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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:

BUY THIS
= Consumer willingness to spend versus average ticket prices REPORT NOW

= Event goers’ willingness to travel and interest in online streaming
= Creating a more engaging VIP experience

VISIT:
This report explores how much consumers are willing to spend on average for admission as well as store. mintel .Ccom
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. CALL
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Figure 71: Spending on general and VIP admission, by race/Hispanic origin, September 2014
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Figure 103: Spending on general and VIP admission (mean), by repertoire of types of live events attended in the past 12 months,
September 2014

Figure 104: Spending on general and VIP admission, by repertoire of types of live events attended in the past 12 months, September
2014

Figure 105: Interest in VIP benefits — Any rank, by repertoire of types of live events attended in the past 12 months, September 2014

Figure 106: Attitudes and opinions regarding live entertainment, by repertoire of types of live events attended in the past 12 months,
September 2014
Figure 107: Spending habits during live events, by repertoire of types of live events attended in the past 12 months, September 2014

Appendix — Social Media

Key brand metrics
Figure 108: Key social media indicators of selected live entertainment brands, November 2014

Online conversations
Figure 109: Online mentions, selected live entertainment brands, Nov. 10, 2013-Nov. 9, 2014

Brand usage or awareness
Figure 110: Brand usage or awareness, September 2014

Figure 111: Live Nation usage or awareness, by demographics, September 2014
Figure 112: Ticketmaster usage or awareness, by demographics, September 2014
Figure 113: Eventbrite usage or awareness, by demographics, September 2014

Figure 114: Tickets.com usage or awareness, by demographics, September 2014

Activities done
Figure 115: Activities done, September 2014

Figure 116: Live Nation — Activities done — | have looked up/talked about this brand online on social media, by demographics,
September 2014

Figure 117: Live Nation — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
September 2014

Figure 118: Live Nation — Activities done — I follow/like the brand on social media because, by demographics, September 2014

Figure 119: Live Nation — Activities done — | have researched the brand on social media to, by demographics, September 2014

Figure 120: Ticketmaster — Activities done — | have looked up/talked about this brand online on social media, by demographics,
September 2014

Figure 121: Ticketmaster — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
September 2014

Figure 122: Ticketmaster — Activities done — | follow/like the brand on social media because, by demographics, September 2014

Figure 123: Ticketmaster — Activities done — | have researched the brand on social media to, by demographics, September 2014

Figure 124: Eventbrite — Activities done — | have looked up/talked about this brand online on social media, by demographics,
September 2014

Figure 125: Eventbrite — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
September 2014

Figure 126: Tickets.com — Activities done — | have looked up/talked about this brand online on social media, by demographics,
September 2014

Figure 127: Tickets.com — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
September 2014

Figure 128: Tickets.com — Activities done — | follow/like the brand on social media because, by demographics, September 2014

Figure 129: Tickets.com — Activities done — | have researched the brand on social media to, by demographics, September 2014
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