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THE SOCIAL RETURN

80%

reeliveeventsare great
?fr bonding with friends anq
family. The going-together is

Fans are still showing up.
What's changedis what a ticket has to earn back. halfthe purchase.
Five returns now weigh on every ticket, and each

onedrives aforcein thisreport.

THE EMOTIONAL RETURN
Kantar’s Global Monitor, an ongoing tracker of cultural values and attitudes o
across markets, calls the wider trend the Return on Me: people auditing every / RN
commitment for what it gives back. Live has its own version which we’re calling o THE CONFIDENCE el
the Return on Live: the multi-currency payback of social, financial, emotional, agreeli : o
confidence and clarity that a ticket has to clear before a fan commits. of emolt‘i,:n(::ﬁ:::s feel like aform ’ 9 /o
. ease, notjust
Each force is a return fans are already auditing and each chapter investigates ?ar:: Fronment. Th!s IS a payoff fora
what will pass the audit, and what won't. are now banking on. would aather p?ﬂ.)t,;?lrt?clc() et than
verified, guara )
The best live experiences now deliver a combination of: save moneyonan ““cert?::; =
» Social return through connection, community, and belonging to one. Theupgrade fansva

the cultures that matter to you knowing the ticketisreal.

 Financial return through value that feels justified,
beyond pure affordability.
« Emotional return through anticipation, excitement, joy and escape.
» Confidence return through flexibility, and the sense that
saying yes stays reversible.
 Clarity return through knowing what is real, what is fair, and what
Is worth trusting.

DELIVERONALL FIVERETURNS AND THE TICKET SELLS ITSELF.
MISS ONE AND FANS START TODO THE MATHS.

Q7_11 Live events are great for connecting and bonding with my friends or family

Q7_13 1 value spending money on live experiences more than buying physical things

Q7_3 Live events feel like a form of emotional release, not just entertainment

Q7_16 I'd rather pay more for a verified/guaranteed ticket than save money on an uncertain one

Q29_3 Therise of algorithms, Al and online content is making it harder to know what recommendations to trust

°
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CULTURAL CONTEXT

BEFORE THE DATA...

-y _ In 2020, money was the resource people protected most. By 2025
B \ _' | itis time, and the gap is still widening. A ticket has stopped being a
| purely financial decision: it asks for a night from a full calendar, the
U ' ELY FLI PPED energy to plan and coordinate, and the faith that the show will pay
h __ all of it back. In aworld this stretched every ticket has to answer
l Yy ny. PEOPLE one question before anything else: what's my return on this?
| B '. » WHAT'S MY RETURN ON THIS?
NO LONdER ONE

A ticket doesn't just ask for cash anymore; it asks for a slot in an
already-full calendar, and the energy to plan and coordinate and
the faith that the show will pay all of it back. People are only going
to spend that IF THE RETURN ON ME IS REAL.

Fans arrive at every checkout with a new question:
WHAT DO IGETBACK?

The question that this report asks next:
WHAT DOES TICKETING HAVE TO BECOME FOR THAT
RETURN TO KEEPBEING WORTHIT?

°
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https://drive.google.com/file/d/1aocK77Ot3uGRF05NMVTDtiawUTnHZQk0/view?usp=sharing

CULTURAL CONTEXT

OVERTAKEN
RESOURCE.

Time's share has climbed six points in five years and
overtaken money as the resource people protect most.

Nearly two in five people (37%) name it their most
valuable everyday resource.

[}
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Information and energy are also tracking upwards while money is
travelling the other way;, falling more steeply than any resource the

tracker follows.

-9%
TIME +6% - MONEY
3 ; /0 23 most
now name TIME as theirmost selected MONErY i:gepoints,
valuable resource, up 6 points valuable,a decl;“ f resources
the biggestrise of any resourcé the steepest fallo


https://drive.google.com/file/d/1aocK77Ot3uGRF05NMVTDtiawUTnHZQk0/view?usp=sharing

CULTURAL CONTEXT

CHANGEOVER
2020 2025 5YEARS
TIME 37% +6
MONEY 32%
TIME 31%
MONEY 23% -9
20% +3
INFORMATION 17% 17% +2
ENERGY 15%
SPACE 4% 4% 0

Kantar Global Monitor 2021-2025

°
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CULTURAL CONTEXT

MONTHLY ATTENDANCE AT
TICKETED EVENTS* PERREGION

as 35%
aw 25%

FEELING PC

AND GUARDIN
THEIRTIME HARDER,
YET STILL GOING
OUTALO

Two forces pulling in opposite directions, and every ticket

PERCENTAGE INCREASE OF FINANCIAL SECURITY
AND MONEY-RELATED CONCERNS**

bought sits between them.
Monthly attendance at ticketed events has grown @ @
steadily in every market since 2020, a period that starts +14 +14

in lockdown, so a large part of the rise was the world
reopening. There's been steady growth in monthly
attendance across regions since the post-lockdown years
of 2022 and 2023, with the numbers stabilising more in the
last 12 months.

*Ticketed events: Concerts, sporting events, movies, museums, galleries, symphony, theatre
*Summary of financial statement changes from Kantar Global Monitor

°
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CULTURAL CONTEXT

WHAT MATTERS
MOST TO PEOPLE
HAS NOT CHANGED

Across the three focus markets (US, UK, AU) of this report,
Global Monitor showed that honesty, balance and harmony have
consistently topped people's values over the last five years.

°
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95-98%

of people consistently feelthe
|m‘r))ortr;nce of seeking balance and

harmony inlife tofee

|like they are

getting the most out of it. There’s

been little movemen
in the last five years.

t of this value

*Kantar Global Monitor 2021-2025
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THE ROLE OF TICKETING )
S I-IA SHIFTED FROM ACCESS |}
 TO VALU

Live events remain one of the few experiences that reliably =%
deliver emotional release, disconnection and social connection. =
But in aworld where tlme money and energy all feel stretched |

attendance Is no longer automatlc 3 )

Every ticket now hasto earn |ts place
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The five forces that follow are not separate trends. Each one
Is areturn under pressure, and that is the Return on Live.
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CULTURAL CONTEXT

The purchase decision is now a
group decision. 27% of Gen Z
won't commit to a ticket until a
friend does, against 18% of
everyone over 30, and belonging is
what brings them back: 71% say
live events help them connect with
like-minded people. The group is
the unit of demand, and almost no
checkout is built for it.

FIVE FRCES .
THE NEX

ERAOFLIVE

Demand isn't the problem. Fans still show up, and they will still pay. What's changed is that they want
proof before they commit, and these five forces are where that proof is being demanded.

FORCE #2
ELEVATED
EXPERIENCE

Expectations are rising, not falling.
70% say production, atmosphere
and the overall experience matter
more to them than they used to,
and fans are now judging the whole
night rather than the ticket, from
travel and extras to what happens
once they are inside. They will pay
more when the return is visible, and
walk away when itisn't. The
experience has to prove itself.

°
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FORCE #3
THE HAPPINESS
SHORTCUT

Live has become emotional
infrastructure, not an occasional
treat. 75% call it a form of
emotional release and 73% say it
helps them disconnect. Both of
these data points run highest in the

US and UK, and lowest in Australia.

FORCE #4
THE CERTAINTY
PREMIUM

Premium has been redefined. It
isn't just better seats anymore, it's
certainty: that the ticket is real, that
the price is fair, and that the plan
can change. 79% would rather pay
more for a verified, guaranteed
ticket than save money on an
uncertain one, and 82% say
platforms will need stronger rules
to stay fair. Confidence is what fans
are now willing to pay for.

Algorithms shape what fans see
but not what they trust. 68% say
the rise of algorithms and Al is
making it harder to know which
recommendations to trust, and
only 6% trust Al when deciding
whether to attend, against 42%
who trust friends and family.
Winning the next era means
making smatrt feel trustworthy,
not just smart

13



CULTURAL CONTEXT

METHODOLOGY

This is aportrait ofthe
whole market, notjustthe
people already deep inside It.

In mid-2026 we surveyed 5,107* people across Australia,
the UK and the US: a general-population sample of fans who,
in the past 12 months, attended a ticketed live event, bought
a ticket to one, ortried to go and couldn't. Their answers are
the core of this report.

We also surveyed 1,714** Tixel customers in the same three
markets, asked the same questions, to see how a resale-
engaged audience differs in its views. The two data samples
were never combined. The main numbers you see in this
report come from the general-population sample only and
anywhere the Tixel customer panel is referred to, it appears
In a clearly badged side-note.

°
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Two notes for the careful reader. Percentages are shown
as whole numbers. Generations are approximated from
age bands:

MILLENNIALS 30TO 44

We close out the report with three regional deep dives into
Australia, the UK and the US, that help us understand the
nuances of these markets.

an

UNITED KINGDOM

*Kantar survey Gen pop Australia (n=2073)
United States (n=1522)
United Kingdom (n=1512)

**Tixel survey engaged Guitrglisat(r::?(SY)?,Zl)
nited States (n=
United Kingdom (n=656)

Both surveys were made up.of nationally representative 18+ non-rejectors on in-person ticketed events IR 70%.
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* @
THE FIVE @QLOBAL FORCES « FOR®E #1 BETTER TOGETHER . / \ & e *® | o - 3 v
» : » > 4 oo . 1 » '-
v : A ...,H - "
- - * £
*. . :
The cultural shift underpinning this force is simple:
Wi GOINGOUTISAGROUPDECISIONBEFOREITISAPURCHASE.
& Even as broader social trends point toward isolation, live events are one of the places where the

opposite is happening. Someone floats the idea, everyone waits to see who else is in, the group

"_:. - chat does the chasing, and one person pays for all of it. Fans are coordinating more than they did
- "’ ’ afewyears ago.
:/ . . The group has always decided. What is changing is how much it decides and the gap is widest

4 with the youngest fans, the ones with the most ticket-buying years ahead of them. Ticketing is built
for one person with one card. And whether it’s a group of friends, sports fans, or the crew you go to
musical theatre with, this chapter argues the unit of demand is the group.

The group’s role doesn’t close at the gate either. VALUE IS INCREASINGLY CREATEDIN
THESHARED EXPERIENCE AND THECOMMUNITYAROUND THEEVENT,AND
WHAT BRINGS FANS BACKISOFTENTHE PEOPLETHEYWENT WITH.

gy | 23 THE FORCE [}
Life moved onto screens. 2 Better Together: The distance

Live is where people deliberately go between how groups decide and how
backto sharing something in person. checkouts are built. Who invites, who
T s . commits, who coordinates, who pays.

! ',"‘ \.

t|xw THELIVEEQ ATION, il ,



THEFIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

UNIVERSAL NOW,
AND EXPECTED

Life already moved onto screens.
The new partis a correction, of
as people consciously buy theirway
backto each other. And live events
are where they dol|t.

People are buying time together as much as they're buying
access to an event. This is where "return on live" and "better
together" line up: the personal reward and the shared
occasion are the same purchase.

The data is not niche. It holds within a few points across
every market. The one real movement is generational: belief
that live will matter more for social connection runs 14 points
higher among Millennials than among the over-60s, where it
drops to 64%.

°
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of sorts,

The power to connect is close to universal, making it the ground
everything else in this force is built on. And the interesting
questions are not whether people value going together, but how
the going-together actually happens.

80%

say live events are great

forbondin with fri
and familyg riends

78%

say people will increasingly
value real-life experiences
over digital ones.

Q7_11/Q8a_1/Q8a_2/Q8a_5. Agreement statements on bonding, social connection and consciously reconnecting in person.

17



THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

Behind eve up atthe gateis
usually onergegrrs?or? who mgagq it
hae/pen. We call them the Instigator:
22" of people play therole, an

another20% are waiting for
someone to play it.

Those in the industry know the value of the person that rallies
the group but it’s interesting to dig more into how many fans
iIdentify with this role, how many depend on it, and what it
might cost when nobody takes it on.

°
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22% PRESENT AS THEINSTIGATOR: THEYROUND THE
GROUPUPAND PAY. Another 10% are The Convincer, buying a
spare then talking someone into coming. Count everyone who does
either and around one third of fans are the reason the group gets there
at all. One in five are The Follower (20%), waiting on someone else

to commiit first, and 11% co-plan but never touch the checkout.

7% didn't 2o, because nobody else was interested.

THAT 7% LOST-TO-FRICTION GROUPDESERVES A LOOK.
At the scale of live entertainment, "nobody else wanted to come" is a
measurable, addressable slice of lost revenue, that can be classified
as a coordination failure. The demand was there but the group never
formed. There's an opportunity here: the industry may already know
the importance of the Instigator, but perhaps there’s ways to help
them do their job better.

We'll come back to the secondary market later, but group buying
can be capped before the onsale even opens. Those caps are built
to protect fans from brokers, and they apply to a group of friends in
exactly the same way.

Artist manager Jodie Regan of Spinning Top Music, whose artist
roster includes Tame Impala, Pond, Automatic and Whitney, said
"One of the first things our agent or promoter asks before
ashow goes on sale is what the ticket limitis going to be.
We can't allow more than fouror six, because then we think
they're going to sell them. So much of what we putin place
on anonsaleis about stopping people buying tickets to
scalp them andrip fans off."

18



THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

% of fans who played each group role at their last ticketed event

22% 20%

11% [10% 7o,

Lostto
The Instigator Follower Co-planner The Convincer social friction
buys for the group waits for friends first helps, doesn’t buy buys a spare, convinces o [To | ={0]
you to come

® UNITED STATES
19% 13%

Americans are the least likely of the three ... but they are the most likely to
markets to round the group up and buy forthem buy a spare ticket and find a buddy

Q6. "...which of the following describe how you approached the decision to buy tickets?"
*The numbers don’t add up to 100 as the question was multi-select

°
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THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

WAITINGISNOT
TI-IE SAME AS
NOT WANTING

Oneinfive fans won't buy until
someone elsedoes,and GenZ
waits more than anyone.

20% of fans needed at least one friend to commit before
they would buy. Gen Z sits at 27 %, ahead of every other
generation, and it isn't alinear slope: Boomer+ waits
more than Gen X does.

The instinct is to read waiting as lukewarm interest but
fans who gave an explanation for this described aligning
calendars and confirming friends are going, alongside
the budget check.

THEFOLLOWERISN'T AWEAKERBUYER.
THEY'REABUYERWITHADEPENDENCY,
AND THE DEPENDENCY IS ADDRESSABLE.

®
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0%

of people who attend live
events identify as followers

MILLENNIAL

19%

BOOMER +

19%

Q12b Why do you usually buy tickets at that stage?

20
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| wait to confirmmy schedule
withfriends and checkmy
budget before purchasing.

FAN AUSTRALIA, 24

A3

4 hily
e

.y L Bcaus I'ed tocheck my /
‘ schedule and be surel'll be

attendmg W|th afriend }
FAN, UK 22
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THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

tixel »

Everyone is buying the same ticket. _
Under-45s are expecting more meaning fromit,
and they're the buyers who are inheriting the market.

LIVEEVENTS... UNDERA45 OVERA45
...are great for bonding and o
connecting with family members B2 O

--------- @ 79%
...are becoming something people 72%

actively participate in, not just watch

® an
.~
-

...feel like once-in-a-lifetime cultural 69% (- Tesall
moments people plantheiryearsaround TS~ __ T TSsa___
__________ ® 61%
...are expected to stand for something 62% . . Teseao
notjuststageperformances @ = @e~o_. TSseao__
........... ® 60%
~® 51%

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING
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THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

Connecting with friends and family at live events is close to
universal, and the two halves of the market sit around 80% on it,
just three points apart. That is the floor this force stands on, and it
iIsn't moving

' Above that floor those under and over 45 start to separate when
it comes to expectations connected to meaning. Younger fans
g — - are more likely to want to partake rather than just watch (+11pt),
L € ECT MORE FRO Y to treat a show as a fixture they plan their year around +9pts),
- - n— "we and to expect it to stand for something beyond the performance
TH ElR N'G HT V- (+11pts). Nine to eleven points ahead on each measure is a
The half asking for more is the half that will be buying for the next
Allfans a%ree thatlive is about being twenty five years and iit's worth figuring out how you build the
with people, butthoseunder45attach =~ niehtforthem.

meaningful difference.
more meamng on top of that, by around
ten points onevery measure.

®
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THEFIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

BELONGING,

Belonging is not evenly distributed
across the three markets.

64% of Australia's general public say live events help them
connect with like-minded people, the lowest of the three
markets. The US sits at 73% and the UK s the highest on

this measure at 74%.

°
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74%

an

UNITED KINGDOM

Q7_12. "Live events help me connect with like-minded people"
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THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

IESOC
URNE

This is on par with the other biggest reason people sell, their
own plans changing, at 32%.

T E

So aticket is about as likely to move because of someone else's
life as the buyer's own, and the ability to recoup the money for any

. v A "EARE I I\ Al unwanted tickets holds a group's confidence to buy and commit
et i BV By e W Bl U as a group.
AFTER PURCHASE

The group decides when the ticket
gets bought, and whetherit survives.

30%

of people who have solda ticketdid so
because a friend or family member
dropped out or they didn't wantto go alone.

THEEASIERITISFOR GROUPS TO ADAPT,
THEEASIERITBECOMES FORPEOPLETO
COMMIT IN THE FIRST PLACE.

Q18, base 3,312 fans who have sold a ticket.

[}
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THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

‘“Gives more time to organise A “Thenldefinitely have coqnfirmation
the plansforthe day and lam going and have plenty of time to

whose going etc” organise time off, accommodation.”
UK, MALE, 28 -

"To secure good seats early, ensure
availability and coordinate plans with

famlly and friends."

"I organise frlends that want “Bettergenerally for tlmmg and

togoso wecan Slt together.” organising schedules for groups
s . of people to go together.” za%

Sl UK, MALE, 71 |
| AU, MALE, 38

) = . % ¥ i
t Ixel % heuve EQUATION, 2030 — THE FUTURE OF TICKETING -

*QN: Why respondents buy tickets ear

ly
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THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

THEGROUP
PENS THEDO

Discovery still runs through people
more than platforms. The grm:r
opens the door; the line-up an
the price close the sale.

Friends and family remain the single biggest way fans hear about
alive event (49%) and the second most trusted source when
deciding whether to attend (42%), just behind the trust placed in
event and ticketing platforms (47 %).

Every paid channel, every algorithmic feed, every creator
partnership sits behind good old-fashioned word of mouth
as away of finding out.

Nicholas Greco of Untitled Group added: "Audiences aren’t
very forgiving. If they think your line-up's mid, you'll
know about it on social media within seconds. You're
answering to your audience on line-up day, immediately.
They're judging your homework as soon asit's out, and if
you haven't done a great job you'll hearabout it loudly.”

[}
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Closing the sale is a different job. Asked to rank the main reasons
for buying, fans put the line-up first (41% rank it top), then price
(15%); "friends attending" is the first-choice reason for just 8%
but it’s in the top three for 30%. That may seem like a contradiction
but you can think of it more as a funnel: the group gets a fan
considering a show and shapes whether the night happens at all,
but the artist and the price close the transaction.

Search engines, reviews and media coverage, online communities
and social creators all contribute trust in the decision too, but they
carry less weight, and Al carries least of all.

49% 42%

Hearabout events from Trustfriend & family
friends & family recommendations
when deciding

DISCOVERY AND TRUST AREWHERE
THE GROUPDOES ITS REAL WORK.

Q4. "How do you typically find out about live events?"
Q28."...which of the following do you trust the most?"
Q5. Reasons to buy, ranked 1 to 8; figures are the share ranking each reason first.

27



THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

forjusttwo of them.

though it's the end.

Ticketing was designed as a transaction, so it got very good
at the two moments when the transaction matters most: the
onsale, which serves Invite, and the gate, which serves Attend.

tixel #

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING

THEM

The ticket is one step. The jou
IS siX, and ticketing is enginee

red’

The majority of fans say that in future, buying a ticket will feel like
the beginning of the experience. Yet much of ticketing is built as

Commit  -----

7%

say buying a ticket willfe
like the beginning of the °

experience ratherthan i
atransaction Just

Both are engineered down to the second and neither lasts longer
than a few minutes. The parts that take a fan months are the
deciding, the organising, the re-planning in response to life's
curveballs, and the re-living. None of that is really part of it.

The group's work happens in the steps that no single platform
owns and there's an opportunity for those who think about the
part they can play across the full journey.
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THE FIVE GLOBAL FORCES * FORCE#1BETTERTOGETHER

& ! Es N - X B = they keep is an open question, and also the leastimportant one:
Gl F S e either way, a rising share of every sale sits behind whether a
THE 2030 LENS

Discovery is moving the same way. Community is becoming the
layer this market runs on, ahead of the creator economy and, for

buy alone becomes the default buyer inside the decade. Whether
the reliance on friends is a life stage people grow out of or a habit

H ' s The arithmetic is already settled. The generation least willing to

Ticketing counts buyers but the youngest fans, ahead of search itself. The place fans decide is
deman arrives in groups And as increasingly the place they already belong.

fans sSay yes to Iess, shared occasions Put those together and the shared cart, the held seat, the visible
are more ikely to make the cut_ friend and the easy exit stop being features somewhere in the early

2030s. They become the default architecture of a checkout. The
platforms that build them first will convert the demand everyone
else keeps losing at the group stage.

THEFORCEIN ONELINE: TICKETING COUNTS BUYERS BUT
DEMAND ARRIVES IN GROUPS. WHOEVER CLOSES THAT
GAPFIRST OWNS THE NEXT DECADE OFIT.

[}
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THE FIVE GLOBAL FORCES * FORCE #2 ELEVATED EXPERIENCE

Expectations are rising and budgets are tightening at the same time. That gap is the force.

Fans haven’t retreated from wanting better, more elevated experiences. They still want
memorable nights, premium moments and things worth talking about the next day.
What's changed is that they're paying more for them and are pickier about what earns
their time, so the bar the night has to clear has gone up from both directions at once.

This chapter reframes what premium means for the next era. It has stopped being a better
seat and become ajudgement about the whole occasion, one that has to visibly balance
before a fan will buy. Fans are still willing to spend. What has changed is that the spending
goes through a finer filter now.

Everything grew a premium tier ,_ Elevated experience is the distance
and people got used to wanting it. - between rising expectations and
Live is one of the few things they tightening budgets. Premium stopped N
haven't traded down on. s being a better seat and became a ‘ - .
: | | | judgement about the whole night. '
Kl - % .

: - Y - . ij | / F 4 -. ﬁ - I ..-f‘ 1\ |
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THE FIVE GLOBAL FORCES * FORCE #2 ELEVATED EXPERIENCE

THE PEOPLE IN THE
FRONT ROW

“Premium” has historically meant VIP seating and better sightlines.
Fans are describing something broader now, a psychological equation
that has to visibly balance before they'll trade up. As they become
more selective with time and money, the standard for value is rising;
production, atmosphere and memorability have to work together

to make the price feel justified.

Artist manager Jodie Regan of Spinning Top Music, whose artist roster
includes Tame Impala, Pond, Automatic and Whitney, said "We keep
ourticket prices as low as we possibly can, but the show

we want to put on sets the price. Generally speaking, if you
want people to buy a more expensive ticket you have to put
on amore expensive show."

[}
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710%

Say production, atmosphere
and the overall experience
matter more than they used to.

72% US, 73% UK, 67% AUS

610/0 57%

Say events need to feelmore

immersive and memorable : expectlive events to stand
than they used to. Or something, notjust st
performances, j age

63% US, 63% UK, 57% AUS
60% US, 62% UK, 51% AUS

AS PRICES RISE, THE EXPERIENCEHAS TO
WORKHARDER, BUT THE NEW DEFINITION OF
PREMIUM IS BROADER THAN JUST VIP.

Q7. Please indicate how much you agree or disagree with the following
statements about live events (e.g. concerts, festivals, sports, theatre)
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BUT TICKET PR
IS ONLY PART OF
THE EQUATION

Affordability is shaped by the
whole costtzf attendanc‘e’

Fans assess affordability across the entire experience, not just

the ticket price at checkout. Travel (43%), the additional costs of
attending (33%) and hidden processing fees (23%) are barriers that
can each turn initial interest into something unaffordable, since this
Is as much about value perception as raw cost. Cost pressure is
particularly high in Australia, where nearly seven in ten identify ticket
price as a barrier.

Niamh Byrne, artist manager and Chair of the UK's Music Managers
Forum added "We're having to adjust our ticket prices to
compensate for the extracharges, so that when the total
priceis presented to afanitisn't seemingly extortionate,
even though we don't have any control over that. We're still
making decisions to make sure we protect fans anditisn't
beyond theirreach."

°
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63%

ticket price

60% US, 57% UK, 69% AUS

43%

hidden processing fees or
additional costs from ticket

merchants

42% US, 45% UK, 42% AUS

CONSIDERTHE WHOLE COST OF ATTENDANCE,
NOT TICKET FACE VALUE ALONE. BE TRANSPARENT
ABOUT ANY ADDITIONAL PROCESSING FEES THAT
ARE NOT APPARENT UPFRONT.

Q8. What stops you from buying tickets to events?
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THE
AISING THE

It's not surprising that higher-income households attend live experiences
more but lower income households are still going out at a significant rate:
two thirds of lower-income households have purchased a ticket or
attended an event in the past 12 months.

Appetite doesn’t collapse under financial pressure, and expectations
remain largely the same. While those in lowerincome households are 27
percentage points less likely to have attended a live event, they weigh
what makes a live experience worth it as heavily as higherincome
households do.

The challenge is building experiences that preserve access (affordable
luxury) while making quality, choice and value visible at every tier, not just
the top one.

Randy Nichols, strategic advisor. artist manager and policy advocate in the
US said: "Arena and stadium level concerts are now like Broadway
shows. They're not an artist on stage. There's full production.
There's major set changes, and the ticket price is supporting all this,
and the fans want to see it. So they're coming back and sharing iton
social media and creating these hugely successful tours. But the
worry is how far can you push these limits?"

°
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JARWITHOUT

% WHO PURCHASED OR ATTENDED A
LIVE EVENT IN THE PAST 12 MONTHS

65%

Low-income
Households
(Lowest fifth)

DESIGN ELEVATED EXPERIENCE INTO EVERYTIER,NOT
JUST THE HIGHEST-PRICED TICKET.

S5. Thinking about ticketed, in-person live events (e.g. concerts, festivals, sporting

events, theatre or comedy shows), which of the following describes you in the past 12 months?

Q7. Please indicate how much you agree or disagree with the following statements about live events.
Income groups are fifths of household income within each market. Expectation comparison is adjusted
for each respondent's overall agreement level across the Q7 statements.
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PURC S

There’s some natural tensions at play
when it comes to buying behaviour."

Fans are applying two tests that pull against each other. Half
cite an affordable price as a leading reason to attend, four in
ten cite value for money.

90%

Identify an affordable
rice
aleadingreasonto attgnd =

40%

Identify value formoneyasa
leading reason to attend.

53% US, 48% UK, 51% AUS 41% US, 39% UK, 44% AUS
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One asks what it costs, the other asks what it returns, and a cheap
ticket to a disappointing night fails the second. That tension is what
shows up when the price lands higher than expected.

When faced with a much higher-than-anticipated price not all of us
just walk away. And the response isn't uniform — age matters
more here than geography. 19% of Gen Z would walk away,
against 56% of over-60s.

Gen X and Boomers+ are significantly more likely to simply walk
away from the purchase (42% and 56%), those under 45 are far
more likely to find a way to make it work (Only 19% of Gen Z would
not attend, Millennials, 26%). If your event skews 45+, try to be as
upfront as you can about pricing to avoid a "principle exit" over the
end cost. If it skews under 45, there's more room to communicate
price progressively.

Q5. What are the reasons you choose to buy tickets to live events?

Q9. Imagine tickets for an artist you really want to see are more expensive than expected (e.g. you expect $/£200 but they are $/£350).
What would you be most likely to do?

Adapt*: 1) Iwould try to find a way to make it affordable 2) Use a payment option to afford the ticket 3) Save up and try for a resale ticket later
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What would we do if the ticket was way more
expensive than we were expecting

EXIT

:
X,

TOTAL GEN Z MILLENNIAL GEN X BOOMERS+

°
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WHERE THIS GOES
NEXT: THE2030LENS

Make “worth it” felt. Fans need to
envision the retum before they commiit.

Perceived quality, total cost and what's included have to work together to
make the price feel justified. As spending becomes more considered,
events have to demonstrate what the extra actually buys.

When people look ahead, the expectations climb again. They expect live
events to be emotional journeys, once-in-a-lifetime cultural moments,
something to participate in rather than watch.

They expect buying tickets to feel like the beginning of the experience, not

just atransaction, and they want more from a show than an artist simply
playing songs.

®
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Ask what would make someone buy earlier and lower prices leads,
which shows where the pressure sits rather than what to do about
it. Better seats or viewing areas comes next, while exclusive perks,
the classic premium product, sit near the bottom. Certainty-drivers
do alot of work here, from guaranteed access before general sale,
to avoiding fear of selling out (FOSO), and the ability to refund or
sell aticket if plans change. We'll talk about them more in Force 4:
The Certainty Premium.

THE FORCEIN ONE LINE: WHEN THE EQUATION DOES
BALANCE, WHAT FANS ARE PAYING FORIS THE FEELING
THENIGHT GIVES BACK. THAT IS WHERE THIS GOES NEXT.

Q14. What would make you more likely to buy tickets earlier than you usually do?
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This is the emotional return, and it's the one fans are least willing to give up. Live delivers

release and distance from the everyday, and it delivers both to a large majority of people.

THE RETURN ON ME trend runs the same way outside live: people are auditing what their
commitments give back, and joy is a return they don't want to drop.

This next chapter explores how the next phase of growth could belong to the events that add
more moments worth anticipating.

THE SHIFT THE FORCE

People started auditing what their The Happiness Shortcut: The distance
commitments give back. Live is one of between the night the industry sells and
the few that pays before the day arrives. the return fans are already counting.
The anticipation, the release, the retelling.
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THE FIVE GLOBAL FORCES * FORCE #3 THE HAPPINESS SHORTCUT

Happiness is hard to schedule. A ticket is one of the few things you can buy that
starts paying out the moment you pay for it, nonths ahead, on a date you choose.
_That's the shortcut, and most of it happens nowhere near the venue: the night is

fixed in cost and capacity, while the months either side cost almost nothing to feed. ’

z &

THE ANTICIPATION THE EVENT

64% of fans say live events give
them moments worth sharing online.
The night keeps working afterwards,
in the group chat, the cameraroll

Around 3 in 4 of fans feel live events
are an important way for themto
genuinely disconnect from everyday
life, a form of emotional release, and

Fans describe the purchase as

the moment the plan becomes real.
This is also when the conversation
and hype starts, with over half of us

(52%) saying it’s often as enjoyable a break from algorithms, automation and the feed.

as the event itself. & anddigital overload.

The purchase is the moment a plan This is the part the industry sells, and ' ;
stops being an idea. The payout starts it delivers release and distance from ' | &
there, months before the doors open. f the everyday, for alarge majority.

Please indicate
ents about |
Looking ahead, how much do you agree or disagree with the
statements about the future of technology and live events?
Q12b. Why do you usually buy tickets at that stage?

1w much you agree or disagree with the following
ive events (e.g. concerts, festivals, sports, theatre)
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FORPARENTAL
HOUSEHOLDS
LIVEIS A PROTI
FIXTURE

Half the fans we surveyed have

among Millennials.
happiness has to be scheduled and
that changes what a ticket s for.

A quarter of fans with children at home name childcare or
family duties as a reason they don't buy, against 5% of
everyone else. This gap stays the same no matter how much
money parents make, suggesting the problem is more about
caring responsibilities than income.

®
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CTED

children at home, rising to two thirds
en, forparents,

For the most part they look like any other fan, naming price,
travel and work at roughly the same rate as everyone else.
Everyone wants the ticket to be cheaper. This half needs the
night to be possible.

Which is why the ticket does more work here than anywhere else:

it solves for a date night and turns a joyful intention into an
arrangement. 60% call live a regular part of how they spend their
free time, against 47 % of fans without children. The obstacle is
real and unresolved, and they go anyway.

And the looking forward starts earlier here than anywhere else.

A night that takes a month to arrange gets a month of anticipation.

THESHORTCUT TOHAPPINESSISN'T
JUSTTHENIGHTOUT,IT'STHEABILITYTO
BOOKONEIN THEFIRST PLACE.

Q7. Please indicate how much you agree or disagree with the following statements
about live events (e.g. concerts, festivals, sports, theatre) (5pt scale).
Q8. What stops you from buying tickets to events?
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The same barriers land very differently
depending onwhois athome

56%
Ticket price

70%

37%

Having to travel too far
48%

25%

Childcare or family

responsibilites 5%

Children at home . No children at home

Q8. What stops you from buying tickets to events?

°
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ANTICIPATIONIS
THE FIRST THING
FANS BUY

The need feels immediate. And even
though the night is months away, the
reward is not.

Fewer than one in five fans buy close to the event, and only 3% go
right to the last minute. Emotional immediacy does not always mean
spontaneous buying; purchase timing is reflected stronger by when
desire aligns with affordability, availability and certainty.

Fans are also saying yes to less. Three-quarters say they are more
selective about social experiences than they used to be, and it is not for
lack of appetite: 63% value spending money on live experiences over
buying physical things, a majority that holds in every generation.

Each yes has to carry more.

°
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Buying a ticket scratches an itch, and the weeks or months that
follow are filled with little pops of anticipatory joy.

62% expect the emotional journey of a live music event to matter
more than the setlist. That figure was stable across countries, and
strongest among the fans who will be buying for longest: 67 % of
Gen Z against 52% of the over-60s.

"It’s a good feeling having
something aheadtolook

forward to."
AUS, FAN, 53

62%

believe the emotional journey

g . f
of alive musiC eventwill
mattermore thanthe setlist
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Thinking about how you usually buy
tickets, when do you tend to purchase?

| make sure | have
access to the presale

As soon as tickets
goonsale

Early (wellin advance
of the event)

Closertothe
event date

Last minute

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING
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ERE THIS
THE 2030 LENS

Thefeeling has to survivea
whole joumey.

®
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As people get more selective about what earns their time,

they don't necessarily want more nights out. They want more
dependable ones. Live already does something almost nothing
else does: it lets you buy a feeling in advance, on a date of your
choosing, and start collecting on the return immediately. That's a
rare product, and the pressure that made it valuable isn't easing.

If happiness starts at the checkout, it can also be chipped away at
long before the night arrives. A fake ticket, a cancellation, a friend
who pulls out: the fan loses the night, and the months spent
looking forward to it. The longer the reward has been building,
the more a broken plan hurts.

So the days between stop being a gap to be endured and become
something to be designhed for and defended. By the early 2030s
the advantage sits with whoever can keep the feeling intact from
the checkout to reliving the experience.

FANS AREN'T JUSTBUYING ASHOW.THEY'REALSO
BUYING THE MONTHS OF LOOKING FORWARD TOIT.
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The previous force showed premium becoming a judgement about the whole occasion. The feeling
that decides whether that judgement turns into a purchase is certainty: that the ticket is real, that the
price is fair, and that the plan can change.

252 Almost everything in our lives has become much easier to undo. Ticketing went the other way, and
' remains one of the last high-friction, high-stakes decisions left in most people's leisure lives.

Fraud and scalping are trust killers, and trust is what commitment runs on. But that friction is solvable,

not permanent. It's a result of how tickets are sold, priced and released, and what was built one way can
be built another.

{,- The opportunity isn't simply helping people buy tickets. It's helping people feel comfortable committing.

1
If

: ‘}1 S THE SHIFT B ' . __ﬁ 1‘1 THE FORCE A v
‘ People are simplifying ! UM The certainty premium is the distance i Q‘ 1
decisions everywhere, cutting between what afanrisks and whatthe | R b
effort and risk whereverthey can. ticket guarantees. A real ticket at a fair [SEET =
by price, orachangeableplan. gt

g

Q7_16. Please indicate how much you agree or disagree with “I'd rather pay more for a verified/guaranteed ticket than save money on an uncertain one.”
Q15. How much does knowing you can easily reselltickets if your plans change increase your confidence in buying tickets?

Q19. How often, if at all, have you paid what you considered to be a significantly inflated price for a ticket through resale or secondary marketplaces?
Q20. How often, if at all, have you experienced ticketing fraud in the past 12 months?

THELIVE EQUATION, 2030 — THEFUTURE OF TICKETING 47
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ADDRESS FRICTI(
AS ASYSTEM,
RATHERTHAN A
SINGLE BARRIER

Price, changing plans, logistics,
soclai_drop-ou access and safety

combineto make the yes feel heavy.
But what if we framed purchase timing

as aform ofriskmanagement?

Ask fans when they typically buy and the majority says early. Over 70% put
themselves at the presale, the on-sale, or well in advance, and that holds in
every market. Only 3% call themselves last-minute buyers.

®
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Fans describe their timing more neatly than an on-sale actually
behaves. Real sales spike at the on-sale, 2o quiet, then spike again
as the event nears. That U is getting flatter and less predictable.
The gap between what fans say and what on-sales do is a case of
friction, not desire. That makes timing something the industry can
move, rather than a fixed trait of any market.

As Force 2 explored, a ticket sale has to overcome a lot of barriers.
Some are about money. Others are just life: travel, work, childcare,
plans already in the diary and none of these are easy to shift. There
are some that are more malleable: hidden processing fees (22%),
concerns about crowds/safety (22%), uncertainty about whether
the event will be any good (16%), unfair dynamic pricing (13%),
and no easy way out if plans change (9%).

The levers work differently at each end. Better seats (46% against
28%) and a likely sell-out (44% against 33%) pull hardest on the
people who already buy early. The one lever that pulls harder on late
buyers is being able to undo the purchase: a refund or exchange
would move 34% of them, against 25% of early buyers.

RESOLVE THE RISK, REEL IN THE PURCHASE.

Q12. Thinking about how you usually buy tickets, when do you tend to purchase?
Q8. What stops you from buying tickets to events?
Q14. What would make you more likely to buy tickets earlier than you usually do?
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HY CAN'TWEALL
LY BIRDS?

There’s no doubt that early sales benefit the industry. The show gets
planned, the cashflow lands, the marketing has somewhere to point.

The most cited factor in inspiring earlier buying is price, with 57 % of fans
saying lower prices would move them; better seats follow at 41%.

Sitting in equal second at 41% is the fear of selling out, which we call
FOSO. It's the steadiest motivator on this list, moving less than two points
across all four generations while the others swing much harder. If we think
tickets are going to fly, we’re less prepared to take arisk. We’re logging on
for the onsale, orin many cases, the presale.

There are three certainty levers that are relatively low cost and sit within
an organiser's control that are worth considering:
* Guaranteed access before general sale sat at 28%. Australia leads on
this lever, at 30%, vs UK (27%) and US (25%)
 Allowing ticket liquidity: Whilst not easy to deliver, the ability to refund
or exchange aticket sat at 26%; An easier solve is allowing the ability to
easily resell, which sits at 19% overall and rises to 24% among Gen Z.
* Providing payment options was motivational for nearly 1in 5 (19%),
rising to 22% of under-45s (compared to 15% ofthose 45+)

®
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‘“] preferthe peace of mind of

knowing I’'ve secured them early.

Because l worry they’ll be

snapped up if l wait.”
UK, FEMALE, 43
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The desire for certainty sits behind
some key early purchase drivers

Lower prices (e.g. early bird tickets)

Access to better seats or viewing areas

Knowing my friends already have tickets

Exclusive perks (e.g. VIP, experiences, merchandise)

Payment options (e.g. instalments / buy now, pay later)

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING
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STR

NGER RULES A

When asked about rules contributing to fairness and protection, 8 in 10
fans believe both ticketing platforms and the wider live events industry
need stronger and clearer rules. UK fans generally have higher
expectations for safeguarding, compared to Australia and the US.

Ticketing and event platforms are our most trusted source when it comes
to attendance decisions, even more than our friends and family. And the
fans who trust platforms most are the ones demanding rules hardest: 87%
of the people who name platforms as their most trusted source want
stronger protections, against 79% of everyone else. Trust here is being
lent onterms.

And we do believe we need protection: three-quarters believe bots and
brokers are responsible for inflated resale prices. Nearly two-thirds expect
their grip on access to tighten, not loosen. We'll come back to both of
those numbers.

tixel »

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING

ED FOR FAIRNESS

82%

live
believe ticketing platforms and the wider
events industry will need stronger and clearer
rules to protectand remain fairforfans

80% US, 86% UK, 81% AUS

Whetherthat conditional trust holds if the rules don't arrive
is unknown.

What we can see is that fans aren't asking loudest where the harm s
worst. The UKis the noisiest of the three, and it's the market where
reformis closest to landing. Australia asks more quietly, and it already
has the strongest fan protections. The US carries the most damage in
this study and asks no louder than Australia. Predatory resale there is
so embedded it has stopped looking like something that could be
fixed. Quiet doesn't mean fine. Fairness is easier to build while fans
are still asking for t.

Q8a. Looking ahead, how much do you agree or disagree with the following statements about society and live events?
(Q8a_6 platforms need stronger rules; Q8a_7 bots and brokers inflating prices; Q8a_8 industry needs clearer rules)
Q28. When deciding whether to attend a live event, which of the following do you trust the most?

Q29. Looking ahead, how much do you agree or disagree with the following statements about the

future of technology and live events? (Q29_2 brokers and bots controlling access)

52



THE FIVE GLOBAL FORCES * FORCE #4 THE CERTAINTY PREMIUM

tixel #

When deciding whether to attend a live event,
which of the following do you trust the most?

Ticketing or event
platforms

Recommendations from
friends or family

Traditional reviews or media o

Recommendations from online communities (e.g.

Reddit, Discord, fan groups) _ 15%
Social media creators )
orintuencers [ 14%
| don’t particularly trust - 129,
any of these

Al or automated recommendations

6%

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING

42%

47%
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:OF THEMOST
Rls Y PLACES TC
BUYATICKE ULD
BEATTHET PC "THE
SEARCH RESULT

When asked whether they had experienced ticketing fraud in the
past 12 months, 23% of fans told us they had. This rate sits higher than
figures usually quoted in the industry. It is self-reported experience rather than
verified incidence, and the base is fans who attended a ticketed event in the
past year or tried to, so it’s a more exposed group than the general public.

One interesting finding is how the victim connected with the seller. Fans who
bought aresale ticket because it came up as the top option when they
searched online were defrauded at 52%, against 29% of other resale buyers.
That gap holds inside every generation, and Gen Z buy via that avenue four
times as often as Boomers+. Deceptive ticket websites have long been
flagged as arisk, and search is where fans meet them. What this can'ttell us is
whether that top result was a scam site, a paid ad or a legitimate marketplace,
only that the fans who took it were nearly twice as likely to be defrauded.

tixel #
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23% of fans told us they had
experienced ticketing fraud
inthe past 12 months.

This numberwas markedly
worseinthe US at 29%
comparedtojust17%in AU.
The UK satin the middie at 25%.

That gap holds inside every generation, and Gen Z buy via that
avenue four times as often as Boomers+. Deceptive ticket websites
have long been flagged as arisk, and search is where fans meet
them. What this can't tell us is whether that top result was a scam
site, a paid ad or a legitimate marketplace, only that the fans who
took it were nearly twice as likely to be defrauded.

Q20. How often, if at all, have you experienced ticketing fraud in the past 12 months?
(By 'ticketing fraud' we mean situations where individuals paid for tickets that were fake,
invalid or non-existent, often through unofficial sellers, fraudulent

websites or people falsely claiming to have tickets available.)

Q17. If you've bought resale tickets in the past, why do you usually buy them?
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The younger the fan,
the more they got stung:

The easy explanationis that young fans are more likely to buy
resale tickets, whichis true, but it doesn't hold up. Among fans
who have never bought aresale ticket at all, Gen Z are still
defrauded at 24%, higher than Gen X who do buy resale.

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING
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CALPINGIS
EVERYWHERE BUTIT
ISN'T EVERYWHERE
EQUALLY.

Nearly half of all fans, 46%, have paid what they considered a
significantl inflated price. Therateisn't the same everywhere,
and the patternisn'tacoincidence.

Once again, our youngest fans are getting ripped off at a higher rate.
Nearly two thirds of Gen Z have paid over the odds, 63%, against one
In five Boomers at 20%. That 43-point gap holds in every market, from
36 points in the US to 52 in the UK.

Geographically, the US is worst off at 56 %, the UK sits at 49%,
Australia at 38%. Australians buy resale tickets less often than
Americans, 55% against 67 %, so part of that gap can be explained
by less exposure but it’s not the bulk of it. Among fans who have
bought a resale ticket, an Australian is still far less likely to have been

75%
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Say bots and brokers are overcharged, 52% against 66 %, and less likely to have been
O responsible forinflated defrauded, 27% against 36%. Higher rates of resale follow an
(0 resaia press: incentivised secondary ticketing environment, where there's money

Believeit’s becomingh

) arder
for genuine fans to access
Major music events at fajr
prices, compared to more

prediptable access models
seeninsports

66% US, 71% UK, 70% AUS

75% US, 80% UK, 72% AUS

63%

expect Brokers and/orbots

will increasingly control who
Is able to secure tickets to
live music events

63% US, 67% UK, 60% AUS

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING

to be made from flipping tickets at much higher prices.

Australia's 38% is not evidence that resale rules fail. It's what the
problem looks like after they have been applied. Strong protections
shrink the problem, but there’s still more to be done to stamp out
predatory reselling.

Q19. How often, if at all, have you paid what you considered to be a significantly inflated price for a ticket through

resale or secondary marketplaces? (Prices well above the original ticket cost, beyond typical booking or resale fees.)
Q20. How often, if at all, have you experienced ticketing fraud in the past 12 months?

Q17. If you've bought resale tickets in the past, why do you usually buy them?

Q8a. Looking ahead, how much do you agree or disagree with the following statements about society and live events?
(Q8a_7 bots and brokers inflating prices)

Q29. Looking ahead, how much do you agree or disagree with the following statements about the future of

technology and live events? (Q29_2 brokers and bots controlling access; Q29_11 harder for genuine fans than in sport)
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FORCE:

T

"If an artist prices a ticket affordably, a secondary picks
| itup instantly, marks it up five, six times face value. That
money leaves the ecosystem.
~

It's not remvested into otherartists' shows. It's not

" remvested inkeeping the club's infrastructure going.
These events, these promoters, runonvery tight
margins. If the scalpers sell 70% of the tickets at ahuge
markup, they may dump thelast 30% atacheap price,
but they may choose to notdump them at all and just
hold on to them. And then we have tons of people who
don'tcome to the venue, and these venues make
money on everyone who comes in."

“a
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FANS AREN’T SCALPERS

.. Two thirds of fans have sold a ticket at some point,and
s 60% have bought one from someone else. The reason
on bo‘h sides are less glamorous thanyou’d think. ‘
. e

i
>

Force 1 covered the social half of this, that aticketis about e 37% of resale buyers were there
as likely to end up in resale because of someone else's = - because the original tickets had sold
plans as the seller's own. out, ahead of finding a better price at
K 26%, 22% just like buying late, and
J——— The rest is ordinary attrition. 22% of sellers had beeniill, | 21% bought from a friend or family
— 17% had the event rescheduled under them, 15% needed member who couldn't go.

the money back and 9% bought the wrong ticket type.

Only 8% said they were keen to try and make a buck.

::‘. i-"_i.‘ -

Nearly all afthis is just life'happening either side of the purchase, and when that kind of ,

flexibility and spontaneity is enabled, there’s more confid®hce to commit the next time arourg/\ =
/""_"- -~ @

g | 15" L 3 -

®
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THE FIVE GLOBAL FORCES * FORCE #4 THE CERTAINTY PREMIUM

tixel #

Forthose that have sold aticket/s in
the past, this is why they usually sell

My plans changed (e.g. double-booked, couldn’t attend anymore)
A friend or family member could no longer attend

lliness

The event was rescheduled and | couldn’t make the new date
| needed the money back

| decided to go to something else instead

| couldn’t find anyone to go with and didn’t want to go alone

| found a better ticket option for me

| bought the wrong ticket type by mistake

| wanted to see if | could make some money off the ticket

| panic bought a ticket (or too many tickets) in the onsale

| forgot | bought the ticket

Other

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING

33%

23%

22%

17%

15%

13%

13%

11%

9%

8%

8%

5%

3%
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THEEASIERITIS

Two thirds of fans say knowing they can resell if plans change
increases their confidence to buy in the first place.

That's 67% overall, and it runs highest among the fans with the most
buying years ahead of them: 73% of Gen Z and Millennials against
53% of Boomers. Flexibility stops being a feature and becomes an
expectation as the market ages in.

Askinstead how it changes their behaviour and a different picture
appears. 28% say resale options make them buy earlier or more
comfortably, while 32% say that where flexibility is limited they wait,
buy only when certain they can attend, or don't buy at all. Fans notice
the safety net mainly when it's missing, which means the cost of not
offering it is larger than the gain from offering it.

®
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Fans aren't highly sentimental about it. Asked how they perceive
resale, 48% chose a positive frame: a safety net, a convenience, a
route into a sold-out show. 36% chose a more negative one, mainly
that it benefits scalpers or that the tickets are fake. Both are
accurate descriptions, since both things are true of the larger
secondary market.

I buy tickets [as soon as they
goonsale] becauseitgives
me amore flexible optionif
my schedule changes at the

last minute.

FANS COMMIT HARDEST WHEN
THEY KNOW THEY CAN BACKOUT.

60



THE FIVE GLOBAL FORCES * FORCE #4 THE CERTAINTY PREMIUM

ERE THIS
THE 2030 LENS

The rules are coming.
Thedemandis here.

®
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Fans will pay more for a guaranteed ticket right now, and they'll do
it because guarantees are scarce. As the generations who treat
flexibility as standard become the centre of this market, that
premium erodes into an expectation. Today certainty is areason to
pay more. In five years, its absence will be a reason to walk away.

A second clock s running alongside it. Australia already caps
resale prices across most states. Britain's cap sits in draft and isn't
expected in law before 2027-28. The United States has movement
at state level and nothing federal. The direction of travel is the
same in all three. The question isn't whether resale gets
constrained, it's whether the industry designs those constraints

or has them designed for it.

But the prize isn't being ready when the rules land. It's the demand
being lost today: the fans who delay, or buy only when they're
certain, or never buy at all, because there's no way back out.

That revenue is available now, to whoever removes the risk first.

BUILD CERTAINTYINNOWAND IT'S REVENUE. WAIT
UNTILIT'S MANDATED ANDIT'S JUST TABLE STAKES.
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Live is where people go to escape the algorithm yet the algorithm and Al is part of how fans are
discovering, evaluating and accessing live experiences.

Fans have already worked out how they want to live with that: the machine can help, on their terms,
with the give and take firmly in their hands. Algorithms can surface relevant events and make
transactions easier, but greater automation also introduces questions about transparency, safety

and fairness.

This force is about that conditional welcome, where fans will use Al, where they won't trust it, and the
rules they want enforced around the people who misuseiit.

Technology can open the door, but trust determines whether fans walk throughi it.

g ‘-l- ) ; . : - \\ ! \ XY . e B )
’?{ & ‘ / - kﬁ Rl ; \
THE SHIFT N - f "N\ THE FORCE A |
Machines moved into everyday g ' L|V|ng in the Algorithm Age:
decisions faster than trust followed. ' The distance between what fans will let

Live is where fans still want a person at :
the other end. = | believe from a person. Findit, yes.

the machine handle and what they'll only

1,

] F i
g T *"'.:' f?'
:. -I_.*:k” ._. ..-“

Vouch forit, no. . R !




S A\UTOMATION* MAY i
STREAMLINE TICKETING, BUT
'FANS WILL REWARD PLATFORMS |
\ THAT MAKE ACCESS FEEL FAIR,

t SAFEAND HUMAN. mup_ Sl

g

P Every finding in this chapter should be read against that dlstlnctlon f\
B automation and trust are two separate things to build, notone. gt - \

- .
'''''
....

L.

; *By "automation" here, we mean the systems fans already encount

event recommendations, dynamic pricing, bot-detec sted customer support.

..j_l-.::lfo ,_'.h?- - .
; - ,/ : \
~tixel x__|THEL EQUATION, 2030 —
N i v Al L

1h . < '\‘—Q,__ =
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THE FIVE GLOBAL FORCES - FORCE #5 LIVING IN THE ALGORITHM AGE

Algorithms and Al will play a growing role at the top of the
discovery funnel, helping fans navigate the events available
to them. But exposure is not the same as endorsement.

When fans move from noticing an event to deciding whether
to attend, trusted people, communities and established
platforms carry more weight. Al can spark interest but trust
turns interest into attendance and that trust is driven by our
friends, family, or people online who have more clout.

Randy Nichols, strategic advisor, artist manager and US
policy advocate said: "You could go to Al now and say,
find me aticket to see this artist. And due to the
tools that the scalpers are using, quite often the

Al willrecommend the scalperticket before the
legitimate ticket."

°
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64%

expecttechnology, such as
algorithms, will increasingly
Influence what Jive music
events you are exposed to

65% US, 66% UK, 63% AUS

58%

think online communities will
become more influential than
traditional searchwhen
discovering live events

61% US,60% UK, 55% AUS

FANSWILLLET THEALGORITHM SHORTEN THE
SEARCH. THEYWON'TLETIT MAKETHE CALL.
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AS RECOMMENDATIONS
MULTIPLY TRUSI

More personalised content does not automatically create
more confident decisions. As fans encounter a growing
volume of recommendations, sponsored material and
algorithmically selected content, the source and rationale
can become more opaque.

Relevance alone is no longer enough. Fans also want to
know why an event has been surfaced and what signals sit
behind the recommendation.

HUMAN AND CREDIBLE PLATFORM
SIGNALS MAKE THE POSSIBILITY
FEELWORTHACTING ON.

Q29. Looking ahead, how much do you agree or disagree with the
following statements about the future of technology and live events?

°
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THE FIVE GLOBAL FORCES - FORCE #5 LIVING IN THE ALGORITHM AGE

FEEDING THE FEED

78% of fans say that people are sometimes more focused on
capturing live events than experiencing them. It holds in every
market and at every age below 60, where it drops.

It is a judgement fans are just as willing to make about themselves,
with 64% agreeing that live events give them moments worth
sharing online; significantly higher amongst US and UK fans
compared to Australians.

Banter also contributes here with 52% agreeing that the
conversation and hype on social media before, during and after
an event is often as enjoyable as the event itself, highest amongst
those under 45.

And as we look to the future, 69% agree that as Al evolves it
will become less distinguishable from online human behaviour,
a feeling that held steady across markets and ages.

As 2030 nears, we anticipate anything that is real, human,
and present to have elevated value.

®
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Itis a judgement fans are just as willing to make about themselves,

with 64% agreeing that live events give them moments worth
sharing online; significantly higher amongst US and UK fans
compared to Australians.

Banter also contributes here with 52% agreeing that the
conversation and hype on social media before, during and after
an event is often as enjoyable as the event itself, highest amongst
those under 45.

And as we look to the future, 69% agree that as Al evolves it
will become less distinguishable from online human behaviour,
a feeling that held steady across markets and ages.

HUMAN AND CREDIBLE PLATFORM
SIGNALS MAKE THE POSSIBILITY
FEELWORTHACTING ON.

Q7. Please indicate how much you agree or disagree with the following
statements about live events (e.g. concerts, festivals, sports, theatre)

Q29. Looking ahead, how much do you agree or disagree with the following
statements about the future of technology and live events
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ANYTHING THA‘I" cAN PROVE |1'
'ISREAL, HUMAN AND PRESENT.

&

64°% 1.
o S e

say that live events give them /
moments worth sharing online '

i 52%

agree that the conversation
and hype on social media before,
during and after an eventis often
80% US, 86% UK, 81% AUS as enjoyable as the eventitself

-

69%

believe that people are sometimes
more focused on capturing live
events than experiencing them

believe that as Al evolves, it will
become less distinguishable from
online human behaviour.

54% US, 56% UK, 47% AUS

(]
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THE FIVE GLOBAL FORCES - FORCE #5 LIVING IN THE ALGORITHM AGE

But there’s alagin expectations
around sa\fety:f‘g ®

Fans expect technology to simplify ticket buying and selling, but
confidence in its ability to reduce risk is not keeping pace, and the
nine point gap between the two suggests that convenience alone
Is not enough. Fans feel convenience the moment they engage,
while safety only announces itself when it fails, which could explain
some of the lag. Every improvement in speed and ease needs an
equally visible layer of verification, protection and reassurance.

Fans younger than 45 had higher expectations of technology than
those over 45, and households with children at home also expect
more on both counts, not just because they skew younger.

°
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The role that parents are likely playing in managing technology
on ayounger person's behalf could mean they're spending
more time thinking about the responsibilities it should or
shouldn't have in their lives

64%

expecttechnology, such as
algorithms, will increasingly
Influence what live music
events you are €Xxposed to.

65% US, 66% UK, 63% AUS

SAFETYINNOVATIONHAS TOBE AS VISIBLE
AS CONVENIENCE INNOVATION.

Q29. Looking ahead, how much do you agree or disagree with the following statements
about the future of technology and live events?
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THE FIVE GLOBAL FORCES - FORCE #5 LIVING IN THE ALGORITHM AGE

FEEL HUN

The reason this matters sits in this dichotomy: 77% of fans
say live events feel like a break from algorithms, automation
and digital overload, one of only four beliefs in this study that
does not split by age. Yet only 6% trust Al or automated
recommendations when deciding whether to attend, the
lowest of the seven options given. Fans go to live events to
get out from under the algorithm, and they’re not about to
hand it the decision on where to go.

Fans are not rejecting technology. They are asking technology
to become more understandable, protective and fair.

Trusted systems should help people discover relevant
experiences, explain why recommendations appeatr, verify
what is legitimate and protect access from manipulation.

The strongest technology will not ask fans to choose between

intelligence and trust. It will use intelligence to strengthen trust.

°
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For now, the machine is barely in the room, but the feed is already
embedded init. Close to two thirds of fans find out about live events
through a social feed, against 11% through Al. The interplay
between feed-led and Al-led discovery is something to track as the
Al layer becomes more prominent.

THEFUTURE OF TICKETING ISNOT SIMPLY SMARTER
TECHNOLOGY.ITISSMARTER TECHNOLOGY
PEOPLE CAN UNDERSTAND AND TRUST.

Q7. Please indicate how much you agree or disagree with the following statements about live events (e.g. concerts, festivals, sports, theatre)
Q28. When deciding whether to attend a live event, which of the following do you trust the most?
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of the Australianfans we

surveyed attended a ticketed live
eventinthe past 12 months,

the highest of all three markets

vs 63% Global average Australian fans havefallen

victim to scalping and fraud
at a significantly lower rate than
Brits or Americans. 38% have paid
a significantly inflated resale
price in the past, against 49%in
Britain and 56% in the US. And
17% experienced ticket fraud
inthe past 12 months, against
25% and 29%.

Make a point of securing presale
access, showing the strongest
presale culture of the three

Highest price barrier of the
three markets with Australians
naming ticketing priceas a
barrierto attending at a higher
rate than UKorUS fans

13% US, 15% UK

k|

\

Australia turns up the most, works hardest to getinfirst,

B B r B S5. Thinking about ticketed, in-person live events

i and gets scammed the least. Priceis the biggest barrier here, e e B e el
F - - which of the following describes you in the past 12 months?
well clear of anything else Australians named. g ollowing Cescilbesyou e bt Lamonthss

\ ..f".ru- Q12. Thinking about how you usually buy tickets, when do you tend to purchase?
\ o ‘, ~ Q19. How often, if at all, have you paid what you considered to be a significantly inflated
4 price for a ticket through resale or secondary marketplaces?
Q20. How often, if at all, have you experienced ticketing fraud in the past 12 months?

°
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GLOBAL MARKET SNAPSHOTS * AUSTRALIA

Overall ticket purchases are high in Australia, with only a

quarter failing to turn intention into action. When it comes
to event types, Australia sees concerts and sports fill the

most seats, with music festivals less attended than in the
US and UK.

When it comes to music, pop is most prominent, likely in part
influenced by kinds of acts that are international enough to
tour to Australia. We have less of an appetite than Brits or
Americans for alternative genres such as R&B, Hip hop,
Reggae, and Jazz. Australians also see a lower range of
genres live than Britons or Americans, 2.8 against 3.1 and
3.3. A narrower repertoire, and a fussier market.

Sitting at 17% attendance amongst event goers in the last 12
months, we’ll dig further into the continued rise of Country
music in Australia later in this section. Amongst the resale
engaged audience surveyed in 2025, other genres seeing an
increase were rock, EDM, indie, metal and folk, with hip hop/
rap, jazz and classical on a slight decline.

°
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76%

attended a ticketed live
eve
overthe past 12 months "

Q1. Which of the following event types have you attended in the past 12 months?
Q3. Which of the following music genres have you seen live in the past 12 months?
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GLOBAL MARKET SNAPSHOTS * AUSTRALIA. %
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UNTITLED GROUP, WHOSE BEYOND THEVALLEY
NEWYEAR'S EVE FESTIVAL SOLD OUT AGAIN IN 2026,
SPEAKS ABOUT BEING RESPONSIVE TO AUDIENCES.

. A N .

| "When we started Beyond the Valley 10 years ago E
L wedidn'thavea nostalgia slot. We didn'tfeel likewe |

| couldbooka major pOp artust am! stlll be consndered
| super cool w il . -

That's changed People want fun music, they want
, tohave agreattime.It'saNewYear's Eve festival,
they're not going there to be serious. They want to

scream “I Gotta Feelmg” at the top of thelr Iungs.“ -

t" y %
)

[ ]
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GLOBAL MARKET SNAPSHOTS * AUSTRALIA

Genre of music attended amongst
Event type attended concert/festival/club goers

Music concerts | /L4 ~els I 45%

2{elv O 40%
Sportingevents | ‘y4 /4

Musical theatre/ Showtunes {3/

Theatre/ musicals/plays | <vL/4 Hiohop/Rap D
Comedyshows [ J:14 Indie / Alternative s £ B

Country BF4&4

Music festivals | ~1/L4
I FEY T I 16%

Kids & family events | ~{1}7 :
4 Bl Electronic / Dance (e.g. EDM, House, Techno) =[5

Arts / film / writers / food & drink festivals |82/ Metal/ Punk kLA

Classical ki
Clubshows/DJevents | "4/ o

NEv/4R= V- 12%

Live podcasts/talks |44
K-Pop /J-Pop/Canto-pop i

World Music (e.g. Afrobeat, Latin, Desi) [F:57
Folk/ Americana 3/

Reggae/dub /L2

°
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GLOBAL MARKET SNAPSHOTS * AUSTRALIA

Sporting events sit as the second most

= attended format for Aussie fans.

Tl istralian .pen lsasportmg event it's forsportfans,
but Ilke every category rlght now, people want more. gz

ﬁ

It’s afestwal in January not just a tenms match. "
Every sporting code isdoing thatnow, andit's happemng
' globally. Everyoneis trying to add a music element because
th ey wantto dellver more value to theirticket buyers. -

- BN

Italso brmgs inamuch more diverse audlence.

Noteveryoneis asports fan, but most people
4 haveanartistoragenre they love.” ===

®
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GLOBAL MARKET SNAPSHOTS * AUSTRALIA

Australia shows up more and

says less. Don't mistake the quiet
forindifference.

Australians are the least exuberant fans we surveyed. On all
sixteen attitudes we tested, Australia's strongly-agree share
sits below both Britain and America, by 3 to 16 points. For
example, when asked whether live events feel like a form of
emotional release, not just entertainment: 22% of Aussies
strongly agree here, against 34% in Britain and 37% In
America. Great for connecting and bonding with my friends
or family? 28% strongly-agree against 37% and 42%.

This is national, holds at every age and the gap with other
countries is widest among the younger generations. 27 % of
Australian Gen Z strongly agree that live events are a form of
emotional release, against 41% of American Gen Z.

If Aussies were turning up less often than Brits or Americans
we might read it as indifference, but they attend at the highest
rate of the three.

°
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So the presumption is that it's a difference in how people talk,
not in what they feel once they're in the room.

Context from outside this study: Kantar's Global Monitor
shows cost-of-living and housing pressure intensifying fasterin
Australia than in Britain or America in recent years. That matters
for reading the reserve, because a recent squeeze changes what
people do before it changes what they believe. Australians are
adjusting, not resigned.

The practical read here is to sell the habit rather than the epiphany.
This market attends at the highest rate of the three and it does so
without needing to be told that live is transcendent. The emotional-
peak campaign that lands in New York might land flat in Melbourne
so perhaps it pays to put the budget behind reliability, presale
strategy, and nailing the price.

78
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tixel #

Aussie attitudes are less amplified

Strongly agree, live events are a form of emotional release

Strongly agree, live events are great for connecting
and bonding

Strongly agree that live events help me connect with
like-minded people

Live events give me moments worth sharing online

Live events are becoming something people actively
participate in, not just watch

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING

AUSTRALIA

22%

Y

UNITED KINGDOM = UNITED STATES

34% 37%

79



GLOBAL MARKET SNAPSHOTS « AUSTRALIA

| _'There is definitely emotionin the Australian audience.

When they become afan of an artist, they're
committing, and they're committing foralifetime.
| It's why Australiais suchabig fan development

i market foralot of artlsts. *

L X We're nowhere nearthe biggest country, but Melbourne 2 ™
and Sydney are consistently in the top five markets fora Tl
lot of the artists we work with. A lot of Australians will g™
e  also go to events because thelrfrlends are going. ~

It becomes aoultural moment, a oommunlty moment

And Australlans Iove golng out "
R <7 # \

Lo




GLOBAL MARKET SNAPSHOTS * AUSTRALIA

BEST PROTECTED,
LEAST CONVINCE

Australia has the strongest fan protection against predatory
resale of the three markets, with price caps legislated in most
states. Britain's proposed cap on resale above face value was
pushed back to draft legislation in May 2026 and is not expected
in law before 2027-28. The United States has no federal price cap
but has seen some traction in state legislation. The outcome
shows in the fan data: AUSTRALIANS REPORT THE LEAST
TICKET FRAUD OF THETHREE MARKETS AND THE
LEAST EXPOSURE TO INFLATED RESALE PRICES.

Australians are also less willing than Britons to pay a premium for
a guaranteed ticket, 77 % against 83%. In the market where resale
price caps are already law, a ticket that is what it says it is looks
less like an upgrade and more like the minimum.

°
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ap O

25% 29%

Experienced ticket fraud in the last 12 months

Have ever paid a significantly inflated price
for aresale ticket

49%  56%

Q7. I'd rather pay more for a verified/guaranteed ticket than save money on an uncertain one. (Agree/disagree)
Q19. How often, if at all, have you paid what you considered to be a significantly inflated price for a ticket through resale or secondary marketplaces?
Q20. How often, if at all, have you experienced ticketing fraud in the past 12 months?
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GLOBAL MARKET SNAPSHOTS * AUSTRALIA

However, scepticism persists. The perception that resale

tickets are fake or risky ran slightly higher than in other markets
(16% compared to 12% and 13%), so the market with the best
protections and the cleanest record is the one least persuaded of
either.

65% say knowing they can resell if plans change increases
their confidence to buy, in line with Britain and America. What
Australians want alongside it is certainty rather than a credit
line: guaranteed access before general sale is the strongest
early-buying lever of the three markets, while buy-now-pay-later
Is the weakest.

When it comes to the buying decision, trust sits with the platform
rather than the personality. Ticketing and event platforms are

Australia's most trusted source when deciding whether to attend,

at 49%, level with Britain and ahead of America's 43%. Social
media creators and influencers are trusted by 11%, the lowest of
the three, against 16% and 18%.

°
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The same pattern runs through attitudes to technology.
Australians are no more worried than anyone else about Al’s
Impact: 69% say algorithms and Al are making it harder to know
which recommendations to trust, statistically level with Britain and
America. What they lack is the optimism. Only 47 % expect Al to
make finding events easier, against 55% and 57 %, and only 52%
expect technology to make buying and selling tickets less risky,
against 60% in Britain. Australians share the world's concern
about Al without sharing its hope.

Factors that would

make me buy earlier @
Guaranteed access before general sale 27%
Refund or exchange 24°%
Buy now, Pay Later 19%
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30% of AustralianGen Z
have experienced ticket fraud
against 13% ofover-30s

though thatis still the lowest Gen Z rate of
the three markets (UK37%, US 46%)

They also lean hardest on flexibility,

with 71% saying resale confidence

lifts theirwillingness to buy against
64% of older Australians.

°
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THEIR COUNTRY,
BUTITSATROT

Although it's not surprising that Australians trail Americans on

seeing country live, country music continues its rise in Australia,

up 2 points among resale-engaged fans since last year's survey,
from 14% to 16%. In the general population, 17% of Australian
event goers saw a country act live in the past 12 months.
American country audiences skew older. Australia's skew
young, which suggests the growth has further to run.

The appetite is not in question. Spotify has country streaming in
Australia up 115% over three years, and Australia now ranks
fourth in the world for listeners discovering the genre for the first
time. Ella Langley's Choosin' Texas went to number one on the
ARIA singles chart, alongside albums from household names
Morgan Wallen, Luke Combs, Zach Bryan and Keith Urban
dominating the ARIA country albums chart.

°
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The live business is moving more carefully. TEG shuttered its
Australian country music division in August, six months after
opening it, then cancelled Longhaul Festival, which was due to
coincide with the long-running Tamworth Country Music
Festival. Strummingbird lost its headliner when Post Malone
called off his Australia and New Zealand tour. Ticket sales have
not been discussed publicly, but the vibe is steady as she goes
when it comes to meeting the demand of country fans.

Seen country music acts
inthelast 12 months

GenZ

Millennial

Gen X

Boomer +

Q3. Which of the following music genres have you seen live in the past 12 months?
Base: attended a concert, festival, club show or theatre, Q8. What stops you from buying tickets to events?
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The male and female splitis even. They are no better off, and
yet they name price as a barrier far less often: 54% against 69%.
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Australia is the market most likely to be misread from its own
answers. It attends at the highest rate of the three, secures presale
access at nearly twice the American rate, and carries the cleanest
record on fraud and inflated prices. It also sits below both Britain and
America on every one of the sixteen attitudes we tested. Read the
survey responses and this looks like a lukewarm market. Read the
behaviour and it is the most dependable one.

What they buy on is mechanics. Guaranteed access before general
sale is the strongest early-buying lever of the three markets. Credit is
the weakest. A verified ticket is treated as the standard rather than the
upgrade. None of that requires a story about the future of live.

Nicholas Greco of Untitled Group adds: "Lately ’ve been
hearing comments about the Australian music industry
being in adownturn, that no one's buying tickets. It's alazy
statement. People are buying tickets. If the products aren't
exciting, people won't buy tickets, and you've just got to
get the formularight. Every event and festival has to have a
purpose, has to hit all of the elements: the community, the
culture, theright artists, theright branding, the right
marketing. That's what's cutting through."

®
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JSTR SDOIS LOUDER
AT THEY SAY.

The likely lever: two things compounding.

 First, cost-of-living and housing-cost pressure has
intensified faster in Australia in the past few years than in
the UK or US, per that Global Monitor delta—this is a recent
shock, which matters because recent shocks change
behaviour faster than they change underlying attitude
(people are still adjusting, not yet resigned).

» Second, Australiais a smaller, more geographically
isolated ticketing market with historically fewer competing
tech-forward platforms than the US or UK. Less exposure to
ticketing innovation may plausibly explain the Al/tech-
trust gap as much as any deeper scepticism does.

86



IRy

|
[T e YT

HIH'““.

TS |y geeies

AR ="
fHiieg -

O

ll-
=
=

Ll
"t

i
l 1

¥ i

I- b .Fl-r -
4l 3

| |

e

3

W
" ¥ - L
=4 "1 I:'Il_|-|

Ry T e g
e - = : !
o , P s 'I_' "g-. L ] _.‘.'."I- A "_
i L m -""]: L - 'A -"-.
- tixel $ rapyvetey
i P e e, e Y S
W e .||.h S B : .

i
o - 3 R =

"

i

-
-

This is the market where long-horizon, aspirational ‘future of ticketing’
messaging will not land, while tangible, immediate “cost/benefit” messaging
will resonate. Australians will not be convinced, they will be shown
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74%

Say live events help them
connect with like-minded
people, level with the US and
well clear of Australia.

Willing to pay more for a verified,
guaranteed ticket than save
money on an uncertain one,

again the highest of the three.

Want ticketing platforms to have
strongerrules and protections to
stay fairforfans, the highest of
the three markets.

vs. 80% US and 81% AU vs 78% US and 77% AU vs 73% US and 64% AU

The UK asks more of ticketing than either other market. Fans
here want strongerrules, they will pay more foraticket they

know s real, and more of them countlive events as aregular
part of how they spend theirfree time.

[}
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(DEFINING CHARACTERISTICS
OF AUKTICKET BUYER

Say live events are aregular

part of how they spend their

free time, the highest of the
three markets.

vs 54% US and 48% AU

Q7. Please indicate how much you agree or disagree with the following
statements about live events (e.g. concerts, festivals, sports, theatre)
Q8a. Looking ahead, how much do you agree or disagree with

the following statements about society and live events?
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THE BRITISH
ERPROFILE

Live reaches further into the population here than in either other
market. Only 5% of Britons had attended nothing at all in the past
year, against 12% of Americans, and only 20% wanted to go to
something and missed out, the lowest of the three markets.

Concerts and sport lead as they do everywhere, but the format
that separates Britain is the stage. 35% saw theatre, musicals or
plays in the past year against 21% of Americans and 32% of
Australians, and the same sighal comes through in the music,
where 22% saw musical theatre or show tunes against 14% in
the US. Let’s not ignore that at 31%, Brits love a music festival.

Pop is the biggest single genre at 47%, well clear of the 35% it
takes in the US. Where Britain sits lower is on the genres that
dominate American stages, with hip hop at 28% against 43%,
country at 17% against 28% and rock at 37% against 47 %.

Rave lineage, still showing up in the data. Club and DJ event
engagement runs higher in the UK than in the US or Australia.
And with World Music also ranking meaningfully higher, the UK
wants a bit of flavour to their music.

°
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20%

wanted ortried to attend
but didn’t

CONTEXT FROM OUTSIDE THIS STUDY:

Tixel's UK customers look quite different from the
general market, with 86% attending a concert against
55% and 84 % attending a festival against 31%.

That 53 point festival gap is the largest between Tixel's
customers and the general market on any eventtype, in
any of the three markets. Club and DJ events run at 31%

against 13%.

S5. Thinking about ticketed, in-person live events (e.g. concerts, festivals, sporting events,
theatre or comedy shows), which of the following describes you in the past 12 months?
Q1. Which of the following event types have you attended in the past 12 months?

Q3. Which of the following music genres have you seen live in the past 12 months?
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Genre of music attended amongst
concert/festival/club goers

Event type attended

Rock

Sporting events
Hip hop /Rap
Theatre / musicals / plays RSB/ Soul
Music festivals Musical theatre / Show tunes
Indie / Alternative

Comedy shows

Kids & family events

Arts / film / writers / food & drink festivals

Club shows /DJ events

Live podcasts / talks

°
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Electronic / Dance (e.g. EDM, House, Techno)
Country

Jazz /Blues

World Music (e.g. Afrobeat, Latin, Desi)
Classical

Metal / Punk

K-pop / J-pop / Canto-pop

Reggae /dub

Folk / Americana

47%

37%

28%

24%

22%

17%

17%

17%

16%

15%

14%

10%

10%

9%

8%

91



GLOBAL MARKET SNAPSHOTS * UNITED KINGDOM

THE UKIS THE

Britainwants tlcketmg overned,
and it says so more firmly than

either other market.

86% agree that ticketing platforms will need stronger rules
and protections to remain fair for fans, and 86% say the same
about the wider live events industry. What separates Britain is
the conviction behind those numbers, where close to half
strongly agree against roughly a third of Australians.

The same firmness carries into the diagnosis, with 80%
saying tickets are being bought by bots and brokers and sold
on at inflated prices. It does not extend to everything, and on
the broader sense that fair access is getting harder Britain sits
within a couple of points of Australia, a gap too small to call.

®
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None of that reads as detachment. 74% of Britons say live events
help them connect with like-minded people, level with the US and
well clear of Australia, and 81% expect people to increasingly
value real-life experiences over digital ones, the highest of the
three markets.

The two halves are the same people. Among Britons who feel that
like-minded connection, 89% want stronger platform rules, against
77% of those who do not, and two-thirds of the UK market holds
both views at once. In Britain the pressure for fairness comes from
live's biggest enthusiasts.

Niamh Byrne, Chair of the UK's Music Managers Forum and co-
founder of Eleven Management whose roster includes Gorillaz,
Blur and Bastille said "British fans having higher
expectations around fairness in ticketingis largely to
do with thefact thatit's been such ahigh-profileissue
inthe UK. There's been alot more investigation. The
more awareness fans have, the less they tolerate unfair
practice, and the more aware the industry is, the better
the decisions it makes forfans. Itbecomesless
acceptable to do things which are not fan-friendly."
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Brits “Strongly Agree.” or feel more passionately,
about fairness of ticketing at a higher rate than
Americans or Australians

ITY  (

AUSTRALIA UNITED KINGDOM = UNITED STATES

Ticketing platforms will need stronger rules and protections o o o
to remain fair for fans 37 / o 47 / (0 39 /0

The live event industry will need clearer rules to
protect fans

Tickets are being purchased by bots/brokers and sold at
inflated prices

It’s becoming harder for genuine fans to access major
music events at fair prices

Q7. Please indicate how much you agree or disagree with the following statements about live events (e.g. concerts, festivals, sports, theatre)
Q8a. Looking ahead, how much do you agree or disagree with the following statements about society and live events?
Q29. Looking ahead, how much do you agree or disagree with the following statements about the future of technology and live events?

°
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STILLWAITING
FORTHE RULESIT
ASKED FOR

As a price-capped, ethical resale
tickeg platform _‘Tiiej submitted to
that tha price cap it aiready &

. ricec Irez
applies geoomes the standard
rather than the exception.

Britain sits in the middle on damage. On both ticketing fraud and
having paid an inflated resale price, UK fans report more than
Australians and fewer than Americans.

The argument has been on the public agenda for two years.
The Competition and Markets Authority (CMA) investigated
Ticketmaster's Oasis sale and closed the case in September
2025, finding no evidence of dynamic pricing but securing
voluntary undertakings on how tiered prices are shown to fans.

®
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The Government's Putting Fans First consultation ran from
January to April 2025.

In the King's Speech of May 2026 a Ticket Tout Ban Bill was
published in draft, proposing to cap resale at the original ticket
price, cap platform fees, limit how many tickets one seller can list,
and hand enforcement to the CMA.

Publishing it in draft rather than as a bill was read as a delay. UK
Music called it a betrayal of millions of music fans, and Which?
warned the process could run long while touts continue to thrive.
So the market with the highest expectations is also the one where
the fix has been promised and not yet delivered.le

ap O

25% 29%

Experienced ticket fraud in the last 12 months

Ever paid a significantly inflated resale price

49% 56%

Q19. How often, if at all, have you paid what you considered to be a significantly inflated price for a ticket through resale or secondary marketplaces?
Q20. How often, if at all, have you experienced ticketing fraud in the past 12 months?
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37% of UK fans buy the
moment tickets go on sale,
the promptest onsale culture
of the three markets.

Brits like being first in. The job for organisers is to make
that easy.

Price is the weakest lever here: lower prices drive early buying
less inthe UK than in Australia or the US, and they're the hardest
thing to change. Better seats help, but the levers organisers
actually control matter more: presale access, resale options
and flexible payment.

°
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The demand for flexible payment isn't evenly spread. It peaks with
Millennials, who are most likely to be juggling live events with rent,
mortgages and family costs.

What would motivate
me to buy earlier?

v
Guaranteed access Ability to easily resell Flexible payment
before general sale tickets if my plans change options

Q12. Thinking about how you usually buy tickets, when do you tend to purchase?
Q14. What would make you more likely to buy tickets earlier than you usually do?
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tixel #

Purchase Timing distribution

7 9 0/ As soon as tickets go on sale
0 i

identify as early Early (well in advance of the event)
purchasers :
~ I make sure | have access to the presale

Closerto the event date

Last minute

THELIVEEQUATION, 2030 — THEFUTURE OF TICKETING

15%

13%

28%

37%
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'POPALLTHE TIME." )
WORLD MUSIC, OCCASIOI ALI.M.

Pop is Britain's biggest genre at 47 %, ahead of rock on 37%
and hip hop on 28%. What makes it unusual is that it holds it’s
#1 position — no British generation puts anything above pop,
from Gen Z at 55% down to the over-60s at 34%.

That is not true anywhere else we looked. Australian Gen X
puts rock ahead of pop and Australian over-60s go to more
musical theatre, while in the US pop is beaten in all four
generations, by hip hop among Gen Z and by rock among
everyone older.

On the current shape of the market, Britain's youngest
audience is also its most pop-heavy, and if Gen Z holds onto
pop as they age the way their parents have, it will be pop at the
top for some time yet.
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three markets only the UKhas agenre
pads atevery age, and only the UKhas a .
diaspora-music audience thissize. .

The diaspora scenes

Britain's biggest lead over the other two markets is on the genre
the survey files under world music, meaning Afrobeat, Latin and
Desi scenes. 15% of British gig-goers saw a world music actin
the past year, against just 9% in the US and 8% in Australia.

Itis ayoung audience and a London one. 21% of British gig-
goers under 45 saw a world music act live against 6% of those
over 45, and while every market skews young on this genre,
Britain's under-45s are at roughly twice the rate of their
American or Australian counterparts. In London the figure
reaches 28% against 11% across the rest of the UK, and both
the youth and the London effect hold when you control for how
many genres a person sees.

These are the broadest fans in the country, seeing 5.4 genres in
ayear against 2.5 for everyone else, and the least blocked by
cost, with 37% naming price a barrier against 59%.
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"In my role at the MMF I hearalot of 'angé'tal\lk o
about the difficulty at mid level, and for emergmg

artists too. There are fewervenues. It's harderto §

get to yoursecond, third, fourth record and build

B>+ i NIAMHBYRNE i ‘1 =2 =
CHAIR OF THE UK'S MUSIC MANAGERS FORUM AND }
CO-FOUNDER OF ELEVEN MANAGEMENT WHOSE !

fromthat. The Iandscape's toughright now." f "y -
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ROSTER INCLUDES GORILLAZ, BLURAND BASTILLE.
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BRITAIN IS WHERE
FAIRNESS BECOMES
NON-NEGOTIAE

The market that commits fastest,
demands the most protection,
and expects technolo P , hot just
legislation, todeliveri

Fans got here before Parliament did. 86% say platforms

need stronger rules and 80% say bots and brokers are already
inflating prices, the highest readings on either measure in the
study. The draft Ticket Tout Ban Bill is catching up with a public
that has made up its mind. If it passes, the UK becomes the first
market to run resale caps and bot enforcement as national law,
and fairness stops being a differentiator because every
platform hasiit.

®
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British fans demand protection harder than anyone else and say
they would rather pay more for a guaranteed ticket, which means
the premium they are currently willing to pay is the first thing to
disappear. Compliance will be the price of entry.

The fans who feel most connected at live events are the same ones
asking hardest for the rules, 89% against 77 % of everyone else, so
the audience still choosing between platforms that all comply is the
one that came for the connection in the first place. That's the half of
the equation legislation will never touch.

THERE’S APROVEN DEMAND FORPROTECTION,
AND THEFUTUREWILLBELONG TO THOSE THOSE
THAT BUILD THAT FAIRNESS WHILETHE LAWIS
STUCKINITSDEBATECYCLE, ANDWEARIT VISIBLY.
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of US fans name ticketing
platforms as their most
trusted source, the lowest of
the three markets

of US fans have paid what they Y (6 would find another way in rather usually buy late, either
considered a significantly inflated > thanwalkawaywhenacoveted S closertothe eventorat
price onresale, atleastonce. iMiped | ticket costs more than expected : , the last minute.

vs. 49% UKand 38% AU \ ;'. vs 61% UKand 62% AU vs 16% UKand 17% AU

vs 49% UK and 49% AU

The USis the most exposed market and the most resourceful.
Fans here commit laterand when aticket costs more than

| expected, they’re the leastlikelytoletit go.

Q9. Imagine tickets for an artist you really want to see are more expensive than expected
(e.g. you expect $/£200 but they are $/£350). What would you be most likely to do?

Q12. Thinking about how you usually buy tickets, when do you tend to purchase?.

Q19. How often, if at all, have you paid what you considered to be a significantly inflated
price for a ticket through resale or secondary marketplaces? By "significantly inflated",
we mean prices well above the original ticket cost, beyond typical booking or resale fees.
- 4 Q28. When deciding whether to attend a live event, which of the following do you trust the most?

o
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THE US
RPROFILE

Engagement with ticketed live events over the past 12
months has been lower in the US than other markets.
However, there is a clear untapped demand with a third of
fans keen to attend but unable to, mostly due to availability,
affordability or convenience.

Music concerts, sporting events and music festivals are the
three leading ticketed live event formats in the US. Smaller
venues and sporting events drive more frequent attendance.
Rock and hip hop/rap both run meaningfully above the UK
and AU. R&B/soul and country preferences are stronger here
than in either of the other two markets specifically, not just
stronger than a blended global figure, and this market has
less emphasis on pop.

This suggests an opportunity to unlock participation through

better-value offers, improved access and event propositions
that reflect local genre preferences.

°
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34%

wanted or tried to attend
but didn’t

Q1. Which of the following event types have you attended in the past 12 months?
Q3. Which of the following music genres have you seen live in the past 12 months?
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Genre of music attended amongst

Event type attended concert/festival/club goers
Musicconcerts - [EERE Rock Ak
Hip hop /Rap 43%
Pop 35%
Music Festivals RSB/ Soul oy
Comedy shows Country 28%

Metal / Punk 18%
Kids & family events

Indie / Alternative 16%

Theatre / musicals / plays
/ musi [ play Jazz /Blues 15%

Arts /film / writers / food & drink festivals Electronic / Dance (e.g. EDM, House, Techno) 14%

Musical Theatre / Show Tunes 14%
Club shows /DJ events

Classical 10%

Live podcasts / talks

K-pop / J-pop / Canto-pop 9%

World Music (e.g. Afrobeat, Latin, Desi) 9%
Reggae / dub 9%

Folk/ Americana 8%

o
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INTHEUS
THE REASON
ASOFTENASIT'S .
THE REASONNOT

Affordability is the most-cited

reason American fans attend and

one of the biggest reasons they

don’t. The payoffthey’re welghmg
agg:tngt;s among the highestin
this

On every emotional measure in this study, American fans sit above
the other two markets surveyed. Live as release, as escape from
the everyday, as the way you spend time with the people you care
about all rate higher than British or Australian fans.

PRICE IS

®
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0 GO,

Price is doing double duty. 60% name ticket price as something
that stops them, and 53% name an affordable price as a leading
reason to attend, again, the highest of the three markets. Those
are answers to two different questions, and they point at the same
thing: in America the decision runs through price whichever way
it's going.

So this isn't a market that needs convincing the night is worth it.
It believes that more firmly than anywhere else. It's a market that
needs the arithmetic to work, and will try the hardest to balance
the equation.

PRICECUTS BOTH WAYS
Ticket price stops o
me buying tickets 60%
An affordable priceis a 539/

leading reason | attend

AMERICANS AREN'TDECIDINGWHETHER
THEY WANT TO GO. THEY'RE WORKING
OUTIFTHEY CAN, AND HOW.

Q5. What are the reasons you choose to buy tickets to live events?

Q7. Please indicate how much you agree or disagree with the following
statements about live events (e.g. concerts, festivals, sports, theatre)
Q8. What stops you from buying tickets to events?

105



GLOBAL MARKET SNAPSHOTS * UNITED STATES

TICKET RESA

E
NOT THE UR

Resale helps US fans access
sold-out events, find better prices
and make last-minute decisions,
evenwhen it costs themmore

Asked which single phrase best reflects their view of resale,
just over half of US fans (51%) pick a functional or matter-of-
fact one: a safety net when plans change, a normal part of
modern ticketing, a convenient way to buy or sell, ora way
into sold-out events. A third (34%) lead with a criticism: that it
mainly benefits scalpers, that the tickets are usually fake or
risky, or that it makes prices feel less accessible. One in
seven say they have no strong opinion at all.

°
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55%

have paid what they
considereda significantly
inflated price atleastonce,

againthe highest

against49%in the UKand
38% in Australia.

USAGE ISHIGHER,BUT SO IS THE BURN.
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Why US fans buy resale tickets

Original tickets were sold out

| found a better price on aresale ticket

| often decide to go at the last minute

| wanted a specific seat/section/ticket-type that was unavailable elsewhere
My friend or family needed to sell their ticket(s)

| changed my mind and wanted a different date/location

It came up as the top option when | searched online

When asked why they usually buy resale, US buyers are
most often chasing something they can't get elsewhere:
asold-out show, the seats they wanted, oradifferentdate

orvenue. Othertimes theyfound a betterprice, orthey
decided to go at the last minute.

o
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CREDIBILITYIS

Onein eight American fans don’t trust

%n‘gofthg most common sources of
information when deciding whether
toattend alive event.

Ticketing platforms are the most trusted source American fans
cited when deciding whether to attend. That lead is just one point
over recommendations from friends and family, and at 43%, is the
lowest platform trust of the three markets, against 49% in both
Britain and Australia.

Below the top two there’s a steep drop. Search, media coverage,
creators and online communities all sit between 17% and 25%. Al
Is trusted by just 6%. And 13% of American fans say they don't
particularly trust any of the options offered.

®
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However, the search finding deserves a double click.

A quarter of US fans name search engines as a trusted source,
and resale buyers who say they usually buy because a listing
came up top when they searched online report ticketing fraud
at 51%, against 33% of other resale buyers. That is an
association ratherthan a cause.

Listings at the top of search engines are often bought. A 2018
review by the US Government Accountability Office found that
white-label resale sites frequently appear as paid search resuits
for venues and events, charging fees sometimes above 40% of
the ticket price and marketing themselves in ways that could
mislead buyers into thinking they were buying from the venue.
Paying for placement is ordinary advertising but building a
website that tries to pass for an official one is not. Deceptive
ticket-selling websites are a pervasive problem across the US.

This has prompted a wave of state-level legislation. Alongside
states like Maryland, Maine, and Oregon, a growing number of
states have now enacted laws banning secondary
marketplaces from using look-alike URLs and deceptive site
designs to mimic official venues.

Q28. When deciding whether to attend a live event, which of the following do you trust the most?
US Government Accountability Office, Event Ticket Sales: Market Characteristics and Consumer Protection Issues, GAO-18-347, April 2018
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Trusted sources of information
when deciding whether to attend

Ticketing or event platforms
Recommendations from friends or family
Search engines

Traditional reviews or media coverage
Social media creators or influencers

Recommendations from online communities (e.g. Reddit, Discord, fan groups)

| don’t particularly trust any of these

Al or automated recommendations

o
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GLOBAL MARKET SNAPSHOTS ¢ UNITED STATES

ol . 8 Y - R&B and soul reach 32% of US music-goers against 24% in
ROCK STlLL -y * 3 ' Britain and 16% in Australia. Country reaches 28% against
- | g 17% in both. Two genres that are minority interests elsewhere
F3 I’ ERch. Hlp - OP are mainstream here.

The United States is the only one of the three markets where

Top music genres Americanfans
have seenliveinthelast 12 months

HIPHOP/RAP ROCK

Pop isn't the biggest live genre. Rockis, at 47% of American 40
music-goers, and it still leads clearly from Gen X upward. But GenZ °
not below it. Among Millennials, Rock s fairly level with Hip hop/

Rap, and among Gen Z it has already lost: 60% of American Millennial 48% 49%
Gen Z’s saw Hip hop or Rap live in the past year against just

40% for Rock. Gen X 339, 530,

The two fan bases are shaped differently, too. Hip hop's
American audience sits in the two youngest generations, three Boomer + 8% 41%
quarters of it under 45, whereas Rock’s reach spreads evenly
across all four generations.

Average of all US fans 43% 47%

Q3. Which of the following music genres have you seen live in the past 12 months?
Base: attended a concert, festival, club show or theatre, Q8. What stops you from buying tickets to events?

o
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AMERICA WILL

They pay for that resourcefulness. 46% of American Gen Z met
ticket fraud in the past year and 69% have paid an inflated

sl sy el e | = price, the highest of any generation in any market we surveyed.
F'N B A WAY lN Over 45 the pattern reverses: the third of fans who wanted to go
E EBEE VR F e W AE ERWN and didn'tis mostly Gen X and Boomers, at 42% and 43%,
against 28% of under-45s.
The fang Who WI“ daf l“@ 2030 a‘m Trust is moving with them, but not towards platforms. Platform
a'ready in the data’ and they spllt trust is flat across every American generation under 60, at 44 to
- ol o ’ s vestolald | 46%, and drops only among Boomers. What splits by age is
America down the middle. ; seele A et bug

everything else: 28% of Gen Z trust online communities
against 5% of Boomers, 31% trust creators against 3%, and

This makes America the one market where fairness is still a 15% have bought a resale ticket because it came up first in

competitive position rather than a cost of entry. In Britain, when search, four times the Boomer rate. Under-45s also ask for
the rules arrive, every platform becomes fair by statute. Here, rules least loudly, 78% against 86% of Boomers.

being demonstrably fair stays something a fan can actually

choose between.

@ UNITED STATES

Under 45, Americans find away in. Only 19% of Gen Z and 23%

of Millennials V.VOUId walk away from a ticket that costs _more than US fans carry the most damage of the three regions: The highest rates of fraud
expected, against 51% of Boomers, and they name price as a and inflated prices. The lowest trust in ticketing platforms. And the largest
barrier far less often, 52% of Gen Z against 73% of Boomers. share of fans who wanted to go and didn’t.

[
t |xe| % ieuve EQUATION, 2030 — THE FUTURE OF TICKETING 112



GLOBAL MARKET SNAPSHOTS ¢ UNITED STATES




SUMMARY

TOEA

AS
AR ‘ ITS PLACE
BYZOS%SO WILL

ERYPLATFO

In2020 Feople guarded their money.
In 2025 they guard theirtime, and the
gap is still widening.

By 2030 aticket is no longer a purchase, it’s a bid for someone's
evening, their friends' evenings, and their faith that the night will
pay all of it back. The fans who will decide whether the payoffis
there are already in this data: they are the under 30s who go out
the most, get burnt the most, trust platforms about the same as
everyone else, and trust their friends, their communities and their
creators alot more. Beyond Gen Z, here’s what else we think will
shape live as we approach 2030.

°
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THETICKET BECOMES APLANYOU JOIN,NOTATHING
YOU BUY. It’'s bought by a group, split without a spreadsheet, and
passed on when someone drops out at the price it was bought for.
Everything wrapped around the room, from onsale to exit, either
protects the feeling or gets cut.

FAIRMIGHT STOPBEING A SELLING POINT.ITDEPENDS
WHO MOVES FIRST. If Britain's Ticket Tout Ban Bill passes, fair
becomes the law there and stops separating one platform from
another. If Washington keeps leaving it to the states, fair stays a
choice a fan makes. Australia keeps buying from whoever already
behaves. Either way, the trust goes to whoever built fair before it
became mandated.

THE MACHINE COULD FINALLYEARN A FAN'S TRUST.
UNLESSIT'SSOLD TO THEHIGHEST BIDDER. A feed already
knows which show a fan would have missed. The question for 2030 is
whether it says so, or sells that spot to whoever pays. Sell it, and the
smarter it gets the less fans believe it. The industry decides which,
not the technology.
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