bulk and may be 
better at planning ahead. 

At the same time frozen food giant Iceland is not quite making an impact on this particular 
demographic and comes in second from last with 2%. 

Fast food �llers the most 
satisfying    

When asked to name their top places for eating out it seems students aren’t necessarily 
looking for fancy table service. The results suggest that they prefer to order quickly, pay 

before eating and save money with meals that keep them going 
for hours. It’s an added bonus if they are places where they can 
benefit from all-you-can-eat deals, promotional offers or 
money-off coupons. 

A firm favourite with many in this demographic is fast food chain 
Nandos, with 41% of students picking it as top choice of place to fulfil 
their hunger pangs, closely followed by Pizza Hut at 33.5%, 
McDonald’s at 32.7% and Subway at 29.8%. 

Young people choose revision 
guides over entertainment 

Who says students are more interested in hanging out with their mates than getting their 
noses stuck into work? In fact the highest percentage of books that students picked as 
the ones they plan to buy next are revision guides, with 13% investing their time and 
money into learning resources. 

Next on the list of books students plan to buy is the Game of Throne series 
(8.7%), which is no doubt a popular choice for anyone who doesn’t have 
access to Sky, yet still needs their GOT fix (and is then able to join in with all the 
conversations about it).

With revision at the forefront of a student’s mind, there are several brands to choose from. Let’s 
keep it brief before we lose you in revision doom - here’s the order of preference: CGP (49%), 
Collins (22.4%), York Notes (9.7%) and Letts (5%). 

Students are saying no to 
nasties when it comes to 
skincare

It appears that less is certainly more these days, with young people being influenced by 
the many celebrities who boast about their no need for make-up bare-skinned beauty 
shots that are plastered over magazine spreads or on their social media profiles. In fact, a 
surprisingly large 20% of females say they don’t wear make up at all (and 10% of men 
admit that they do).  

When it comes to the most popular brands, those coming across in ad campaigns as the most 
caring are appealing more to this particular age group, with students choosing Simple (12.3%) 
and Nivea (10%) as their favourite skincare brand, followed by Dove (7%) and Clean & Clear 
(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     

 received 22.7%        
of the vote 
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The winner takes all 
A clear winner in the fight for the favourite brand for ages 14 up to 22+ came out quite 
clearly as Apple at 26.2%, with the highest percentage of 14-16 year-olds (29%), followed 
by 25% of 17-19 year-olds and 24% for both 19-21 and 22+ year-olds.  

Next on the list was Amazon with 9.9% and in third is the place that has become every young 
person’s go-to for help, advice and information, and that’s search engine giant Google, with just 
over one in ten choosing this brand over others. 

It seems hardly surprising that the favourites for this relatively large demographic of young 
people aged 14 to 22+ is indeed major technology brands. It seems as though the world we live 
in has become a place of two worlds: virtual and face-to-face, where both blur into one. 
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(8.7%), which is no doubt a popular choice for anyone who doesn’t have 
access to Sky, yet still needs their GOT fix (and is then able to join in with all the 
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With revision at the forefront of a student’s mind, there are several brands to choose from. Let’s 
keep it brief before we lose you in revision doom - here’s the order of preference: CGP (49%), 
Collins (22.4%), York Notes (9.7%) and Letts (5%). 

Students are saying no to 
nasties when it comes to 
skincare

It appears that less is certainly more these days, with young people being influenced by 
the many celebrities who boast about their no need for make-up bare-skinned beauty 
shots that are plastered over magazine spreads or on their social media profiles. In fact, a 
surprisingly large 20% of females say they don’t wear make up at all (and 10% of men 
admit that they do).  

When it comes to the most popular brands, those coming across in ad campaigns as the most 
caring are appealing more to this particular age group, with students choosing Simple (12.3%) 
and Nivea (10%) as their favourite skincare brand, followed by Dove (7%) and Clean & Clear 
(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     
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What brand of mobile phone do you plan to get next?    
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(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     
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The winner takes all 
A clear winner in the fight for the favourite brand for ages 14 up to 22+ came out quite 
clearly as Apple at 26.2%, with the highest percentage of 14-16 year-olds (29%), followed 
by 25% of 17-19 year-olds and 24% for both 19-21 and 22+ year-olds.  

Next on the list was Amazon with 9.9% and in third is the place that has become every young 
person’s go-to for help, advice and information, and that’s search engine giant Google, with just 
over one in ten choosing this brand over others. 

It seems hardly surprising that the favourites for this relatively large demographic of young 
people aged 14 to 22+ is indeed major technology brands. It seems as though the world we live 
in has become a place of two worlds: virtual and face-to-face, where both blur into one. 

 



A�ordable clothing comes out 
top 

The research highlighted the importance of being able to buy clothes that are on-trend 
and fashionable, yet set at an affordable price, with 44.2% of respondents shopping 
regularly at H&M. This was followed closely by Primark at 41.2%. 

The third most popular high street shop, which is also seen as a more affordable option, was 
New Look, with 38.8% shopping there regularly and a markedly higher percentage of shoppers 
coming from the east of England (26%) compared to other regions.   

Online shopping is a big draw for students, especially females, with 21.7% regularly visiting 
ASOS, along with 10% who use eBay to look for unique items or experience the thrill of bidding 
for a bargain. 

Marks & Spencer appears to have lost its middle-aged spread with 
11.6% admitting to shopping there regularly. This suggests a trust and 
confidence in a brand that claims to offer quality, yet staple items of 
underwear and clothing.  

Yet when it comes to footwear it seems that the brand name is still an 
important factor for many, especially with males. So rather than buying 
generic-style shoes from high street stores such as New Look or Topshop/Topman, for this 
category the clear winner is Converse, which took first place with 22.7% voting it their favourite 
shoe brand, followed by Nike at 17.72%. Last through the finishing line included well-known 
brands Reebok (0.8%), Puma (1%), and Skechers (0.8%).               

 I shop there, but I’d rather not 
have to…

Comparing students’ actual shopping habits to what they say is their favourite brand 
revealed that, yet again, they favour lower-priced clothing over the ‘trendier’ brands such 
as Jack Wills, Ralph Lauren and Abercrombie and Fitch. Instead Topshop/Topman came 
up as their top choice of clothing brand at 11%, with a higher percentage of students from 
the east Midlands - 17% - putting it down as their top choice, compared to 9% of 
Londoners. The overall result placed H&M (10.7%) and New Look (10.5%) in second and 
third place.

Even though many of this age bracket do actually shop in fast-fashion 
retailer Primark, when it came to revealing what their favourite clothing 
brands are, this high street store didn’t even make the top three. So 
although it’s not their first choice, the research suggests that for many it 

mainly serves a purpose of keeping up with fashion without blowing the budget, or simply to 
stock up on essentials.  

Who’s the Apple of their eye? 
The smartphone divide has a clear winner when it comes to choosing 
which mobile phone brand young people plan to buy next, with 54.8% 
aspiring to have an iPhone and 23% preferring a Samsung. In fact, 
Samsung was the most popular choice of phone for the 22+ age range 
with 11% picking this device, compared to just 3% of 14-16 year-olds, 
who are potentially playing it safe and going with the crowd for iPhone 
solidarity. 

The phone which garnered the least interest in students was Acer with just 0.1% along with the 
Blackberry, which appears to be slipping off the radar with a mere 0.9% thumbs up from 
students.

If money was no object, the brand of laptop that young people say they would most like is 
Apple, which was a clear winner with 44% of students aspiring to own one. Next up was an HP 
at 12% and the Chromebook was the least favourite at just 3%.

Week one of receiving a student loan and for many it’s a time to spend, spend, spend (followed 
by a term of being broke again). With that temptation in mind, if students were to buy a tablet 
then, once more, it’s Apple with the iPad top of the list and getting 70% of the votes, followed 
by Samsung at 10%. The least popular choice was Hudl at 0.9% and the Lenovo at 1.4%.

Over a third of young people 
use smartphones over cameras

Unsurprisingly, with smart phones boasting great picture quality, not 
to mention the ability to edit an image giving you an instant 
blemish-free picture at the click of an app, over a third of students 
(38%) are using their phone’s camera for easy access to 
picture-perfect shots when out and about. 

When asked the brand of camera they would buy next 38% of students would stick with their 
smartphones. 

But for those who do want a standalone camera Canon is a �rm favourite with 20% of the respondents, 
closely followed by Nikon at 13.6%.

A thumbs up for no contracts 
or low commitment online 
memberships 

Being able to text, make a video call, listen to music, watch a 
film… is there actually enough time for all this and studying?! 
Students are spoilt for choice when it comes to the vast selection 
of online services at their disposal, many of which are free or have 
a low and affordable subscription that can be cancelled at short 
notice. This makes it far more appealing to the younger market 
who doesn’t want to be tied into long contracts.

Taking the top spot is Skype with 53.7% of students subscribing, followed by 33% for Spotify, 34% for 

Net�ix and 19.5% for Amazon Prime.  

Festival turn-o� for students 
who seek thrills elsewhere 

Just over three quarters (76.36%) of students avoided muddy fields 
and smelly portable loos last year, but why is this? Surely festivals and 
young people go hand-in-hand? This research may support the view 
that digital entertainment has become the new preference for young 
people who want to get their music or socialise from more of an 
intimate setting, or perhaps they simply can’t afford it and choose to 
spend their money elsewhere. 

On the other hand, the research confirms just how popular comic book films are becoming with 
the highest number of young people who did go to a festival last year opting to visit Comic Con  
(4.3%), compared to just 2.6% who went to Glastonbury. This implies 
that younger people are not quite as unhappy about the idea of being 
seen as a ‘nerd’ as previous generations may have been and instead 
are embracing their inner geek.

Young people choose 
supermarket giants over 
budget stores

Young people are sticking with two of the largest supermarkets with around two in 10 
picking Tesco (21.2%) and Asda (19.8%), followed by Sainsbury’s (12.9%). Unsurprisingly, 
this age group is avoiding the more ‘expensive’ supermarkets such as Waitrose and Marks 
& Spencer, yet they are also less keen on the budget supermarkets Aldi (11%) and Lidl 
(6.9%), which perhaps is appealing more to parents who are buying in bulk and may be 
better at planning ahead. 

At the same time frozen food giant Iceland is not quite making an impact on this particular 
demographic and comes in second from last with 2%. 

Fast food �llers the most 
satisfying    

When asked to name their top places for eating out it seems students aren’t necessarily 
looking for fancy table service. The results suggest that they prefer to order quickly, pay 

before eating and save money with meals that keep them going 
for hours. It’s an added bonus if they are places where they can 
benefit from all-you-can-eat deals, promotional offers or 
money-off coupons. 

A firm favourite with many in this demographic is fast food chain 
Nandos, with 41% of students picking it as top choice of place to fulfil 
their hunger pangs, closely followed by Pizza Hut at 33.5%, 
McDonald’s at 32.7% and Subway at 29.8%. 

Young people choose revision 
guides over entertainment 

Who says students are more interested in hanging out with their mates than getting their 
noses stuck into work? In fact the highest percentage of books that students picked as 
the ones they plan to buy next are revision guides, with 13% investing their time and 
money into learning resources. 

Next on the list of books students plan to buy is the Game of Throne series 
(8.7%), which is no doubt a popular choice for anyone who doesn’t have 
access to Sky, yet still needs their GOT fix (and is then able to join in with all the 
conversations about it).

With revision at the forefront of a student’s mind, there are several brands to choose from. Let’s 
keep it brief before we lose you in revision doom - here’s the order of preference: CGP (49%), 
Collins (22.4%), York Notes (9.7%) and Letts (5%). 

Students are saying no to 
nasties when it comes to 
skincare

It appears that less is certainly more these days, with young people being influenced by 
the many celebrities who boast about their no need for make-up bare-skinned beauty 
shots that are plastered over magazine spreads or on their social media profiles. In fact, a 
surprisingly large 20% of females say they don’t wear make up at all (and 10% of men 
admit that they do).  

When it comes to the most popular brands, those coming across in ad campaigns as the most 
caring are appealing more to this particular age group, with students choosing Simple (12.3%) 
and Nivea (10%) as their favourite skincare brand, followed by Dove (7%) and Clean & Clear 
(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     
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76%  of 
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to a festival in 

2014 

The winner takes all 
A clear winner in the fight for the favourite brand for ages 14 up to 22+ came out quite 
clearly as Apple at 26.2%, with the highest percentage of 14-16 year-olds (29%), followed 
by 25% of 17-19 year-olds and 24% for both 19-21 and 22+ year-olds.  

Next on the list was Amazon with 9.9% and in third is the place that has become every young 
person’s go-to for help, advice and information, and that’s search engine giant Google, with just 
over one in ten choosing this brand over others. 

It seems hardly surprising that the favourites for this relatively large demographic of young 
people aged 14 to 22+ is indeed major technology brands. It seems as though the world we live 
in has become a place of two worlds: virtual and face-to-face, where both blur into one. 

 



A�ordable clothing comes out 
top 

The research highlighted the importance of being able to buy clothes that are on-trend 
and fashionable, yet set at an affordable price, with 44.2% of respondents shopping 
regularly at H&M. This was followed closely by Primark at 41.2%. 

The third most popular high street shop, which is also seen as a more affordable option, was 
New Look, with 38.8% shopping there regularly and a markedly higher percentage of shoppers 
coming from the east of England (26%) compared to other regions.   

Online shopping is a big draw for students, especially females, with 21.7% regularly visiting 
ASOS, along with 10% who use eBay to look for unique items or experience the thrill of bidding 
for a bargain. 

Marks & Spencer appears to have lost its middle-aged spread with 
11.6% admitting to shopping there regularly. This suggests a trust and 
confidence in a brand that claims to offer quality, yet staple items of 
underwear and clothing.  

Yet when it comes to footwear it seems that the brand name is still an 
important factor for many, especially with males. So rather than buying 
generic-style shoes from high street stores such as New Look or Topshop/Topman, for this 
category the clear winner is Converse, which took first place with 22.7% voting it their favourite 
shoe brand, followed by Nike at 17.72%. Last through the finishing line included well-known 
brands Reebok (0.8%), Puma (1%), and Skechers (0.8%).               

 I shop there, but I’d rather not 
have to…

Comparing students’ actual shopping habits to what they say is their favourite brand 
revealed that, yet again, they favour lower-priced clothing over the ‘trendier’ brands such 
as Jack Wills, Ralph Lauren and Abercrombie and Fitch. Instead Topshop/Topman came 
up as their top choice of clothing brand at 11%, with a higher percentage of students from 
the east Midlands - 17% - putting it down as their top choice, compared to 9% of 
Londoners. The overall result placed H&M (10.7%) and New Look (10.5%) in second and 
third place.

Even though many of this age bracket do actually shop in fast-fashion 
retailer Primark, when it came to revealing what their favourite clothing 
brands are, this high street store didn’t even make the top three. So 
although it’s not their first choice, the research suggests that for many it 

mainly serves a purpose of keeping up with fashion without blowing the budget, or simply to 
stock up on essentials.  

Who’s the Apple of their eye? 
The smartphone divide has a clear winner when it comes to choosing 
which mobile phone brand young people plan to buy next, with 54.8% 
aspiring to have an iPhone and 23% preferring a Samsung. In fact, 
Samsung was the most popular choice of phone for the 22+ age range 
with 11% picking this device, compared to just 3% of 14-16 year-olds, 
who are potentially playing it safe and going with the crowd for iPhone 
solidarity. 

The phone which garnered the least interest in students was Acer with just 0.1% along with the 
Blackberry, which appears to be slipping off the radar with a mere 0.9% thumbs up from 
students.

If money was no object, the brand of laptop that young people say they would most like is 
Apple, which was a clear winner with 44% of students aspiring to own one. Next up was an HP 
at 12% and the Chromebook was the least favourite at just 3%.

Week one of receiving a student loan and for many it’s a time to spend, spend, spend (followed 
by a term of being broke again). With that temptation in mind, if students were to buy a tablet 
then, once more, it’s Apple with the iPad top of the list and getting 70% of the votes, followed 
by Samsung at 10%. The least popular choice was Hudl at 0.9% and the Lenovo at 1.4%.

Over a third of young people 
use smartphones over cameras

Unsurprisingly, with smart phones boasting great picture quality, not 
to mention the ability to edit an image giving you an instant 
blemish-free picture at the click of an app, over a third of students 
(38%) are using their phone’s camera for easy access to 
picture-perfect shots when out and about. 

When asked the brand of camera they would buy next 38% of students would stick with their 
smartphones. 

But for those who do want a standalone camera Canon is a �rm favourite with 20% of the respondents, 
closely followed by Nikon at 13.6%.

A thumbs up for no contracts 
or low commitment online 
memberships 

Being able to text, make a video call, listen to music, watch a 
film… is there actually enough time for all this and studying?! 
Students are spoilt for choice when it comes to the vast selection 
of online services at their disposal, many of which are free or have 
a low and affordable subscription that can be cancelled at short 
notice. This makes it far more appealing to the younger market 
who doesn’t want to be tied into long contracts.

Taking the top spot is Skype with 53.7% of students subscribing, followed by 33% for Spotify, 34% for 

Net�ix and 19.5% for Amazon Prime.  

Festival turn-o� for students 
who seek thrills elsewhere 

Just over three quarters (76.36%) of students avoided muddy fields 
and smelly portable loos last year, but why is this? Surely festivals and 
young people go hand-in-hand? This research may support the view 
that digital entertainment has become the new preference for young 
people who want to get their music or socialise from more of an 
intimate setting, or perhaps they simply can’t afford it and choose to 
spend their money elsewhere. 

On the other hand, the research confirms just how popular comic book films are becoming with 
the highest number of young people who did go to a festival last year opting to visit Comic Con  
(4.3%), compared to just 2.6% who went to Glastonbury. This implies 
that younger people are not quite as unhappy about the idea of being 
seen as a ‘nerd’ as previous generations may have been and instead 
are embracing their inner geek.

Young people choose 
supermarket giants over 
budget stores

Young people are sticking with two of the largest supermarkets with around two in 10 
picking Tesco (21.2%) and Asda (19.8%), followed by Sainsbury’s (12.9%). Unsurprisingly, 
this age group is avoiding the more ‘expensive’ supermarkets such as Waitrose and Marks 
& Spencer, yet they are also less keen on the budget supermarkets Aldi (11%) and Lidl 
(6.9%), which perhaps is appealing more to parents who are buying in bulk and may be 
better at planning ahead. 

At the same time frozen food giant Iceland is not quite making an impact on this particular 
demographic and comes in second from last with 2%. 

Fast food �llers the most 
satisfying    

When asked to name their top places for eating out it seems students aren’t necessarily 
looking for fancy table service. The results suggest that they prefer to order quickly, pay 

before eating and save money with meals that keep them going 
for hours. It’s an added bonus if they are places where they can 
benefit from all-you-can-eat deals, promotional offers or 
money-off coupons. 

A firm favourite with many in this demographic is fast food chain 
Nandos, with 41% of students picking it as top choice of place to fulfil 
their hunger pangs, closely followed by Pizza Hut at 33.5%, 
McDonald’s at 32.7% and Subway at 29.8%. 

Young people choose revision 
guides over entertainment 

Who says students are more interested in hanging out with their mates than getting their 
noses stuck into work? In fact the highest percentage of books that students picked as 
the ones they plan to buy next are revision guides, with 13% investing their time and 
money into learning resources. 

Next on the list of books students plan to buy is the Game of Throne series 
(8.7%), which is no doubt a popular choice for anyone who doesn’t have 
access to Sky, yet still needs their GOT fix (and is then able to join in with all the 
conversations about it).

With revision at the forefront of a student’s mind, there are several brands to choose from. Let’s 
keep it brief before we lose you in revision doom - here’s the order of preference: CGP (49%), 
Collins (22.4%), York Notes (9.7%) and Letts (5%). 

Students are saying no to 
nasties when it comes to 
skincare

It appears that less is certainly more these days, with young people being influenced by 
the many celebrities who boast about their no need for make-up bare-skinned beauty 
shots that are plastered over magazine spreads or on their social media profiles. In fact, a 
surprisingly large 20% of females say they don’t wear make up at all (and 10% of men 
admit that they do).  

When it comes to the most popular brands, those coming across in ad campaigns as the most 
caring are appealing more to this particular age group, with students choosing Simple (12.3%) 
and Nivea (10%) as their favourite skincare brand, followed by Dove (7%) and Clean & Clear 
(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     
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What is the best supermarket for food shopping?

The winner takes all 
A clear winner in the fight for the favourite brand for ages 14 up to 22+ came out quite 
clearly as Apple at 26.2%, with the highest percentage of 14-16 year-olds (29%), followed 
by 25% of 17-19 year-olds and 24% for both 19-21 and 22+ year-olds.  

Next on the list was Amazon with 9.9% and in third is the place that has become every young 
person’s go-to for help, advice and information, and that’s search engine giant Google, with just 
over one in ten choosing this brand over others. 

It seems hardly surprising that the favourites for this relatively large demographic of young 
people aged 14 to 22+ is indeed major technology brands. It seems as though the world we live 
in has become a place of two worlds: virtual and face-to-face, where both blur into one. 

 



A�ordable clothing comes out 
top 

The research highlighted the importance of being able to buy clothes that are on-trend 
and fashionable, yet set at an affordable price, with 44.2% of respondents shopping 
regularly at H&M. This was followed closely by Primark at 41.2%. 

The third most popular high street shop, which is also seen as a more affordable option, was 
New Look, with 38.8% shopping there regularly and a markedly higher percentage of shoppers 
coming from the east of England (26%) compared to other regions.   

Online shopping is a big draw for students, especially females, with 21.7% regularly visiting 
ASOS, along with 10% who use eBay to look for unique items or experience the thrill of bidding 
for a bargain. 

Marks & Spencer appears to have lost its middle-aged spread with 
11.6% admitting to shopping there regularly. This suggests a trust and 
confidence in a brand that claims to offer quality, yet staple items of 
underwear and clothing.  

Yet when it comes to footwear it seems that the brand name is still an 
important factor for many, especially with males. So rather than buying 
generic-style shoes from high street stores such as New Look or Topshop/Topman, for this 
category the clear winner is Converse, which took first place with 22.7% voting it their favourite 
shoe brand, followed by Nike at 17.72%. Last through the finishing line included well-known 
brands Reebok (0.8%), Puma (1%), and Skechers (0.8%).               

 I shop there, but I’d rather not 
have to…

Comparing students’ actual shopping habits to what they say is their favourite brand 
revealed that, yet again, they favour lower-priced clothing over the ‘trendier’ brands such 
as Jack Wills, Ralph Lauren and Abercrombie and Fitch. Instead Topshop/Topman came 
up as their top choice of clothing brand at 11%, with a higher percentage of students from 
the east Midlands - 17% - putting it down as their top choice, compared to 9% of 
Londoners. The overall result placed H&M (10.7%) and New Look (10.5%) in second and 
third place.

Even though many of this age bracket do actually shop in fast-fashion 
retailer Primark, when it came to revealing what their favourite clothing 
brands are, this high street store didn’t even make the top three. So 
although it’s not their first choice, the research suggests that for many it 

mainly serves a purpose of keeping up with fashion without blowing the budget, or simply to 
stock up on essentials.  

Who’s the Apple of their eye? 
The smartphone divide has a clear winner when it comes to choosing 
which mobile phone brand young people plan to buy next, with 54.8% 
aspiring to have an iPhone and 23% preferring a Samsung. In fact, 
Samsung was the most popular choice of phone for the 22+ age range 
with 11% picking this device, compared to just 3% of 14-16 year-olds, 
who are potentially playing it safe and going with the crowd for iPhone 
solidarity. 

The phone which garnered the least interest in students was Acer with just 0.1% along with the 
Blackberry, which appears to be slipping off the radar with a mere 0.9% thumbs up from 
students.

If money was no object, the brand of laptop that young people say they would most like is 
Apple, which was a clear winner with 44% of students aspiring to own one. Next up was an HP 
at 12% and the Chromebook was the least favourite at just 3%.

Week one of receiving a student loan and for many it’s a time to spend, spend, spend (followed 
by a term of being broke again). With that temptation in mind, if students were to buy a tablet 
then, once more, it’s Apple with the iPad top of the list and getting 70% of the votes, followed 
by Samsung at 10%. The least popular choice was Hudl at 0.9% and the Lenovo at 1.4%.

Over a third of young people 
use smartphones over cameras

Unsurprisingly, with smart phones boasting great picture quality, not 
to mention the ability to edit an image giving you an instant 
blemish-free picture at the click of an app, over a third of students 
(38%) are using their phone’s camera for easy access to 
picture-perfect shots when out and about. 

When asked the brand of camera they would buy next 38% of students would stick with their 
smartphones. 

But for those who do want a standalone camera Canon is a �rm favourite with 20% of the respondents, 
closely followed by Nikon at 13.6%.

A thumbs up for no contracts 
or low commitment online 
memberships 

Being able to text, make a video call, listen to music, watch a 
film… is there actually enough time for all this and studying?! 
Students are spoilt for choice when it comes to the vast selection 
of online services at their disposal, many of which are free or have 
a low and affordable subscription that can be cancelled at short 
notice. This makes it far more appealing to the younger market 
who doesn’t want to be tied into long contracts.

Taking the top spot is Skype with 53.7% of students subscribing, followed by 33% for Spotify, 34% for 

Net�ix and 19.5% for Amazon Prime.  

Festival turn-o� for students 
who seek thrills elsewhere 

Just over three quarters (76.36%) of students avoided muddy fields 
and smelly portable loos last year, but why is this? Surely festivals and 
young people go hand-in-hand? This research may support the view 
that digital entertainment has become the new preference for young 
people who want to get their music or socialise from more of an 
intimate setting, or perhaps they simply can’t afford it and choose to 
spend their money elsewhere. 

On the other hand, the research confirms just how popular comic book films are becoming with 
the highest number of young people who did go to a festival last year opting to visit Comic Con  
(4.3%), compared to just 2.6% who went to Glastonbury. This implies 
that younger people are not quite as unhappy about the idea of being 
seen as a ‘nerd’ as previous generations may have been and instead 
are embracing their inner geek.

Young people choose 
supermarket giants over 
budget stores

Young people are sticking with two of the largest supermarkets with around two in 10 
picking Tesco (21.2%) and Asda (19.8%), followed by Sainsbury’s (12.9%). Unsurprisingly, 
this age group is avoiding the more ‘expensive’ supermarkets such as Waitrose and Marks 
& Spencer, yet they are also less keen on the budget supermarkets Aldi (11%) and Lidl 
(6.9%), which perhaps is appealing more to parents who are buying in bulk and may be 
better at planning ahead. 

At the same time frozen food giant Iceland is not quite making an impact on this particular 
demographic and comes in second from last with 2%. 

Fast food �llers the most 
satisfying    

When asked to name their top places for eating out it seems students aren’t necessarily 
looking for fancy table service. The results suggest that they prefer to order quickly, pay 

before eating and save money with meals that keep them going 
for hours. It’s an added bonus if they are places where they can 
benefit from all-you-can-eat deals, promotional offers or 
money-off coupons. 

A firm favourite with many in this demographic is fast food chain 
Nandos, with 41% of students picking it as top choice of place to fulfil 
their hunger pangs, closely followed by Pizza Hut at 33.5%, 
McDonald’s at 32.7% and Subway at 29.8%. 

Young people choose revision 
guides over entertainment 

Who says students are more interested in hanging out with their mates than getting their 
noses stuck into work? In fact the highest percentage of books that students picked as 
the ones they plan to buy next are revision guides, with 13% investing their time and 
money into learning resources. 

Next on the list of books students plan to buy is the Game of Throne series 
(8.7%), which is no doubt a popular choice for anyone who doesn’t have 
access to Sky, yet still needs their GOT fix (and is then able to join in with all the 
conversations about it).

With revision at the forefront of a student’s mind, there are several brands to choose from. Let’s 
keep it brief before we lose you in revision doom - here’s the order of preference: CGP (49%), 
Collins (22.4%), York Notes (9.7%) and Letts (5%). 

Students are saying no to 
nasties when it comes to 
skincare

It appears that less is certainly more these days, with young people being influenced by 
the many celebrities who boast about their no need for make-up bare-skinned beauty 
shots that are plastered over magazine spreads or on their social media profiles. In fact, a 
surprisingly large 20% of females say they don’t wear make up at all (and 10% of men 
admit that they do).  

When it comes to the most popular brands, those coming across in ad campaigns as the most 
caring are appealing more to this particular age group, with students choosing Simple (12.3%) 
and Nivea (10%) as their favourite skincare brand, followed by Dove (7%) and Clean & Clear 
(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     
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41% love                 The winner takes all 
A clear winner in the fight for the favourite brand for ages 14 up to 22+ came out quite 
clearly as Apple at 26.2%, with the highest percentage of 14-16 year-olds (29%), followed 
by 25% of 17-19 year-olds and 24% for both 19-21 and 22+ year-olds.  

Next on the list was Amazon with 9.9% and in third is the place that has become every young 
person’s go-to for help, advice and information, and that’s search engine giant Google, with just 
over one in ten choosing this brand over others. 

It seems hardly surprising that the favourites for this relatively large demographic of young 
people aged 14 to 22+ is indeed major technology brands. It seems as though the world we live 
in has become a place of two worlds: virtual and face-to-face, where both blur into one. 

What brand of revision guide do you go for?

 



A�ordable clothing comes out 
top 

The research highlighted the importance of being able to buy clothes that are on-trend 
and fashionable, yet set at an affordable price, with 44.2% of respondents shopping 
regularly at H&M. This was followed closely by Primark at 41.2%. 

The third most popular high street shop, which is also seen as a more affordable option, was 
New Look, with 38.8% shopping there regularly and a markedly higher percentage of shoppers 
coming from the east of England (26%) compared to other regions.   

Online shopping is a big draw for students, especially females, with 21.7% regularly visiting 
ASOS, along with 10% who use eBay to look for unique items or experience the thrill of bidding 
for a bargain. 

Marks & Spencer appears to have lost its middle-aged spread with 
11.6% admitting to shopping there regularly. This suggests a trust and 
confidence in a brand that claims to offer quality, yet staple items of 
underwear and clothing.  

Yet when it comes to footwear it seems that the brand name is still an 
important factor for many, especially with males. So rather than buying 
generic-style shoes from high street stores such as New Look or Topshop/Topman, for this 
category the clear winner is Converse, which took first place with 22.7% voting it their favourite 
shoe brand, followed by Nike at 17.72%. Last through the finishing line included well-known 
brands Reebok (0.8%), Puma (1%), and Skechers (0.8%).               

 I shop there, but I’d rather not 
have to…

Comparing students’ actual shopping habits to what they say is their favourite brand 
revealed that, yet again, they favour lower-priced clothing over the ‘trendier’ brands such 
as Jack Wills, Ralph Lauren and Abercrombie and Fitch. Instead Topshop/Topman came 
up as their top choice of clothing brand at 11%, with a higher percentage of students from 
the east Midlands - 17% - putting it down as their top choice, compared to 9% of 
Londoners. The overall result placed H&M (10.7%) and New Look (10.5%) in second and 
third place.

Even though many of this age bracket do actually shop in fast-fashion 
retailer Primark, when it came to revealing what their favourite clothing 
brands are, this high street store didn’t even make the top three. So 
although it’s not their first choice, the research suggests that for many it 

mainly serves a purpose of keeping up with fashion without blowing the budget, or simply to 
stock up on essentials.  

Who’s the Apple of their eye? 
The smartphone divide has a clear winner when it comes to choosing 
which mobile phone brand young people plan to buy next, with 54.8% 
aspiring to have an iPhone and 23% preferring a Samsung. In fact, 
Samsung was the most popular choice of phone for the 22+ age range 
with 11% picking this device, compared to just 3% of 14-16 year-olds, 
who are potentially playing it safe and going with the crowd for iPhone 
solidarity. 

The phone which garnered the least interest in students was Acer with just 0.1% along with the 
Blackberry, which appears to be slipping off the radar with a mere 0.9% thumbs up from 
students.

If money was no object, the brand of laptop that young people say they would most like is 
Apple, which was a clear winner with 44% of students aspiring to own one. Next up was an HP 
at 12% and the Chromebook was the least favourite at just 3%.

Week one of receiving a student loan and for many it’s a time to spend, spend, spend (followed 
by a term of being broke again). With that temptation in mind, if students were to buy a tablet 
then, once more, it’s Apple with the iPad top of the list and getting 70% of the votes, followed 
by Samsung at 10%. The least popular choice was Hudl at 0.9% and the Lenovo at 1.4%.

Over a third of young people 
use smartphones over cameras

Unsurprisingly, with smart phones boasting great picture quality, not 
to mention the ability to edit an image giving you an instant 
blemish-free picture at the click of an app, over a third of students 
(38%) are using their phone’s camera for easy access to 
picture-perfect shots when out and about. 

When asked the brand of camera they would buy next 38% of students would stick with their 
smartphones. 

But for those who do want a standalone camera Canon is a �rm favourite with 20% of the respondents, 
closely followed by Nikon at 13.6%.

A thumbs up for no contracts 
or low commitment online 
memberships 

Being able to text, make a video call, listen to music, watch a 
film… is there actually enough time for all this and studying?! 
Students are spoilt for choice when it comes to the vast selection 
of online services at their disposal, many of which are free or have 
a low and affordable subscription that can be cancelled at short 
notice. This makes it far more appealing to the younger market 
who doesn’t want to be tied into long contracts.

Taking the top spot is Skype with 53.7% of students subscribing, followed by 33% for Spotify, 34% for 

Net�ix and 19.5% for Amazon Prime.  

Festival turn-o� for students 
who seek thrills elsewhere 

Just over three quarters (76.36%) of students avoided muddy fields 
and smelly portable loos last year, but why is this? Surely festivals and 
young people go hand-in-hand? This research may support the view 
that digital entertainment has become the new preference for young 
people who want to get their music or socialise from more of an 
intimate setting, or perhaps they simply can’t afford it and choose to 
spend their money elsewhere. 

On the other hand, the research confirms just how popular comic book films are becoming with 
the highest number of young people who did go to a festival last year opting to visit Comic Con  
(4.3%), compared to just 2.6% who went to Glastonbury. This implies 
that younger people are not quite as unhappy about the idea of being 
seen as a ‘nerd’ as previous generations may have been and instead 
are embracing their inner geek.

Young people choose 
supermarket giants over 
budget stores

Young people are sticking with two of the largest supermarkets with around two in 10 
picking Tesco (21.2%) and Asda (19.8%), followed by Sainsbury’s (12.9%). Unsurprisingly, 
this age group is avoiding the more ‘expensive’ supermarkets such as Waitrose and Marks 
& Spencer, yet they are also less keen on the budget supermarkets Aldi (11%) and Lidl 
(6.9%), which perhaps is appealing more to parents who are buying in bulk and may be 
better at planning ahead. 

At the same time frozen food giant Iceland is not quite making an impact on this particular 
demographic and comes in second from last with 2%. 

Fast food �llers the most 
satisfying    

When asked to name their top places for eating out it seems students aren’t necessarily 
looking for fancy table service. The results suggest that they prefer to order quickly, pay 

before eating and save money with meals that keep them going 
for hours. It’s an added bonus if they are places where they can 
benefit from all-you-can-eat deals, promotional offers or 
money-off coupons. 

A firm favourite with many in this demographic is fast food chain 
Nandos, with 41% of students picking it as top choice of place to fulfil 
their hunger pangs, closely followed by Pizza Hut at 33.5%, 
McDonald’s at 32.7% and Subway at 29.8%. 

Young people choose revision 
guides over entertainment 

Who says students are more interested in hanging out with their mates than getting their 
noses stuck into work? In fact the highest percentage of books that students picked as 
the ones they plan to buy next are revision guides, with 13% investing their time and 
money into learning resources. 

Next on the list of books students plan to buy is the Game of Throne series 
(8.7%), which is no doubt a popular choice for anyone who doesn’t have 
access to Sky, yet still needs their GOT fix (and is then able to join in with all the 
conversations about it).

With revision at the forefront of a student’s mind, there are several brands to choose from. Let’s 
keep it brief before we lose you in revision doom - here’s the order of preference: CGP (49%), 
Collins (22.4%), York Notes (9.7%) and Letts (5%). 

Students are saying no to 
nasties when it comes to 
skincare

It appears that less is certainly more these days, with young people being influenced by 
the many celebrities who boast about their no need for make-up bare-skinned beauty 
shots that are plastered over magazine spreads or on their social media profiles. In fact, a 
surprisingly large 20% of females say they don’t wear make up at all (and 10% of men 
admit that they do).  

When it comes to the most popular brands, those coming across in ad campaigns as the most 
caring are appealing more to this particular age group, with students choosing Simple (12.3%) 
and Nivea (10%) as their favourite skincare brand, followed by Dove (7%) and Clean & Clear 
(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     

10 The winner takes all 
A clear winner in the fight for the favourite brand for ages 14 up to 22+ came out quite 
clearly as Apple at 26.2%, with the highest percentage of 14-16 year-olds (29%), followed 
by 25% of 17-19 year-olds and 24% for both 19-21 and 22+ year-olds.  

Next on the list was Amazon with 9.9% and in third is the place that has become every young 
person’s go-to for help, advice and information, and that’s search engine giant Google, with just 
over one in ten choosing this brand over others. 

It seems hardly surprising that the favourites for this relatively large demographic of young 
people aged 14 to 22+ is indeed major technology brands. It seems as though the world we live 
in has become a place of two worlds: virtual and face-to-face, where both blur into one. 
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What is your favourite skin-care brand?



A�ordable clothing comes out 
top 

The research highlighted the importance of being able to buy clothes that are on-trend 
and fashionable, yet set at an affordable price, with 44.2% of respondents shopping 
regularly at H&M. This was followed closely by Primark at 41.2%. 

The third most popular high street shop, which is also seen as a more affordable option, was 
New Look, with 38.8% shopping there regularly and a markedly higher percentage of shoppers 
coming from the east of England (26%) compared to other regions.   

Online shopping is a big draw for students, especially females, with 21.7% regularly visiting 
ASOS, along with 10% who use eBay to look for unique items or experience the thrill of bidding 
for a bargain. 

Marks & Spencer appears to have lost its middle-aged spread with 
11.6% admitting to shopping there regularly. This suggests a trust and 
confidence in a brand that claims to offer quality, yet staple items of 
underwear and clothing.  

Yet when it comes to footwear it seems that the brand name is still an 
important factor for many, especially with males. So rather than buying 
generic-style shoes from high street stores such as New Look or Topshop/Topman, for this 
category the clear winner is Converse, which took first place with 22.7% voting it their favourite 
shoe brand, followed by Nike at 17.72%. Last through the finishing line included well-known 
brands Reebok (0.8%), Puma (1%), and Skechers (0.8%).               

 I shop there, but I’d rather not 
have to…

Comparing students’ actual shopping habits to what they say is their favourite brand 
revealed that, yet again, they favour lower-priced clothing over the ‘trendier’ brands such 
as Jack Wills, Ralph Lauren and Abercrombie and Fitch. Instead Topshop/Topman came 
up as their top choice of clothing brand at 11%, with a higher percentage of students from 
the east Midlands - 17% - putting it down as their top choice, compared to 9% of 
Londoners. The overall result placed H&M (10.7%) and New Look (10.5%) in second and 
third place.

Even though many of this age bracket do actually shop in fast-fashion 
retailer Primark, when it came to revealing what their favourite clothing 
brands are, this high street store didn’t even make the top three. So 
although it’s not their first choice, the research suggests that for many it 

mainly serves a purpose of keeping up with fashion without blowing the budget, or simply to 
stock up on essentials.  

Who’s the Apple of their eye? 
The smartphone divide has a clear winner when it comes to choosing 
which mobile phone brand young people plan to buy next, with 54.8% 
aspiring to have an iPhone and 23% preferring a Samsung. In fact, 
Samsung was the most popular choice of phone for the 22+ age range 
with 11% picking this device, compared to just 3% of 14-16 year-olds, 
who are potentially playing it safe and going with the crowd for iPhone 
solidarity. 

The phone which garnered the least interest in students was Acer with just 0.1% along with the 
Blackberry, which appears to be slipping off the radar with a mere 0.9% thumbs up from 
students.

If money was no object, the brand of laptop that young people say they would most like is 
Apple, which was a clear winner with 44% of students aspiring to own one. Next up was an HP 
at 12% and the Chromebook was the least favourite at just 3%.

Week one of receiving a student loan and for many it’s a time to spend, spend, spend (followed 
by a term of being broke again). With that temptation in mind, if students were to buy a tablet 
then, once more, it’s Apple with the iPad top of the list and getting 70% of the votes, followed 
by Samsung at 10%. The least popular choice was Hudl at 0.9% and the Lenovo at 1.4%.

Over a third of young people 
use smartphones over cameras

Unsurprisingly, with smart phones boasting great picture quality, not 
to mention the ability to edit an image giving you an instant 
blemish-free picture at the click of an app, over a third of students 
(38%) are using their phone’s camera for easy access to 
picture-perfect shots when out and about. 

When asked the brand of camera they would buy next 38% of students would stick with their 
smartphones. 

But for those who do want a standalone camera Canon is a �rm favourite with 20% of the respondents, 
closely followed by Nikon at 13.6%.

A thumbs up for no contracts 
or low commitment online 
memberships 

Being able to text, make a video call, listen to music, watch a 
film… is there actually enough time for all this and studying?! 
Students are spoilt for choice when it comes to the vast selection 
of online services at their disposal, many of which are free or have 
a low and affordable subscription that can be cancelled at short 
notice. This makes it far more appealing to the younger market 
who doesn’t want to be tied into long contracts.

Taking the top spot is Skype with 53.7% of students subscribing, followed by 33% for Spotify, 34% for 

Net�ix and 19.5% for Amazon Prime.  

Festival turn-o� for students 
who seek thrills elsewhere 

Just over three quarters (76.36%) of students avoided muddy fields 
and smelly portable loos last year, but why is this? Surely festivals and 
young people go hand-in-hand? This research may support the view 
that digital entertainment has become the new preference for young 
people who want to get their music or socialise from more of an 
intimate setting, or perhaps they simply can’t afford it and choose to 
spend their money elsewhere. 

On the other hand, the research confirms just how popular comic book films are becoming with 
the highest number of young people who did go to a festival last year opting to visit Comic Con  
(4.3%), compared to just 2.6% who went to Glastonbury. This implies 
that younger people are not quite as unhappy about the idea of being 
seen as a ‘nerd’ as previous generations may have been and instead 
are embracing their inner geek.

Young people choose 
supermarket giants over 
budget stores

Young people are sticking with two of the largest supermarkets with around two in 10 
picking Tesco (21.2%) and Asda (19.8%), followed by Sainsbury’s (12.9%). Unsurprisingly, 
this age group is avoiding the more ‘expensive’ supermarkets such as Waitrose and Marks 
& Spencer, yet they are also less keen on the budget supermarkets Aldi (11%) and Lidl 
(6.9%), which perhaps is appealing more to parents who are buying in bulk and may be 
better at planning ahead. 

At the same time frozen food giant Iceland is not quite making an impact on this particular 
demographic and comes in second from last with 2%. 

Fast food �llers the most 
satisfying    

When asked to name their top places for eating out it seems students aren’t necessarily 
looking for fancy table service. The results suggest that they prefer to order quickly, pay 

before eating and save money with meals that keep them going 
for hours. It’s an added bonus if they are places where they can 
benefit from all-you-can-eat deals, promotional offers or 
money-off coupons. 

A firm favourite with many in this demographic is fast food chain 
Nandos, with 41% of students picking it as top choice of place to fulfil 
their hunger pangs, closely followed by Pizza Hut at 33.5%, 
McDonald’s at 32.7% and Subway at 29.8%. 

Young people choose revision 
guides over entertainment 

Who says students are more interested in hanging out with their mates than getting their 
noses stuck into work? In fact the highest percentage of books that students picked as 
the ones they plan to buy next are revision guides, with 13% investing their time and 
money into learning resources. 

Next on the list of books students plan to buy is the Game of Throne series 
(8.7%), which is no doubt a popular choice for anyone who doesn’t have 
access to Sky, yet still needs their GOT fix (and is then able to join in with all the 
conversations about it).

With revision at the forefront of a student’s mind, there are several brands to choose from. Let’s 
keep it brief before we lose you in revision doom - here’s the order of preference: CGP (49%), 
Collins (22.4%), York Notes (9.7%) and Letts (5%). 

Students are saying no to 
nasties when it comes to 
skincare

It appears that less is certainly more these days, with young people being influenced by 
the many celebrities who boast about their no need for make-up bare-skinned beauty 
shots that are plastered over magazine spreads or on their social media profiles. In fact, a 
surprisingly large 20% of females say they don’t wear make up at all (and 10% of men 
admit that they do).  

When it comes to the most popular brands, those coming across in ad campaigns as the most 
caring are appealing more to this particular age group, with students choosing Simple (12.3%) 
and Nivea (10%) as their favourite skincare brand, followed by Dove (7%) and Clean & Clear 
(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     

11 The winner takes all 
A clear winner in the fight for the favourite brand for ages 14 up to 22+ came out quite 
clearly as Apple at 26.2%, with the highest percentage of 14-16 year-olds (29%), followed 
by 25% of 17-19 year-olds and 24% for both 19-21 and 22+ year-olds.  

Next on the list was Amazon with 9.9% and in third is the place that has become every young 
person’s go-to for help, advice and information, and that’s search engine giant Google, with just 
over one in ten choosing this brand over others. 

It seems hardly surprising that the favourites for this relatively large demographic of young 
people aged 14 to 22+ is indeed major technology brands. It seems as though the world we live 
in has become a place of two worlds: virtual and face-to-face, where both blur into one. 
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What is your favourite brand?



A�ordable clothing comes out 
top 

The research highlighted the importance of being able to buy clothes that are on-trend 
and fashionable, yet set at an affordable price, with 44.2% of respondents shopping 
regularly at H&M. This was followed closely by Primark at 41.2%. 

The third most popular high street shop, which is also seen as a more affordable option, was 
New Look, with 38.8% shopping there regularly and a markedly higher percentage of shoppers 
coming from the east of England (26%) compared to other regions.   

Online shopping is a big draw for students, especially females, with 21.7% regularly visiting 
ASOS, along with 10% who use eBay to look for unique items or experience the thrill of bidding 
for a bargain. 

Marks & Spencer appears to have lost its middle-aged spread with 
11.6% admitting to shopping there regularly. This suggests a trust and 
confidence in a brand that claims to offer quality, yet staple items of 
underwear and clothing.  

Yet when it comes to footwear it seems that the brand name is still an 
important factor for many, especially with males. So rather than buying 
generic-style shoes from high street stores such as New Look or Topshop/Topman, for this 
category the clear winner is Converse, which took first place with 22.7% voting it their favourite 
shoe brand, followed by Nike at 17.72%. Last through the finishing line included well-known 
brands Reebok (0.8%), Puma (1%), and Skechers (0.8%).               

 I shop there, but I’d rather not 
have to…

Comparing students’ actual shopping habits to what they say is their favourite brand 
revealed that, yet again, they favour lower-priced clothing over the ‘trendier’ brands such 
as Jack Wills, Ralph Lauren and Abercrombie and Fitch. Instead Topshop/Topman came 
up as their top choice of clothing brand at 11%, with a higher percentage of students from 
the east Midlands - 17% - putting it down as their top choice, compared to 9% of 
Londoners. The overall result placed H&M (10.7%) and New Look (10.5%) in second and 
third place.

Even though many of this age bracket do actually shop in fast-fashion 
retailer Primark, when it came to revealing what their favourite clothing 
brands are, this high street store didn’t even make the top three. So 
although it’s not their first choice, the research suggests that for many it 

mainly serves a purpose of keeping up with fashion without blowing the budget, or simply to 
stock up on essentials.  

Who’s the Apple of their eye? 
The smartphone divide has a clear winner when it comes to choosing 
which mobile phone brand young people plan to buy next, with 54.8% 
aspiring to have an iPhone and 23% preferring a Samsung. In fact, 
Samsung was the most popular choice of phone for the 22+ age range 
with 11% picking this device, compared to just 3% of 14-16 year-olds, 
who are potentially playing it safe and going with the crowd for iPhone 
solidarity. 

The phone which garnered the least interest in students was Acer with just 0.1% along with the 
Blackberry, which appears to be slipping off the radar with a mere 0.9% thumbs up from 
students.

If money was no object, the brand of laptop that young people say they would most like is 
Apple, which was a clear winner with 44% of students aspiring to own one. Next up was an HP 
at 12% and the Chromebook was the least favourite at just 3%.

Week one of receiving a student loan and for many it’s a time to spend, spend, spend (followed 
by a term of being broke again). With that temptation in mind, if students were to buy a tablet 
then, once more, it’s Apple with the iPad top of the list and getting 70% of the votes, followed 
by Samsung at 10%. The least popular choice was Hudl at 0.9% and the Lenovo at 1.4%.

Over a third of young people 
use smartphones over cameras

Unsurprisingly, with smart phones boasting great picture quality, not 
to mention the ability to edit an image giving you an instant 
blemish-free picture at the click of an app, over a third of students 
(38%) are using their phone’s camera for easy access to 
picture-perfect shots when out and about. 

When asked the brand of camera they would buy next 38% of students would stick with their 
smartphones. 

But for those who do want a standalone camera Canon is a �rm favourite with 20% of the respondents, 
closely followed by Nikon at 13.6%.

A thumbs up for no contracts 
or low commitment online 
memberships 

Being able to text, make a video call, listen to music, watch a 
film… is there actually enough time for all this and studying?! 
Students are spoilt for choice when it comes to the vast selection 
of online services at their disposal, many of which are free or have 
a low and affordable subscription that can be cancelled at short 
notice. This makes it far more appealing to the younger market 
who doesn’t want to be tied into long contracts.

Taking the top spot is Skype with 53.7% of students subscribing, followed by 33% for Spotify, 34% for 

Net�ix and 19.5% for Amazon Prime.  

Festival turn-o� for students 
who seek thrills elsewhere 

Just over three quarters (76.36%) of students avoided muddy fields 
and smelly portable loos last year, but why is this? Surely festivals and 
young people go hand-in-hand? This research may support the view 
that digital entertainment has become the new preference for young 
people who want to get their music or socialise from more of an 
intimate setting, or perhaps they simply can’t afford it and choose to 
spend their money elsewhere. 

On the other hand, the research confirms just how popular comic book films are becoming with 
the highest number of young people who did go to a festival last year opting to visit Comic Con  
(4.3%), compared to just 2.6% who went to Glastonbury. This implies 
that younger people are not quite as unhappy about the idea of being 
seen as a ‘nerd’ as previous generations may have been and instead 
are embracing their inner geek.

Young people choose 
supermarket giants over 
budget stores

Young people are sticking with two of the largest supermarkets with around two in 10 
picking Tesco (21.2%) and Asda (19.8%), followed by Sainsbury’s (12.9%). Unsurprisingly, 
this age group is avoiding the more ‘expensive’ supermarkets such as Waitrose and Marks 
& Spencer, yet they are also less keen on the budget supermarkets Aldi (11%) and Lidl 
(6.9%), which perhaps is appealing more to parents who are buying in bulk and may be 
better at planning ahead. 

At the same time frozen food giant Iceland is not quite making an impact on this particular 
demographic and comes in second from last with 2%. 

Fast food �llers the most 
satisfying    

When asked to name their top places for eating out it seems students aren’t necessarily 
looking for fancy table service. The results suggest that they prefer to order quickly, pay 

before eating and save money with meals that keep them going 
for hours. It’s an added bonus if they are places where they can 
benefit from all-you-can-eat deals, promotional offers or 
money-off coupons. 

A firm favourite with many in this demographic is fast food chain 
Nandos, with 41% of students picking it as top choice of place to fulfil 
their hunger pangs, closely followed by Pizza Hut at 33.5%, 
McDonald’s at 32.7% and Subway at 29.8%. 

Young people choose revision 
guides over entertainment 

Who says students are more interested in hanging out with their mates than getting their 
noses stuck into work? In fact the highest percentage of books that students picked as 
the ones they plan to buy next are revision guides, with 13% investing their time and 
money into learning resources. 

Next on the list of books students plan to buy is the Game of Throne series 
(8.7%), which is no doubt a popular choice for anyone who doesn’t have 
access to Sky, yet still needs their GOT fix (and is then able to join in with all the 
conversations about it).

With revision at the forefront of a student’s mind, there are several brands to choose from. Let’s 
keep it brief before we lose you in revision doom - here’s the order of preference: CGP (49%), 
Collins (22.4%), York Notes (9.7%) and Letts (5%). 

Students are saying no to 
nasties when it comes to 
skincare

It appears that less is certainly more these days, with young people being influenced by 
the many celebrities who boast about their no need for make-up bare-skinned beauty 
shots that are plastered over magazine spreads or on their social media profiles. In fact, a 
surprisingly large 20% of females say they don’t wear make up at all (and 10% of men 
admit that they do).  

When it comes to the most popular brands, those coming across in ad campaigns as the most 
caring are appealing more to this particular age group, with students choosing Simple (12.3%) 
and Nivea (10%) as their favourite skincare brand, followed by Dove (7%) and Clean & Clear 
(5.4%) to get them ready for the perfect edit-free selfie. 

This trend towards buying the more natural brands compares to far less of an interest in buying 
the ‘fussier’ and expensive brands that do several jobs in one, such as offering anti-ageing 
properties or being highly fragranced.     

The winner takes all 
A clear winner in the fight for the favourite brand for ages 14 up to 22+ came out quite 
clearly as Apple at 26.2%, with the highest percentage of 14-16 year-olds (29%), followed 
by 25% of 17-19 year-olds and 24% for both 19-21 and 22+ year-olds.  

Next on the list was Amazon with 9.9% and in third is the place that has become every young 
person’s go-to for help, advice and information, and that’s search engine giant Google, with just 
over one in ten choosing this brand over others. 

It seems hardly surprising that the favourites for this relatively large demographic of young 
people aged 14 to 22+ is indeed major technology brands. It seems as though the world we live 
in has become a place of two worlds: virtual and face-to-face, where both blur into one. 
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