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PETER MARKS, CHIEF EXECUTIVE, 
THE DELTIC GROUP 

What is interesting about this report is that despite the popular belief that most people 
partake in Dry January – the data shows us that in fact it is less than one third of the 
UK population. It also highlighted that Dry January is a more popular phenomenon with 
the younger generation, with almost half (45%) of 18-21 year olds taking part this year, 
compared to only 17% of those aged 56+.

Personally, Dry January is not something I believe in. People want to prove they can go 
without a drink and yes, your liver will enjoy a short-term break but often what happens 
is you grab your first drink (and often many more) on the February 1st and it will have 
been a waste of time. The British Liver Trust recommends drinking sensibility 
throughout the year and have a few dry days every week – which we also believe is a 
healthier approach. Despite the fact that overall spending on a late night activity when 
compared to the last quarter is down by 10% - we remain positive. The late night 
economy is a more diverse and dynamic sector than ever before and continues to be a 
popular past time for people in the UK. When you take into account the time of year, 
when personal finances tend to be tighter, it is natural for people to spend less on 
leisure activities. It is, however, encouraging that the January pay weekend remains a 
key event in the late night sector – with 1 in 5 Brits choosing to celebrate pay weekend 
at a bar or club.

Since the last report, the news has been dominated by the closure and then re-
opening of Fabric. This iconic club has put a spotlight on the clubbing culture in the UK 
and I hope this interest does not fade. This study was designed to educate people on 
the importance of the late night economy and we hope it will help to generate the 
support it needs to protect its future. 

PHILIP KOLVIN QC, LICENSING 
LAWYER AND AUTHOR ‘MANIFESTO 
FOR THE NIGHT TIME ECONOMY’

It is striking that the highest spenders on a night out are 31-45 year olds, at nearly £60 
a head. Therefore, venues which manage to attract a diverse age range are in a strong 

position.

At the same time, although the number of people who feel safe on a night out has risen 
it is still concerning that 28% of those surveyed don’t feel safe when travelling by 

themselves on a night out. One way of driving down that statistic is to attract a mixed 
age group into town centres at night, to promote natural guardianship of the public 
realm. So developing our town centres as places for all at night is good sense and 

good business, and a good message for policy-makers.
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HEADLINE FINDINGS 
FEBRUARY 2017

• Pubs remain the most popular late night activity followed by cinema 

• Over a third of 18-21 year olds spend the most money in clubs and bars 
each month when compared to other late night activities 

• The top three late night activities for men are: pub, bars then clubs. 
However for women this is: pubs, cinema and then bars 

• Brits spend £52 on an average night out. When compared to the last 
quarter overall spending on late night activities is down by £5.74 (10%) 

• The average night out lasts 4 hours and 21 minutes. This is an increase of 
1 hour and 3 minutes from the last quarter 

• Seeing friends remains top of the list of reasons Brits go on a night out, 
with 63% citing this is as the main reason

The late night economy 
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LATE NIGHT ECONOMY SPENDING BY LATE NIGHT 
ACTIVITY

The report shows that clubbing remains the most popular late night activity 
amongst 18-21 year olds. However for this quarter, expenditure on the cinema 
has increased slightly (0.8%). 

• Pubs remain the most popular late night activity followed by cinema 

• Over a third of 18-21 year olds spend the most money in clubs and bars 
each month 

• Over 1 in 7 (15%) of 18-21 year olds spend the most money in bars 

• The top three late night activities for men are: pub, bars then clubs. 
However for women this is: pubs, cinema and then bars 

• 1 in 10 (10%) Brits spend most money in the club each month, down 5% 
from last quarter

H ighest  l a te  n ight  expendi ture broken down by  ac t i v i t y  
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LATE NIGHT ECONOMY SPENDING BY LATE NIGHT 
ACTIVITY: REGIONAL BREAKDOWN

• People from Bristol, Cardiff and Sheffield are most likely to spend the most 
on clubbing each month than any other late night activity

• Brighton and Edinburgh were least likely to spend the most in clubs 

• People from Belfast and Glasgow were more likely to spend more on going 
to the cinema than going to the pub 

• Nearly one fifth of people from Manchester spend more in bars each month 
compared to any other late night activity)

La te  n ight  expendi ture  by  ac t i v i t y  b roken down by  c i ty
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• Brits spend £52 on an average night out. When compared to the last 
quarter overall spending on late night activities is down by £5.74 (10%) 

• Brits spend an average of £9.07 on pre drinks, £15.97 on food, £7.28 on 
transport, £5.32 on entry fee and £14.62 on drinks in venue on an average 
night out

• 31-45 year olds spend the most on an average night out on combined 
food, drinks, transport and entry fee, with the average spending almost £60 
(£58.91), compared to 18-21 year olds who spend the least at under £50 
(£48.05) 

• 31-45 year olds spend the most on drinks in the venue, with the average 
spending £16.54

• Women spend more money on pre-drinks, transport, entry fees than men 

La te n ight  expendi ture  broken down by  ac t i v i t y  and age g roupsLATE NIGHT SPEND MIX
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Pre-drinks 
Belfast £9.74
Glasgow £10.47
London £9.91
Norwich £7.54
Plymouth £6.88
Southampton £7.96

Food 
Belfast £18.25
Edinburgh £18.59
Norwich £17.19
Birmingham £14.69
Newcastle £14.82
Liverpool £13.45

Transport 
Belfast £8.22
Cardiff £7.65
Leeds £5.71 
Manchester £8.40 
Norwich £5.77
Plymouth £5.38 
Sheffield £8.45 

Entry fee 
Plymouth £3.43
Norwich £3.74
Newcastle £3.27
London £6.47
Edinburgh £6.08
Birmingham £5.97 

Drinks in the venue
Cardiff £17.36
Newcastle £15.69
Manchester £15.78
Birmingham £12.53
Plymouth £13.85
Southampton £13.97

LATE NIGHT SPEND MIX: REGIONAL BREAKDOWN
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Average l ength o f  a  n ight  ou tLATE NIGHT TIMINGS 

• The average night out lasts 4 hours and 21 minutes. This is an increase of 
1 hour and 3 minutes from the last quarter 

• On average men leave home for a night out at 19:00 whereas women on 
average leave home for a night out at 20:00

• For 3 in 10 (30%) respondents, the average night out lasts 5-6 hours

• On average, 22-25 year olds spend slightly longer out than 18-21 year olds 
and 26-30 year olds (4.98 compared to 4.8 and 4.54 respectively)

• For 1 in 9 (11%) 18-21 year olds, the average night out lasts 7-8 hours 
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LATE NIGHT TIMINGS: REGIONAL BREAKDOWN 

• For those from Glasgow, the average night out lasts 4.92 hours (the 
longest of any city) followed by the Newcastle then Plymouth 

• People from Leeds tended to have the shortest nights out (3.99) followed 
by Southampton 

• 5% of people from Belfast stayed out for between 9-10 hours 

Manchester 4.17hrs

Cardiff 4.41hrs

Plymouth 4.52hrs

Nottingham 4.34hrs

Newcastle 4.79hrs

Birmingham 4.16hrs

Brighton 4.26hrs

Glasgow 4.92hrs

Sheffield 4.51hrs
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PLANNING A LATE NIGHT

Recommendations remain the most important factor when choosing where 
to go on a night out. The importance of Facebook decreased whereas the 
importance of Instagram grew this quarter.

The top 5 ways respondents choose where to go when planning a night out 
are:

• Recommendations (no change)
• Google Search (up one place)
• Friends being tagged on Facebook (down one place) 
• Online reviews (no change)
• Website (no change)

• When planning a night out, over a fifth (21%) of 18-21 year olds choose 
where to go via promotors. This is compared to 14% of 22-25 year olds 
and 10% of 26-30 year olds

• When planning a night out, 1 in 6 (17%) 18-21 year olds choose where 
to go via people being tagged on Instagram. This is compared to 1 in 10 
(10%) 22-25 year olds and 1 in 14 (7%) 31-45 year olds
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WHY DO WE GO OUT?

• Seeing friends remains top of the list of reasons Brits go on a night out, 
with 63% citing this is as the main reason

• Over two thirds of women (67%) say their top reason for going on a night 
out is to see friends

• 38% of women say that a top reason for going on a night out is to 
celebrate an occasion. Whereas, just over a quarter of men (27%) say this 
is a main reason

• Over 1 in 10 men (11%) said that a main reason for them going on a night 
out is to meet a potential partner, but this is true for just 1 in 14 (7%) 
women

• 15% of 18-30 year olds said that a main reason for them going on a night 
out is to meet a potential partner

Top reasons Br i ts  go  ou t  on  a  l a te  n ight  

Seeing friends
35%

Escape the stress 
of day to day life
24%

To celebrate an 
occasion
18%

For the 
music/theatre
8%

Having a 
dance/exercise
7%

Meeting potential 
partners
5%

Other
3%

Participants were asked to rank in order of importance
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FREQUENCY OF LATE NIGHTS

• Compared to 2016, the number of people who go out at least once a 
week is down by 9.8% 

• On average, Brits aged 18-21 continue to go out on late nights out once 
per week with nearly a fifth going out 2-3 times a week 

• The number of 18-21 who go out 4-6 days a week has increased by over 
2% 

• On average, British men go out on late nights out more often than British 
women (1.04 times weekly for men vs 0.78 per week for females)

• 1 in 11 (9%) Brits aged 22-25 go out on late night out 4-6 days a week

• Over a quarter (27%) of Brits aged 26-30 go on a late night out at least 2-3 
days per week 

In the following cities, people are most likely to go on a late night out once a 
week 

• Glasgow 42%
• Belfast 39% 
• Bristol 34%
• Cardiff 33%

Frequency  o f  l a te  n ights broken down by  age
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WHO DO WE GO OUT WITH ON A LATE NIGHT? 

• Around 2 in 5 (39%) Brits that go on nights out, said that they usually go 
out with a mixed gender group of friends

• Nearly a quarter 24% of Brits that go on nights out, said when they go out 
they usually go out with their partner. This is an increase of 5% from the 
last quarter

• More than a quarter (26%) of men that go on nights out, said when they go 
out they usually go out with their male friends

• Only 6% of Brits aged 18-21 that go on nights out, said they usually go out 
with their partner. However 23% of those aged 31-45 do 

How many people  do  you  usua l l y  go ou t  w i th? 
Average g roup s i ze,  sp l i t  by  age g roup
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SAFETY

• 96% of Brits continue to feel safe staying with their friends on a night out

• 85% of Brits feel safe keeping their belongings with them at all times on a 
night out. This figure remains unchanged from the last quarter

• Compared to the last quarter, the number of Brits that don’t feel safe when 
travelling by themselves on a night out is down by nearly 3% 

Top ten cities were people felt somewhat to extremely safe travelling by 

themselves on a late night out: 

↑ Plymouth
↑ Edinburgh
↓ Glasgow
↑ Norwich 
↑ Nottingham 
↓ Belfast
↓ Cardiff
↑ Newcastle 
↑ Brighton 
↑ Birmingham 
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SPECIAL FOCUS: 
Dry January and first pay 

weekend of 2017 
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DRY JANUARY HIGHLIGHTS

• 70% of Brits didn’t take part in Dry January

• More Brits took part in Dry January in 2017 compared to last year (2016: 
15.9%)

• 1 in 7 (14%) Brits lasted less than 1 week before giving up Dry January

• Dry January is a more popular phenomenon with the younger generation 
with almost half of 18-21 year olds taking part this year compared to only 
17% of those aged 56+

• Brits lasted on average 12 days before giving up Dry January

• Women lasted longer than men during Dry January, lasting on average 14 
days. Men lasted 11 days on average.

DRY JANUARY REGIONAL FOCUS

• The fewest people from Leeds, Newcastle and Sheffield took part in Dry 
January in 2917 

• People from Glasgow, Liverpool and London were more likely to take part 
in Dry January 

In the following cities, people abstain from alcohol for the longest: 
• Brighton (17 days)
• Edinburgh (16 days)
• Nottingham (16 days)
• Southampton (15 days)
• Norwich (15 days)

In the following cities, people were quickest to give up Dry January:  
• Birmingham (9 days) 
• Manchester (10 days) 
• London (11 days) 
• Belfast (12 days) 
• Bristol (13 days) 
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PAY WEEKEND HIGHLIGHTS

• 1 in 5 Brits choose to spend the first pay weekend of January in a bar or 
club 

• 40% of 18-21 year olds choose to spend the first pay weekend of January 
in a bar or club  

• Brits spent £35.48 on average on a late night out on the first pay weekend 
of January 

• On average people begin making plans for pay weekend 6 days prior to 
their night out 

• 38% of people made plans up to one week before their night out 

• 18 – 21 year olds spent on average £32.03, the highest spenders were 
those aged 46-55 spending on average £39.59 

PAY WEEKEND REGIONAL FOCUS

• People from Belfast (£46.06), Leeds (£39.62), Manchester (£37.83) spent 

the most on a late night out on the first pay weekend of January 

• People from Southampton (£29.66), Plymouth (£30.28), Norwich (£30.78) 

spent the least on a late night out on the first pay weekend of January 
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Methodology 
Sampling theory: 
The Censuswide panel was originally recruited via sampling specialists and since has grown organically. Panellists can opt to answer all surveys – but will be filtered out if a survey is not relevant to them. 
Panellists are also invited to participate in surveys via a newsletter. 
All surveys are incentivised according to the specialism of the panel, rewards include; points for prizes, cash and air miles all of which vary in value depending on the survey length. 

Registration: 
When joining the panel, each member is double opted in (an opt in and validation process) as well as completing a profiling questionnaire – which we then use to store their relevant information and are able 
to target specific sectors easily. 

Accuracy of panel: 
Our panel is monitored to remove any ‘career respondents’. We pay special interest in any respondents who are seen to be completing surveys at speed or are entering contradictory data and they will be 
removed from the panel if they are found to be giving false data. 

Question types: 
Text, pictures, video and audio can be included in the survey – the question types include single and multiple response, sliding scales, grids and open ended questions. 

Reporting: 
We can provide the data in a variety of formats – Word, Excel, PowerPoint, SPSS. 
As standard, you will receive four demographic breakdowns as part of the survey package and providing they have been requested beforehand, we can also offer a wide range of splits, varying from 
household income to which supermarket the respondent shops in. 

Additional graphs and charts are also available on all surveys by request. 

Accreditation: 
Censuswide.com complies with the MRS Code of Conduct (2010) which is based upon the ESOMAR principles (for more information visit www.esomar.org) 

The main principles for the code are: 
1. Market researchers will confirm to all relevant national and international laws. 
2. Market researchers will behave ethically and will not do anything which might damage the reputation of market research. 
3. Market researchers will take special care when carrying out research among children and other vulnerable groups of the population. 
4. Respondents’ cooperation is voluntary and must be based on adequate, and not misleading, information about the general purpose and nature of the project when their agreement to participate is being 
obtained and all such statements must be honoured. 
5. The rights of respondent as private individuals will be respected by market researchers and they will not be harmed or disadvantaged as the result of cooperating in a market research project. 
6. Market researchers will never allow personal data they collect in a market research project to be used for any purpose other than market research. 
7. Market researchers will ensure that projects and activities are designed, carried out, reported and documented accurately, transparently, objectively and to appropriate quality. 
8. Market researchers will conform to the accepted principles of fair competition.

http://www.esomar.org/

