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“Even among consumers who are the most likely to attend
live events, there is some frustration regarding the value

they receive in exchange for what they pay. Therefore,
increasing the perceived value of admission will likely drive

engagement, while better targeting for specific types of
promotions will help lead already engaged consumers to

spend more.”
– Bryant Harland, Technology and Media Analyst

This report looks at the following areas:

• Consumer willingness to spend versus average ticket prices
• Event goers’ willingness to travel and interest in online streaming
• Creating a more engaging VIP experience

This report explores how much consumers are willing to spend on average for admission as well as
their interest in making other purchases during an event. Other topics covered in this report include:
attitudes and opinions about the live event experience, factors that influence which events consumers
go to, interest in various VIP admission benefits, and consumers’ preferred payment methods.
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Figure 42: Repertoire of live events attended in the past 12 months, by presence of children in household, September 2014
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Figure 71: Spending on general and VIP admission, by race/Hispanic origin, September 2014

Willingness to spend on admission (cross-analysis)
Figure 72: Spending on VIP admission by spending on general admission, September 2014

Figure 73: Spending on general admission, by spending on VIP admission, September 2014

Figure 74: Spending on VIP admission (mean), by spending on general admission, September 2014

Figure 75: Spending on general and VIP admission (mean), by live events attended, September 2014

Figure 76: Spending on general and VIP ADMISSION (mean), by live events attended, September 2014 (continued)

Figure 77: Spending on general and VIP admission (mean), by intent to attend live events in the next 12 months, September 2014

Figure 78: Spending on General and VIP admission (mean), by visits websites at least once per day, September 2014

Figure 79: Spending on general and VIP admission (mean), by visits websites at least once per day, September 2014 (continued)

Interest in VIP benefits
Figure 80: Interest in VIP benefits – Any rank, by age, September 2014

Figure 81: Interest in VIP benefits – Any rank, by household income, September 2014

Figure 82: Interest in VIP benefits – Any rank, by race/Hispanic origin, September 2014

Interest in VIP benefits (cross-analysis)
Figure 83: Interest in VIP benefits – Any rank, by spending on VIP admission, September 2014

Figure 84: Interest in VIP benefits – Any rank, by spending habits during live events, September 2014

Figure 85: Interest in VIP benefits – Any rank, by spending habits during live events, September 2014 (continued)

Attitudes and opinions regarding live entertainment
Figure 86: Attitudes and opinions regarding live entertainment, by household income, September 2014

Figure 87: Attitudes and opinions regarding live entertainment, by household size, September 2014

Figure 88: Attitudes and opinions regarding live entertainment, by Generation X parents, September 2014

Figure 89: Attitudes and opinions regarding live entertainment, by Baby Boomer parents, September 2014

Figure 90: Attitudes and opinions regarding live entertainment, by visits social media websites at least once per day, September 2014

Figure 91: Attitudes and opinions regarding live entertainment, by visits social media websites at least once per day, September 2014
(continued)

Spending habits during live events
Figure 92: Spending habits during live events, by gender and age, September 2014

Figure 93: Spending habits during live events, by race/Hispanic origin, September 2014

Figure 94: Spending habits during live events, by household size, September 2014

Figure 95: Spending habits during live events, by parents with children in household, September 2014

Figure 96: Spending habits during live events, by spending on general admission, September 2014

Preferred payment methods for admission
Figure 97: Preferred payment methods for tickets – Willing to use, by gender and age, September 2014

Figure 98: Preferred payment methods for tickets – I most prefer this, by household income, September 2014

Figure 99: Preferred payment methods for tickets – I most prefer this, by race/Hispanic origin, September 2014

Repertoire analysis of live event attendance
Figure 100: Repertoire of live events attended in the past 12 months, by household income, September 2014

Figure 101: Types of live events attended in the past 12 months – Did not attend but wanted to, by repertoire of types of live events
attended in the past 12 months, September 2014
Figure 102: Intent to attend live events in the next 12 months, by repertoire of types of live events attended in the past 12 months,
September 2014

Report Price: £2466.89 | $3995.00 | €3133.71

Live Entertainment - US - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/679898/
mailto:reports@mintel.com


Figure 103: Spending on general and VIP admission (mean), by repertoire of types of live events attended in the past 12 months,
September 2014
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2014
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