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“While the RoI events and tourism sector has been doing
well during 2014-15, within NI lower economic recovery
has somewhat stalled growth in the events and festivals

market. With the fallout of Brexit likely to further dampen
NI consumer confidence, it could see less spend overall on

events.”
– Brian O’Connor, Senior Consumer Analyst

This report looks at the following areas:

Attendance of events and festivals continues to improve in Ireland – more so within RoI in 2016, which
has helped to boost revenues generated from these events – attracting greater levels of both domestic
and overseas visitors. Moving forward, ticket price inflation will continue to be an issue for consumers,
while increasingly consumers will use technology such as contactless payment while at these events.
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NI Toluna data
Figure 36: Types of events or festivals visited by consumers in the last 12 months, by demographics, NI, June 2016

Figure 37: Types of events or festivals visited by consumers in the last 12 months, by demographics, NI, June 2016 (continued)

Figure 38: Types of events or festivals visited by consumers in the last 12 months, by demographics, NI, June 2016 (continued)

Figure 39: Types of events or festivals visited by consumers 1-2 years ago, by demographics, NI, June 2016

Figure 40: Types of events or festivals visited by consumers 1-2 years ago, by demographics, NI, June 2016 (continued)

Figure 41: Types of events or festivals visited by consumers 1-2 years ago, by demographics, NI, June 2016 (continued)

Figure 42: Types of events or festivals consumers would consider visiting in the future, by demographics, NI, June 2016

Figure 43: Types of events or festivals consumers would consider visiting in the future, by demographics, NI, June 2016 (continued)

Figure 44: Types of events or festivals consumers would consider visiting in the future, by demographics, NI, June 2016 (continued)

Figure 45: Types of events or festivals consumers have not visited and would not consider visiting in the future, by demographics, NI,
June 2016
Figure 46: Types of events or festivals consumers have not visited and would not consider visiting in the future, by demographics, NI,
June 2016 (continued)
Figure 47: Types of events or festivals consumers have not visited and would not consider visiting in the future, by demographics, NI,
June 2016 (continued)
Figure 48: Factors (excluding cost of ticket) that would encourage consumers to attend more events, concerts and/or festivals, by
demographics, NI, June 2016
Figure 49: Factors (excluding cost of ticket) that would encourage consumers to attend more events, concerts and/or festivals, by
demographics, NI, June 2016 (continued)
Figure 50: Factors (excluding cost of ticket) that would encourage consumers to attend more events, concerts and/or festivals, by
demographics, NI, June 2016 (continued)
Figure 51: If consumers have used or would consider using secondary (fan-to-fan) ticketing website (eg Seatwave, Viagogo etc) to
buy/sell tickets, by demographics, NI, June 2016
Figure 52: If consumers have used or would consider using event or promoter’s Facebook/Twitter page to buy tickets, by
demographics, NI, June 2016
Figure 53: If consumers have used or would consider using a service which alerts them when bands or artists they like are playing in
their area (eg Songkick, Eventful etc), by demographics, NI, June 2016
Figure 54: If consumers have used or would consider using a service where you can request that a band or artist comes to your area
when they tour (eg Eventful, WeDemand, Bandsintown etc), by demographics, NI, June 2016
Figure 55: If consumers have used or would consider using a ticket-buying app on smartphone/tablet (eg Ticketmaster, O2 Academy),
by demographics, NI, June 2016
Figure 56: If consumers have used or would consider using an app on smartphone/tablet that tells you about last-minute availability of
music concert tickets, by demographics, NI, June 2016
Figure 57: If consumers have used or would consider using a mobile wallet (ie pay with your smartphone – eg Google Wallet, Apple
Pay) to pay for things at a concert or festival, by demographics, NI, June 2016
Figure 58: If consumers have used or would consider using a contactless wristband (pre-loaded with a set amount of credit) to pay for
things at a concert or festival, by demographics, NI, June 2016
Figure 59: If consumers have used or would consider using a contactless wristband that restricts ability to buy alcohol at events for
underage visitors (under 18), by demographics, NI, June 2016

RoI Toluna data
Figure 60: Types of events or festivals visited by consumers in the last 12 months, by demographics, RoI, June 2016

Figure 61: Types of events or festivals visited by consumers in the last 12 months, by demographics, RoI, June 2016 (continued)

Figure 62: Types of events or festivals visited by consumers in the last 12 months, by demographics, RoI, June 2016 (continued)

Figure 63: Types of events or festivals visited by consumers 1-2 years ago, by demographics, RoI, June 2016

Figure 64: Types of events or festivals visited by consumers 1-2 years ago, by demographics, RoI, June 2016 (continued)

Figure 65: Types of events or festivals visited by consumers 1-2 years ago, by demographics, RoI, June 2016 (continued)

Figure 66: Types of events or festivals consumers would consider visiting in the future, by demographics, RoI, June 2016

Figure 67: Types of events or festivals consumers would consider visiting in the future, by demographics, RoI, June 2016 (continued)

Figure 68: Types of events or festivals consumers would consider visiting in the future, by demographics, RoI, June 2016 (continued)

Figure 69: Types of events or festivals consumers have not visited and would not consider visiting in the future, by demographics, RoI,
June 2016
Figure 70: Types of events or festivals consumers have not visited and would not consider visiting in the future, by demographics, RoI,
June 2016 (continued)
Figure 71: Types of events or festivals consumers have not visited and would not consider visiting in the future, by demographics, RoI,
June 2016 (continued)
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Figure 72: Factors (excluding cost of ticket) that would encourage consumers to attend more events, concerts and/or festivals, by
demographics, RoI, June 2016
Figure 73: Factors (excluding cost of ticket) that would encourage consumers to attend more events, concerts and/or festivals, by
demographics, RoI, June 2016 (continued)
Figure 74: Factors (excluding cost of ticket) that would encourage consumers to attend more events, concerts and/or festivals, by
demographics, RoI, June 2016 (continued)
Figure 75: If consumers have used or would consider using secondary (fan-to-fan) ticketing website (eg Seatwave, Viagogo etc) to
buy/sell tickets, by demographics, RoI, June 2016
Figure 76: If consumers have used or would consider using event or promoter’s Facebook/Twitter page to buy tickets, by
demographics, RoI, June 2016
Figure 77: If consumers have used or would consider using a service which alerts them when bands or artists they like are playing in
their area (eg Songkick, Eventful etc), by demographics, RoI, June 2016
Figure 78: If consumers have used or would consider using a service where you can request that a band or artist comes to your area
when they tour (eg Eventful, WeDemand, Bandsintown etc), by demographics, RoI, June 2016
Figure 79: If consumers have used or would consider using a ticket-buying app on smartphone/tablet (eg Ticketmaster, O2 Academy),
by demographics, RoI, June 2016
Figure 80: If consumers have used or would consider using an app on smartphone/tablet that tells you about last-minute availability of
music concert tickets, by demographics, RoI, June 2016
Figure 81: If consumers have used or would consider using a mobile wallet (ie pay with your smartphone – eg Google Wallet, Apple
Pay) to pay for things at a concert or festival, by demographics, RoI, June 2016
Figure 82: If consumers have used or would consider using a contactless wristband (pre-loaded with a set amount of credit) to pay for
things at a concert or festival, by demographics, RoI, June 2016
Figure 83: If consumers have used or would consider using a contactless wristband that restricts ability to buy alcohol at events for
underage visitors (under 18), by demographics, RoI, June 2016
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