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AN ONGOING pulse on fan’s  
emotional GPS as we navigate  
the future of live events.

What’s Inside:

NEW FAN ALERT:  
A FULLER PICTURE 

A closer look at fans’ return 
timelines across the country. 

FAN CONFIDENCE:  

A demographic deep dive 
into fan behavior. 

NEW FAN EXPECTATIONS:  

The most desired safety 
precautions and capacity by 
fans. 

Featuring new results and updates from surveys  
of over    5,000 fans     between 4/24 - 5/17.
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Executive Summary:

01
02
03

Fan Beat
Know your audience. Understand who you're 
speaking to — Early, Middle or Late Returners — to 
ensure you hit the right notes and instill confidence. 

Think outside the box — all the way out into the        
parking lot. Consider new and fresh approaches to       
venue configurations. Think smaller audiences and     
outdoor seating.  

As uncertainty continues, it's important to track             
shifting trends. Keep an eye on key fan demographics and 
tailor your response accordingly in order to build trust.   
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Because there are varying degrees of comfort levels with 
returning to live events, our research and data has identified 
three fan segments that we’d like to double-click on —  
Early Returners, Middle Returners, Late Returners.
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Prepare for Three waves of fans
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Here’s a snapshot of three fan profiles to consider as we reimagine the live event landscape. 

Spontaneous, adventurous, and trusting. 

36% OF FANs

Early returner

Family, health conscious, and planners.

34% OF FANs

Middle returner

Cautious, independent, information-seekers.

30% OF FANs

Late returner

“Let’s get back to living!  
We got this!”

“What if there’s a new wave of 
infection in fall?”

“I won’t be attending live events 
until there are   vaccinations.” 
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Lean into being “the first ones back” 
with this segment, especially because 
they are spontaneous and over index 
on LMT buying. Also consider this 
group as an opportunity to test some 
of your early reopening strategies.

Hand sanitizer? cool. 

But anything else, like social 

distance seating, no GA, and 

masks are a turn-off. 

Career over collegeSome college, income <$100K, but career is what drives me.

Trust the system

If mandates are lifted, and 

events are ready, I’m game.

size does not matter 

Venue size, indoor or outdoor, 

makes no difference. 

Young and restless
Under 30, Caucasian male seeking action & adventure so I can get out & go! 

LIVE OMNIVORE
High purchase rate for concerts, festivals and sports. 

Miss live events a                         
great deal or a lot92%

Plan to attend live  
events at the same  
rate as pre-COVID82%

Double-click:  
Early Returner
OUR TAKE:
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Double-click:  
Middle Returner

Healthy is the  
new trendy
Staying fit and 
ahead of the curve 
is my happy place.

Family is everything.Whether it’s friends or family, planning with my fave group of people means a lot.

SPARKLING CLEAN 

VENUE, PLEASE. 

And that goes for your staff’s 

health checks, and loads of    

hand sanitizer all over the venue.

Small & outside? 

Maybe. 
Small - medium sized 

crowds with safe 

distancing feels doable.

QUESTION EVERYTHING.  

It’s not that I don’t trust you,  

I just need to know a bit 

more about the virus. 

CENTER STAGE
High purchase rates for theater, moderate for concerts and sports.

Offer this segment opportunities        
to “learn more” online and through 
content. Pod seating to promote 
family and group experience may 
ease them back to events with       
more confidence.

Miss live events a                      
great deal or a lot89%

Plan to attend live  
events at the same  
rate as pre-COVID60%

OUR TAKE:
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Double-click:  
Late Returner

SMALL AND OUTSIDE.  

I realize this type of venue is 

not in abundance, which is 

why you will not be seeing 

me at events for a while.

I CRAVE ROUTINE.

MASKS ARE A MUST.
As well as explicit safe distancing rules for guests and staff.

Information is everything.
If safety and policies are not clear and available, then neither am I.

ARTS LOVER
High ticket purchase 
rates for theater and 
the arts. 

Believe it when 
I See it.
Believe it even more when there’s a vaccine.

Although it will be a slow pace     
back, providing timely information 
immediately online so they can       
“see it for themselves” is key.    
Evidence is confidence. If there         
are some unchanged routines from      
pre-COVID, this could appeal to     
their love for constancy.

OUR TAKE:

Miss live events a                      
great deal or a lot83%

Plan to attend live  
events at the same  
rate as pre-COVID35%

88

Routines and scheduling 
are important to me and 

it's simply not the same 
in quarantine.
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While fans continue to express optimism about 
attending live events again, our latest findings 
indicate that they are being more realistic about 
the impact from COVID-19. This section highlights 
trends we’re seeing since our last Fan Beat. 
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Fans Want to Return Soon,  
but Are More Cautious

APR. 10 - 24 MAY 8 - 17APR. 24 - MAY 4

The lines represent the 
cumulative % of fans   
predicting when they plan to 
attend live events within X 
months of COVID-19 restrictions 
lifting, based on when they    
were surveyed.

Early Returners stayed most 
consistent, dropping only 1%       
in planning for an early return.    
Mid and Late Returners 
averaged an -8% drop in 
projected attendance from     
mid-April to late May.

1 Month 2 Months 3 Months 4 Months 5+

60%

53%

72%

62%

79%

69%

77%

41%

40%

85%
Early Middle Late
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Washington D.C. 

Charlotte 

New York 

Tampa 
Houston 

Los Angeles 

Seattle 

Denver 
Chicago 

Cities that were heavily 
impacted, like New York  
will over index on Late 
Returners, while cities      
like Denver show a         
high percentage of       
Early Returners.

Nationwide  
Snapshot:  
All Returners
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Early returners
• Skews Male 

• Less Diversity 

• Lower Range of Income 

• Less Educated  

• More Kids than Average 

• Attends More Sports Events

Late returnersMiddle returners
• Skews Male 

• More Diversity 

• Middle Range of Income 

• More Educated 

• Less Kids than Average 

• Attends Sports, Theater 
and Concerts Equally 

• Skews Female 

• More Diversity 

• Income Trends Higher 

• More Educated 

• Less Kids than Average 

• Attends More Arts & Theater

Testing 1, 2, 3: Geography and Demographics
A deep dive into some representative cities — that speak volumes about the bigger picture. 

Identifying which types of returners are in your local market will help you successfully 
position, organize and market as events start coming back. Look to cities similar to 
Denver to find out what venues are doing right (or wrong) at the outset.

OUR TAKE:

Denver Orlando San 
Francisco
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Comparing 
Financial & 
Safety 
Concerns 

Which is a bigger source of concern 
for you in returning to live events?

64%

4%

25%

7%

Both

Neither

Having money 
to spend

Feeling like it’s safe to be in a crowd
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Even though 49% of fans have already 
felt a financial impact from COVID-19, 
the bigger source of concern is feeling 
safe in a large crowd — which has 
remained pretty consistent from mid-
April to late May.
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New Fan
expectations

Health and safety precautions have the most 
influence on fans when deciding if they will attend 
an event. Capacity and layout also continue to 
matter, as our May results are showing a trend for 
outdoor preference with smaller crowds.

14
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Pricing Counts, 
but Live 
Counts for 
(A Lot) More
While almost half of fans say 
they've been financially impacted 
by COVID, it hasn't seemed to 
impact fans' enthusiasm to return 
to live — and expectations 
surrounding price reductions have 
actually fallen over time. 

29%
of fans expect that prices will fall 
over time, this number has 
continued to drop from 38% in 
April.

49%
of fans have already felt a financial 
impact from COVID-19, does not seem 
to have a significant impact on their 
intention to return to live events.
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DISCOUNT 
DELIBERATELY  
Even with a significant price 
reduction, the potential revenue 
from increased ticket sales may 
not offset the value sacrificed by 
discounting.

Our models show that over time any 
revenue gained by discounting tickets is 
likely to drop-off.  Focus on getting the 
word out to get fans in the door and if 
you do offer discounts, target Early 
Returners as they're more likely to 
respond positively. 

OUR TAKE:
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TOP Precautions THAT 
ATTRACT AND REPEL FANS

When fans are required 
to wear masks

30%

When there's no outside 
blankets or chairs allowed

21% 

With increased cleaning 
and sanitization of venues

When hand sanitizer stations 
are throughout the venue

66%78%

Most desired Least desired
OUR TAKE:

Overall, fans are much more interested in what precautions venues are 
taking than what is expected of them. Consider emphasizing on-site and 
staff safety measures to reassure fans they're in safe (sanitized) hands.

more likely more likely LESS likely LESS likely



% MORE Likely to Attend

25 50 75 100

How FAN Safety Precautions 
Influence Their DECISION TO ATTEND

Hand sanitizer stations 
throughout the venue

Specific check-in times to enter venue, 
reducing lines at entrance

Social distance requirements at 
entrance lines

Temperature check for fans 
at entrance

All fans required to 
wear masks

No general admission (only 
seated shows)

Cash-free transactions only (only 
debit or credit cards or phone)

Clear bags only allowed to 
reduce security interactions

No outside blankets, chairs or baskets 
allowed into outdoor events

66% 2% 

59% 8% 

53% 11% 

51% 11% 

46% 30% 

40% 12% 

37% 5% 

31% 10% 

17% 21% 

% LESS Likely to Attend
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% MORE Likely to Attend

25 50 75 100

Increased cleaning and 
sanitization of venue

Employee temperatures taken 
when they report to shift

Venue cooks/food preparers 
required to wear masks and gloves

All venue staff required to 
wear masks and gloves

No roving vendors/hawkers 
selling food

Pre-packaged 
merchandise only

Only pre-packaged food (no 
grilled or prepared foods)

Pre-mixed/packaged 
cocktails only

78% 2% 

66% 3% 

66% 3% 

59% 6% 

35% 9% 

24% 7% 

19% 19% 

19% 12% 

% LESS Likely to Attend

19

How Venue & Staff Precautions 
Influence Their DECISION TO ATTEND
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LAYOUT and 
CAPACITY 
Continue 
to Matter

POST COVID-19, I will be comfortable 
at events that take place:

52% 

BOTH OUTDOOR & INDOOR

66% 

APRIL MAY

34% 

Outdoor Only

23% 

APRIL MAY

POST COVID-19, I will be comfortable 
attending events at venues of this size:

24% 

ONLY <2k CAPACITY

27% 

APRIL MAY

20% 

>20k CAPACITY

31% 

APRIL MAY

Since we’re seeing an uptick in fans’ 
concerns around layout and capacity, 
consider reevaluating your pricing 
strategies to optimize ticket revenue. 

Average capacity sought  
for post-COVID events 54%

OUR TAKE:
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Stay tuned for Volume 3:  

coming soon




