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What are coffee raves?
Major urban cities, traditional nightlife culture is progressively getting re-
placed by wellness-oriented daytime social experiences, including morning DJ 
events, coffee raves, run clubs and community-led cafe gatherings. This trend 
is emergenging especially among Generation Z consumers, reflecting a be-
havioural change towards wellbeing, reduced alcohol consumption and inten-
tional social connection. Often shown online as “morning social culture” or “soft 
socialising”, these experiences consolidate elements of wellness, nightlife and 
hospitality to create social practices focused around community, music and 
coffee instead of excessive drinking or late-night clubbing. According to The 
Guardian, coffee raves are exponentially growing in popularity across cities 
such as London and Sydney, particularly among younger generations seeking 
a more meaningful and healthier form of social interaction. The emergence of 
this trend has been driven by post-pandemic lifestyle changes, developing dig-
ital fatigue and an increasing popularity of sober-curious culture.
Following years of social media overstimulation and online attachment, young-
er consumers are increasingly seeking offline experiences that highlight pres-
ence, emotional wellbeing and routine. 

Image 3: Individuals enjoying coffee raves, Body 
and Soul 2026

Image 4: DJ playing at coffee rave in Australia, 
Body and Soul 2026
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Concurrently, platforms such as Instagram and TikTok have accelerated the visibil-
ity of aesthetically driven daytime experiences, altering coffee-centred events into 
inspirational lifestyle performances and highly shareable social rituals. As noted by 
Body+Soul, coffee raves are progressively placed as healthier alternatives to tradi-
tional club culture, showing a wider consumer shift regarding productivity, intentional 
living and wellness. Moreover, Coffee On Cue emphasizes the growing commercial 
success of coffee rave events, especially within independent cafes and hospitality 
sites intending to attract community focused consumers through experiential events 
and social engagement. 
This report analyses “Morning Social Culture” as an emerging behavioural mac-
ro-trend shaping the future of experiential fashion marketing. As fashion brands 
progressively move beyond transactional product promotion towards community-led 
branding, trends focused more on social ritual, intentional experiences and wellness 
are becoming commercially valuable marketing opportunities. The rise of daytime 
social culture shows how consumers progressively crave belonging, authenticity and 
emotional connection thanks to curated offline experiences, forcing fashion brands to 
develop towards experiential activations, community building strategies and identity 
driven engagement. 

Image 5: Individuals enjoying coffee raves, Urban 
List Sydney, 2026

Image 6: Individuals sponsoring coffee raves, 
Secret Brisbane, 2026
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STEPIC FrameWork
Social Technological

Economic Cultural/Political

Environmental

- Generation Z increasingly preferring 
meaningful offline relationships and 
emotional wellbeing
- Growth of wellness oriented and sober 
curios lifestyles that are changing social 
rituals
- Rising digital fatigue and loneliness 
strengthening intentional social partici-
pation

- Online communities are converting 
digital engagement into offline partic-
ipation
- TikTok and Instagram increase the 
visibility of aesthetic daytime experi-
ences.
- Social media rewards more wellness 
and lifestyle content

- Hospitality sites use experiential 
programming to strengthen revenue 
and engagement
- Rising nightlife prices push consum-
ers towards more accessible daytime 
alternatives
- Consumers seek value based and 
emotionally fulfilling experiences

- Consumers increasingly reconsider 
nightlife thanks to wellness-oriented 
participation
- Post-pandemic lifestyles motivate bal-
anced social routines
- Public conversations regarding alco-
hol and productivity influence leisure 
behaviour

- Consumers progressively value lo-
calised and intentional experiences 
- Lifestyle participation increasingly 
aligns with conscious consumption 
values. 
- Community cafes assist neighbour-
hood-based social culture

Sources: Forbes (2026); The Guardian (2025); Body+Soul 
(2025)

Sources: Forbes (2026); The Guardian (2025)

Sources: Forbes (2026); Urban List (2025) Sources: Forbes (2026); Coffee on Cue (2026)

Sources: Forbes (2026); The Guardian (2025)
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The rise of Morning Social Culture is firmly connected to the increasing 
popularity of sober-curious and wellness-oriented lifestyles among young-
er consumers. Rather than rejecting social experiences entirely, Generation 
Z is examining them through stronger and more intentional forms of par-
ticipation. Morning DJ events, coffee raves and run clubs reflect a broader 
shift away from alcohol-centred nightlife through experiences that support 
emotional and physical wellbeing. Reports from daytime rave communities 
suggests that participants progressively prefer social interactions without 
financial or physical consequences associated with traditional clubbing. 
Daytime events are known for being inclusive, energising and emotionally 
positive environments, showing wider consumer priorities around self-care, 
balance and productivity. This behavioural change shows how wellness 
steadily functions not only as a health practice but also as a lifestyle value 
and social identity.

Trend Drivers:
01: Wellness and Social Culture

Image 7: Individuals sponsoring coffee, TikTok, 
2026

Image 8: Coffee Marketing Idea, Instagram
2026

Image 9: Individuals sponsoring wellbeing, Insta-
gram, 2025
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02: Digital Fatigue and Desire 
for Offline Community
Morning Social Culture is also de-
termined by growing digital fatigue 
and increasing demand for authen-
tic offline connection. Following 
post-pandemic social habits and en-
hanced screen dependency, younger 
consumers are craving experiences 
fostering presence, real world con-
nection and community. Organisers 
of coffee rave events present these 
gatherings as chances to reconnect 
socially and deal with loneliness as-
sociated with isolated lifestyles and 
online routines. 

At the same time, platforms like Insta-
gram and TikTok accelerate this move-
ment by hyping aesthetically pleasing 
daytime experiences and facilitating 
event discovery. Social media conse-
quently functions both as a source of 
digital exhaustion and as a tool for 
rebuilding offline culture. Coffee raves, 
often known online as “soft clubbing” 
or “morning social culture”, show how 
digital communities translate into 
shared social rituals and physical par-
ticipation.

Image 9: Individuals sponsoring wellbeing, Insta-
gram, 2025

Image 10: Individuals sponsoring wellbeing, Insta-
gram, 2026

Image 11: Individuals sponsoring offline activities, 
Instagram, 2026
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03: Economy Experience and 
Accessible Leisure

Economic conditions and changing consumer spending priorities addition-
ally contribute to the growth of Morning Social Culture. Traditional night-
life has become steadily more expensive and, for many younger consum-
ers, less desirable and accessible. Coffee raves give a lower risk and lower 
cost alternative, permitting participants to socialise without the financial 
pressures of late night spending, including club entry fees and alcohol. 
Hospitality focused sources moreover highlight the commercial success of 
these events, especially for local venues and cafes seeking community en-
gagement and increased revenue through experiential programming. As 
consumers increasingly prioritise value-based experiences and emotion-
al return on spending, coffee raves illustrate how free time consumption 
is shifting towards experience-led and socially meaningful participation 
rather than only action oriented nightlife.

Image 11: Statistics on how much UK nights out cost, 
Statista, 2019
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Consumer Needs vs Trends
The rise of Morning Social Culture shows broader unmet consumer needs 
around belonging, wellbeing and identity discovery. Instead of functioning 
only as free time activities, coffee raves and daytime social events increas-
ingly function as social rituals providing emotional connection, wellness 
focused participation and chances for lifestyle expression. This shows how 
trends become commercially feasible when they answer to deeper psycho-
logical and behavioural consumer needs.

BELONGING 
AND COMMUNITY

WELLBEING AND 
BALANCE

IDENTITY AND
SELF-EXPRESSION

- Need for social inclusion
- Shared routines and expe-
riences
- Desire for real life offline 
connections

- Need a balance and 
mental wellbeing
- Sober-curious movement
- Healthier lifestyle choices

- Lifestyle as an identity
- Self-expression 
through communities
- Value driven and 
aestethic participation

MORN-
ING 

SOCIAL 
CULTURE

Post pandemic loneli-
ness has increased the 
need of a community 

Younger consumers prior-
itise mental and physical 
wellbeing with activities 
that supports it 

Consumers express 
themselves through 
lifestyle choices

Consumer needs informed through secondary research and emerging behavioural 
patterns (The Guardian, 2025; Forbes, 2026).
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CONSUMER NEEDS -> TREND RESPONSE

COFFEE RAVES AND
DAYTIME EVENTS

WELLNESS ORIENTED 
AND SOCIALISING

LIFESTYLE-LED 
PARTICIPATION

- Create inclusive spaces
for connection, without 
the disadvantage of tra-
ditional nightlife

- Support healthier life-
styles and sober socialis-
ing 
- Fostering movement, 
balance and happiness

- Help self expres-
sion through values 
aestethic aligned ex-
periences, sharable 
and inspirational

“This isn’t about recreating a club environment during the day… it’s about offering a 
daytime social gathering rooted in coffee, music, sunshine and conversation.”

Forbes, 2026

EVIDENCE FROM SECONDARY RESEARCH

RISE OF COMMUNI-
TY-DRIVEN EXPERIENCES

GROWTH OF A SOBER 
CURIOUS LIFESTYLE

SOCIAL MEDIA CHANG-
ING LIFESTYLE EXPECTA-

TIONS

The Guardian (2025) men-
tions how coffee events 
and morning raves create a 
space for connection, help-
ing combat loneliness in a 
digital world.

Body + Soul (2024) high-
lights the growing trendiness 
of sober socialising and 
events that support both 
mental and physical well-
ness.

Instagram and TikTok’s al-
gorithms show more of the 
aestethic daytime experienc-
es, turning online scrolling 
into offline participation. 
(Urban List, 2024)
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How do online communities surrounding Morn-
ing Social Culture reflect changing consumer 

needs and social behaviours?

RESEARCH QUESTION

Research questions help direct the investigation and ensure that trend 
analysis stays focused and evidence-led. For this analysis, the research 
question has been included to support observational netnography and 
explain the emergence of Morning Social Culture through online partici-
pation, community behaviour and visual communication. 

What will be observed?
VISUAL IMAGERY

COMMUNITY INTERACTION

LIFESTYLE NARRATIVES

PARTICIPATION BEHAVIOUR

How daytime events and coffee raves are visually represented online

Engagement, comments and emotional language are shared between 
participants

Recurring themes surrounding identity, connection and wellness

How digital communities influence offline attendance and social ritual 
formation
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RESEARCH DESIGN

This analysis shows a qualitative observational netnography approach to 
analyse Morning Social Culture within online communities. Netnography, 
initially developed by Kozinets (1996), analyses digital cultures through 
online observation and investigates how societies communicate, interact 
and create shared meaning. As Morning Social Culture is mostly visible 
across social media, netnography offers an appropriate method for ana-
lysing the development of this growing behavioural trend.

Data collection consists of investigative 
data and immersive field notes. Inves-
tigative data involves captions, posts, 
comments and visual imagery, while 
immersion notes document reflections 
and personal observations recorded 
throughout the research process. 
An observation framework was made 
to examine present visual and behav-
ioural themes such as emotional lan-
guage, community participation, well-
ness narratives, offline engagement 
patterns and aesthetic participation. 
Findings will subsequently be analysed 
through a thematic analysis.

Observation Framework

-> Visual aesthetic and imagery

-> Community Interaction

-> Lifestyle and Wellness Narratives

-> Event and participation behaviour

-> Language and Emotional Expression 

METHOD

Image 12: Coffee Raves event poster, Instagram, 
2026
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PLATFORMS
OBSERVED

TikTok

Instagram

TikTok was chosen due to its fundamental 
role in its advancing trend visibility and mo-
tivating participatory trends through short 
form video content. Within Morning Social 
Culture communities, the app supports 
group interaction, event discovery and rapid 
circulation of coffee rave aesthetics, making 
it strongly relevant for community-led en-
gagement and observing behaviours.

Instagram was chosen for its emphasis on 
lifestyle storytelling and aesthetic commu-
nication. The platform helps Morning Social 
Culture communities to visually construct 
wellness values, social participation and 
identity through captions, curated pictures 
and community interaction, making it a 
fundamental site for observing visual culture 
and lifestyle-led engagement.

These social media platforms were chosen due to their fundamental role in promoting daytime 
events, coffee raves and lifestyle-led participation

Image 15-16: Coffee Raves event poster, Instagram, 
2026

Image 13-14: Coffee Raves event poster, Instagram, 
2026

Image 13-14: TikTok showing rave events, TikTok, 2026
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COMMUNITY AND OFFLINE BELONGINGTHEME 1:
Instagram and TikTok Netnography Findings

FINDINGS
Morning Social Culture is firmly shown online as an 
emotionally supportive and community oriented 
experience. Across TikTok and Instagram, comments 
and captions frequently structure coffee raves as 
opportunities for participation, connection and col-
lective enjoyment. 
Event organisers strongly encourage offline com-
munication through language like “No phones. No 
emails. No meetings” and “make real connections” 
(Coffee Culture UK, Instagram). Similarly, TikTok 
videos repeatedly show coffee raves as social en-
vironments replacing conventional nightlife envi-
ronments, strengthening daytime participation and 
shared experience. 
Comment sections additionally support this identi-
ty. Supportive comments from individuals such as 
“alcohol: 0%, vibes: 100%” and “I need this” show 
emotional excitement and the wish for a different 
social environment. Participants also asked practical 
questions including “what part of Barcelona?” and 
“when is the next one?”, demonstrating a genuine 
enthusiasm and active interest rather than passive 
viewing. Visual observations back up these findings, 
as screenshots show packed venues, individuals 
dancing and strongly interactive spaces focused on 
coffee consumption and music. Instead of position-
ing socialising around nightlife and alcohol, these 
communities promote sociability and belonging 
through daytime habits and shared participation. 

“No phones, no emails, no meetings. Just music, 
movement and really good coffee. For two hours, 
we’re encouraging you to live in the moment and 
make real connections, no distraction, no scroll-
ing, just vibes” 

Coffee Culture UK, Instagram

COMMUNITY LANGUAGE IN COMMENTS

THEME 2:

Image 17: Coffee Raves videos, TikTok, 2026

Image 18-19-20: Coffee Raves reactions, TikTok, 2026
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AESTHETIC PARTICIPATION AND LIFESTYLE IDENTITYTHEME 2:
Instagram and TikTok Netnography Findings

FINDINGS

However, comment sections also showed tension regarding authenticity. While some in-
dividuals observed the trend positively, others also wondered whether participation was 
heartfelt, stating “they’re not even raving, they’re filming” and “no one is moving, they’re on 
their phones”. Such comments imply that although Morning Social Culture reinforces partici-
pation, digital visibility may concurrently create performative behaviour.
Overall, findings show that Morning Social Culture works as both a symbolic and social ac-
tivity, where consumers communicate values, identity and belonging through participation 
in aesthetically mediated experiences 

The second recurring theme includes the lifestyle-driven and aesthetic communication of 
Morning Social Culture. Across both TikTok and Instagram, coffee raves are visually construct-
ed and presented not just as events but as desirable lifestyle experiences.
Event posters and carefully presented video content with branded typography contribute to 
an identifiable visual identity linked with wellness, cultural participation and creativity. Cap-
tions like “Sunday morning hits different” or “sober partying” frame attendance as part of 
modern lifestyle choices rather than simply entertainment.
TikTok particularly accelerates this aesthetic participation. Viral videos and highly shareable 
visuals locate coffee raves as socially inspirational and culturally relevant experiences. This 
supports earlier secondary research suggesting that the algorithm transforms online engage-
ment into offline behaviour. 

COMMUNITY LANGUAGE IN COMMENTS

Image 21: Reggaeton rave advertisement, Instagram 2026

Image 25: Sponsoring coffee raves, TikTok 2026

Image 22-23-24: Individuals reaction on coffee 
raves, Instagram 2026
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CONCLUSION
The future of Morning Social Culture

Trend Summary
Morning Social Culture reveals a wider behavioural change within contemporary 
free time and social participation. Younger consumers increasingly prioritise signifi-
cant, wellness-oriented and emotionally engaging experiences instead of traditional 
nightlife focused around drinking and late-night consumption. Coffee raves and day-
time social events consequently operate not only as entertainment, working as rituals 
supporting connection, lifestyle expression and wellbeing.

Netnographic Findings
Netnographic analysis confirmed that TikTok and Instagram diligently reinforce and 
accelerate this trend. Findings showed two dominant themes: a preference for offline 
community, and an aesthetic participation and lifestyle identity. Visual branding, cap-
tions and user interaction steadily framed coffee raves as appealing spaces strength-
ening social connections, participation and valuable activities. 

Future Implications
Morning Social Culture proves how experiential consumption is increasingly commu-
nity driven. As consumers keep prioritising intentional social interaction and healthier 
lifestyles, this behavioural change is likely to impact hospitality, future brand com-
munication strategies and experiential marketing. Social media will continue not just 
to document these experiences but changing their cultural meaning and commercial 
significance.

-> In conclusion, Morning Social Culture 
symbolizes a cultural and behavioural shift 
through community, wellbeing and digital-

ly mediated experiences

Key takeaways
-> Community
-> Belonging
-> Wellness

-> Digital Acceleration
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APPENDIX

APPENDIX A: NETNOGRAPHY SCREENSHOTS
TikTok Observations: Community Interaction and Participation

Instagram Observation: Aestethic participation and Lifestyle identity
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APPENDIX B: IMMERSION/FIELD NOTES 

Observation 1 – Atmosphere and Participation

Coffee rave content consistently presents energetic and socially engaging environments. Partici-
pants are shown dancing, interacting and filming collectively, reinforcing belonging and participa-
tion.

Observation 2 – Community Language

Comment sections frequently include emotional and participatory language such as “I need this”, 
“love this”, and “where is the next one?”, suggesting genuine interest and aspirational engagement.

Observation 3 – Mixed Reactions

While many comments support coffee rave culture, sceptical responses also appear, questioning 
authenticity or practicality. This suggests digital visibility can simultaneously encourage and chal-
lenge participation.

Observation 4 – Visual Identity

Repeated visual elements including coffee cups, DJs, daylight venues and lifestyle aesthetics create 
recognisable branding associated with wellness and community.
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