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At home, in a restaurant or while traveling -
how do Brits spend their Easter holidays? 
Who do they give presents to, how much 
do they spend, and do they currently 
prefer online or offline shopping? 

The Hype Tracker gives you front row 
access to consumers' thoughts on the 
hottest topics right now. Gain insight 
into a curated selection of hypes from 
our industry experts.

Products, brands and passion points 
– What are consumers using and 
thinking about? What‘s on top of 
mind for the average shopper and 
what are the brands they're loving?  
Our biweekly tracker gives you the 
lowdown.
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This week —
Happy Easter – Traditions and 
consumer behaviour in 2022
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Weekly Insights —
Happy Easter – Traditions and 
consumer behaviour in 2022

Men are more likely to say that they are 
spending their Easter days with friends 
than women (24% vs 13%)

3
With whom do you spend your Easter days? // Easter is fast approaching. What are the most important traditions for you and your family or friends for this holiday? (N=1000) // You have indicated that eating together is an Easter tradition for you. Do you cook yourself 
or do you go to a restaurant? (N=577) // You have indicated that eating together is an Easter tradition for you. Do you cook yourself or do you go to a restaurant? (N=577) // You stated that you'll go on a trip for Easter. Where will you travel to? (N=168)

With whom do you spend your Easter days?

Easter is fast approaching. 
What are the most important traditions for you and your family or friends for this holiday?

60%

41%

19%

19%

13%

With my closest family

With my partner

With my extended 
family

With friends

On my own

71%

17%

11%
National destinations 
(within the UK)

International destinations 
(outside the UK)

Don't know yet

Where will Brits travel to?
Respondents who said they would go on a trip for Easter

Do you cook yourself or do you go to a restaurant? 

Respondents who said that eating together is a 

tradition for them/their family

8 out of 10 Brits 
cook at home themselves

21% go to a restaurant, 
20% order food to eat at home



14%

33%

25%

6%
12% 9%

Less than
£10

£10- £25 £26- £50 £51- £75 £76- £100 More than
£100

Top 5 Easter Gifts 
Respondents who indicated that they would give gifts for 
Easter

77%

42%
37%

32% 32%

Sweets /
chocolates

Flowers / 
plants

Clothes Jewellery Vouchers

4

1 in 5 Brits (24%) will give someone a 
gift for Easter.

82% of them will buy gifts, 11% will 
make them themselves.

Plan on spending a similar amount 
of money like the year before

Expenses for Easter gifts
Respondents who indicated that they would buy 
gifts for Easter

Will spend less money
than last year

31%

80%

Offline Online

66% 62%

Offline Online

Which chocolate/sweets brands are being bought? 
Respondents who indicated that they would buy 
chocolates/sweets 

Up to £50 More than £50

Will spend more than last year

(Planned) expenses for gifts
Respondents who indicated that 
they would buy gifts for Easter

(Planned) expenses for gifts by channel 
Respondents who indicated that 
they would buy gifts for Easter

Do you intend to buy a gift? (N=238) // Which of the following gifts could you imagine giving this year for Easter or even have bought them already? (N=238) // Do you think that your expenses for Easter gifts changed this year in 
comparison to last year? // How much did you spend / do you plan on spending for Easter gifts? (N=195) // What chocolate/sweets brands would/did you buy? (N=182) // Where did you buy/do you plan to buy this/these gift(s)? (N=195)

Cadbury(46%)

Lindt (7%)
Nestlé (3%)

Snickers (3%)

Galaxy (5%)

Thorntons (3%)

32%

46%

23%
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The Hype Tracker gives you front row access to 
consumers' thoughts on the hottest topics right 
now. Gain insight into a curated selection of hypes 
from our industry experts. 

Fad, fashion or here to stay? We check out the 
state of play for both established and emerging 
categories to determine the reach of some of the 
biggest noisemakers on the ground.
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BeReal App
An app that considers itself "not another 
social network," and aims for authenticity 
between friends has been showing big 
growth among college students in particular. 
At some random point during the day, the app 
will urge the user to send a photo of 
themselves and what they are doing right 
then and there. The app will take a photo with 
both the front and back cameras to create 
two photos showing the entire scope of the 
person's surroundings at the moment.

Deepfakes
A video of a person in which their face or 
body has been digitally altered so that they 
appear to be someone else, typically used 
maliciously or to spread false information; 
deepfakes use a form of artificial intelligence 
called deep learning to make images of fake 
events, hence the name deepfake.

6

The Hypes

eSports
Esports, short for electronic sports, is a form 
of competition using video games. Esports 
encompass video games that are played in a 
highly organized competitive environment. 
These games can range from popular, team-
oriented multiplayer online battle arenas 
(MOBAs), to single player first person 
shooters, to survival battle royales, to virtual 
reconstructions of physical sports.

Oura Ring
The Oura Ring is a wearable device that 
tracks user physiological data. It’s primarily a 
sleep tracker, measuring time spent in each 
sleep stage, but the ring also records heart 
rate, heart rate variability, breathing rate, skin 
temperature, and several other metrics, like 
menstrual cycle.

Scalp care
Simply put, scalp care is the “skincare-
ification” of hair products but for the scalp. In 
the past years many, products have been 
launched targeting the health of the scalp, 
e.g. scalp scrubs and scalp mask.

SKIMS
It is the brand founded by celebrity Kim 
Kardashian, a solutions-oriented brand 
creating the next generation of underwear, 
loungewear and shapewear.

Wattpad
Wattpad is an online social reading platform 
intended for users to read and write original 
stories. It aims to create social communities 
around stories and remove the barriers 
between readers and writers. As of 
November 2021, Wattpad has a monthly 
audience of more than 90 million users, who 
can directly interact with the writers and 
share their opinions with fellow readers. It’s 
not unusual to see the entertainment industry 
bringing on screen Wattpad’s most successful 
stories. 

Wrinkle strip / Face tape
A wrinkle strip (or face tape) is a piece of 
adhesive paper worn overnight to keep your 
muscles in place, with the aim of lessening or 
preventing wrinkles.
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eSports

SKIMS

Wattpad

Scalp Care

Wrinkle Strips / 
Face tape

Deepfakes

Oura ring

BeReal app
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Hype Tracker

“How often have you heard about the following products or services recently?” (N=1000)  
“You have stated that you have heard of the topic at least once before. How interesting do you find the following topics?” (Respondents who have heard of the respective topic)

Awareness Score
How many consumers have heard about the hype?

Curiosity Score
Among those who have heard about the hype, how 
big is the share of those who find it interesting?

Appinio Buzz (Size of the bubble)
The bigger the size of the bubble, the more 
mainstream a product is. So, the smaller the bubble, 
the more niche it is. Buzz is calculated by the 
proportion of people who have heard about a 
particular topic to people versus those who have 
never heard about it.

High Speed HypesPotential Hypes

Slow Starters No Brainers

C
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re

Awareness Score
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“When you think of [specific category], which brand comes to your mind first?” (N=1000). 10

What brands do consumers spontaneously recall when prompted?

Alcoholic
beverages

Non-
alcoholic

beverages

Food

Beauty & 
Personal Care

Clothing & 
Fashion

Cars

Consumer 
Electronics

6% 5% 4% 4% 4%

Smirnoff Gordons Budweiser Heineken Jack Daniel's

27%
12% 5% 5% 2%

Coca-Cola Pepsi Robinsons Fanta Sprite

14% 8% 8% 7% 7%

Tesco Asda Heinz McDonalds Sainsbury's

12% 11% 9% 6% 3%

Nivea Boots Dove L'Oréal Mac

11% 9% 7% 6% 6%

Nike ASOS Primark H&M Zara

19% 13% 10% 7% 7%

Ford BMW Audi Toyota Mercedes

46%

13% 12% 11% 4%

Netflix Amazon Prime Spotify YouTube Twitch

36%
20% 12% 9% 5%

Samsung Apple Sony LG Currys

Streaming 
Platforms & Apps

Newcomer this week

↑+2

↑+1

↓-1 ↓-1

↓-3 ↑+1

↓-3 ↑+3

↑+1

↑+1

↓-1

↓-1

↑+3

↑+1

↑+1

↓-3

↑+2
↑+1

↑+1

↓-1

↓-1

↓-4
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Behaviour Tracker 03How often are product categories bought?

11“Have you bought any of the following products over the last week? (N=1000) Note: Online and offline do not add up to the total value, as the answer option “both“ is not listed in the table for the sake of simplicity.

Rank Product category 25 May 23 June 27 July 31 Aug 29 Sept 31 Oct 24 Nov 8 Dec 6 Jan 4 Feb 17 Feb 16 Mar 30 Mar 13 April

1. Groceries

92% 92% 93% 92% 93% 93% 92% 90% 90% 95% 93% 95% 96% 95% (-1)

19% 19% 20% 19% 21% 19% 18% 21% 21% 20% 16% 15% 16% 16%

60% 60% 61% 60% 58% 61% 60% 53% 53% 59% 59% 60% 61% 59%

2.
Non-alcoholic
drinks

63% 67% 68% 67% 66% 64% 63% 67% 66% 68% 69% 71% 71% 72% (+1)

13% 13% 13% 14% 13% 14% 13% 16% 14% 14% 13% 13% 11% 11%

44% 46% 48% 46% 45% 44% 42% 44% 44% 46% 47% 46% 51% 49%

3. Personal care/
Hygiene

67% 66% 68% 67% 69% 68% 69% 72% 69% 62% 70% 75% 71% 74% (+3)

19% 18% 19% 17% 19% 16% 19% 22% 21% 19% 17% 18% 16% 16%

41% 41% 41% 43% 41% 45% 41% 40% 40% 45% 43% 42% 42% 45%

4. Medicine

41% 43% 41% 43% 43% 47% 47% 49% 47% 47% 48% 51% 47% 55% (+8)

10% 12% 11% 10% 10% 11% 10% 13% 12% 12% 12% 12% 10% 12%

27% 26% 26% 28% 28% 31% 30% 30% 29% 29% 29% 30% 30% 32%

5. Clothes

48% 48% 49% 52% 49% 52% 50% 58% 52% 51% 55% 55% 51% 59% (+8)

24% 24% 26% 27% 24% 23% 24% 32% 26% 26% 24% 23% 17% 22%

16% 15% 15% 17% 16% 21% 17% 16% 16% 15% 17% 19% 22% 21%

6. Alcoholic
drinks

52% 57% 54% 53% 54% 51% 52% 58% 50% 56% 55% 54% 57% 57% (=)

11% 12% 10% 11% 12% 11% 12% 13% 10% 11% 10% 9% 8% 10%

36% 37% 38% 37% 37% 35% 35% 37% 34% 39% 38% 36% 41% 37%

total online offline
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Rank Product category 25 May 23 June 27 July 31 Aug 29 Sept 31 Oct 24 Nov 8 Dec 6 Jan 4 Feb 17 Feb 16 Mar 30 Mar 13 April

7. Books/
Magazines

34% 32% 33% 38% 32% 34% 34% 42% 37% 38% 41% 42% 38% 45% (+7)

16% 14% 14% 16% 15% 15% 16% 20% 17% 17% 18% 14% 14% 14%

13% 14% 14% 17% 13% 16% 13% 15% 14% 17% 15% 20% 16% 19%

8.
Beauty/
Make-up

35% 31% 33% 34% 32% 34% 35% 40% 35% 35% 39% 39% 36% 47% (+11)

15% 11% 14% 12% 15% 15% 15% 20% 14% 15% 12% 12% 12% 12%

15% 15% 14% 15% 14% 15% 14% 15% 15% 15% 16% 18% 16% 22%

9. Shoes

32% 29% 30% 34% 31% 32% 31% 38% 35% 32% 34% 38% 36% 41% (+5)

17% 15% 16% 16% 14% 14% 15% 18% 17% 14% 14% 15% 14% 14%

10% 10% 10% 13% 11% 14% 10% 14% 13% 12% 12% 13% 14% 15%

10. Electrical
devices

26% 24% 26% 28% 24% 25% 30% 34% 29% 28% 31% 37% 33% 39% (+6)

15% 13% 15% 15% 12% 13% 15% 18% 14% 15% 14% 15% 16% 15%

7% 8% 7% 8% 8% 8% 9% 9% 9% 8% 9% 14% 8% 13%

11. Decoration

27% 24% 29% 25% 25% 27% 30% 39% 31% 29% 34% 36% 32% 40% (+8)

12% 10% 13% 11% 9% 11% 12% 15% 14% 13% 12% 9% 10% 10%

11% 10% 11% 9% 11% 11% 12% 16% 12% 11% 14% 17% 12% 18%

12. Toys

26% 25% 27% 29% 28% 29% 35% 42% 31% 29% 34% 34% 29% 39% (+10)

14% 11% 14% 13% 13% 13% 19% 22% 15% 14% 13% 11% 12% 14%

8% 9% 8% 11% 10% 12% 10% 13% 10% 11% 12% 13% 9% 15%

How often are product categories bought?

12“Have you bought any of the following products over the last week? (N=1000) Note: Online and offline do not add up to the total value, as the answer option “both“ is not listed in the table for the sake of simplicity.

total online offline
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13“Have you bought any of the following products over the last week? (N=1000) Note: Online and offline do not add up to the total value, as the answer option “both“ is not listed in the table for the sake of simplicity.

Rank Product category 25 May 23 June 27 July 31 Aug 29 Sept 31 Oct 24 Nov 8 Dec 6 Jan 4 Feb 17 Feb 16 March 30 March 13 April

13. Household
devices

25% 23% 26% 27% 24% 26% 27% 30% 30% 27% 33% 35% 31% 39% (+8)

12% 10% 12% 12% 11% 10% 11% 12% 14% 13% 13% 11% 11% 11%

9% 9% 9% 9% 9% 10% 11% 13% 12% 10% 12% 15% 11% 16%

14. Furniture

19% 17% 18% 19% 16% 18% 19% 23% 23% 21% 26% 29% 24% 33% (+11)

8% 7% 10% 8% 8% 7% 6% 10% 10% 9% 9% 9% 10% 10%

6% 6% 5% 8% 5% 7% 7% 9% 9% 8% 9% 13% 9% 12%

15. Kitchen
devices

22% 21% 21% 24% 21% 22% 24% 26% 26% 26% 28% 31% 27% 35% (+8)

9% 10% 8% 10% 7% 8% 9% 13% 10% 11% 10% 10% 8% 10%

9% 7% 9% 10% 10% 11% 9% 12% 11% 12% 11% 13% 12% 15%

16. Jewerly

18% 18% 19% 22% 18% 19% 23% 27% 24% 21% 26% 29% 23% 33% (+10)

10% 10% 10% 10% 8% 9% 12% 13% 11% 10% 9% 9% 8% 10%

6% 6% 7% 7% 6% 7% 7% 9% 8% 7% 10% 12% 8% 12%

17. Sport
devices

20% 20% 21% 21% 19% 19% 21% 26% 24% 24% 27% 30% 27% 33% (+6)

10% 9% 11% 11% 8% 10% 9% 12% 11% 12% 11% 11% 11% 10%

7% 6% 5% 7% 6% 7% 8% 8% 8% 12% 8% 9% 10% 11%

total online offline



ContactsSample & Method

Appinio Germany
Große Theaterstraße 31

20354 Hamburg, Germany

Appinio USA
651 N Broad St, Suite 206

Middletown 19709 Delaware, USA

Appinio UK
Victoria House, Suite 41

38 Surrey Quays Road, London, England

Office +44 77 3368 86 09
E-Mail andrea.villani@appinio.com

Andrea Villani
Managing Director UK

Sample 
Country
Age  
Date of the survey

1.000 Brits
United Kingdom
16-65
5-8 April 2022

Nationally representative – quoted by age 
& gender based on the 2011 census

View and analyse the data 
on research.appinio.com
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