
April 2025 

Consultation on the Resale of Live Events Tickets - UK 

Music Submission 
 

Executive Summary 

 

UK Music believes that the online secondary ticketing market is exploiting music fans 

by allowing touts to profit from events at their expense. These platforms are flooded 

with tickets obtained illegally and resold at inflated prices, denying ordinary fans fair 

access to events. 

To combat this, the Government should introduce a price cap on ticket resales.  

We suggest a cap where the seller can recover the full amount they paid for the 

original ticket, including fees, without making a profit; while the resale platform 

can add up to 10% to cover operational costs.  

If you bought a ticket for £50 (£40 plus £10 fees), you could list it on a resale 

platform for £50 and recoup your costs. The resale platform would then charge no 

more than £55 to a new buyer, with the uplift allowing the platform to cover their 

costs. In essence, it is a 0% cap on the seller and a 10% cap on the resale platform.   

This position aligns with FanFair Alliance, who have led the campaign against 

industrial-scale ticket touting since 2016. The Competition & Markets Authority have 

also endorsed a price cap, and we believe there is widespread support for a cap 

throughout the live music industry. 

 

To simplify implementation and enforcement, the cap should apply to all live events 

without exceptions or an opt-in process, eliminating any potential loopholes. 

 

There are several other measures we believe should be implemented, irrespective of 

a price cap being introduced: 

• Sellers should not be allowed to list more tickets for an event than one 

individual is permitted to buy on the primary market. 

• Platforms should be required to verify that the seller owns the ticket before it 

is listed for resale. 

• Platforms must ensure that key information, such as the original price and the 

ticket’s location within the venue, is verified before listing on their website. 
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1. UK Music is the collective voice of the UK’s world-leading music industry. UK Music 

represents all sectors of the music industry – bringing them together to collaborate, 

campaign and champion music. A full list of UK Music members can be found in 

Annex A. 

 

Part 2: Understanding the Ticketing Market 

 

Question 1: We invite you to share any additional information or evidence you have 

concerning the live events sector, the pricing of tickets in the primary market, and/or 

the impacts of secondary ticketing markets on consumers and the live events sector. 

 

Secondary Ticketing Websites.  

2. When we refer to secondary ticketing websites, we are referring to platforms that 

allow for uncapped resale of tickets. These platforms are all based offshore, 

employing few, if any UK workers. The tickets advertised on these websites are 

supplied predominantly by large-scale touts. While there are a range of sites 

operating that we are concerned about, the largest secondary ticketing platforms 

operating in the UK are: 

• Viagogo – Registered in the Switzerland with a parent company in Delaware.  

• StubHub International – Based in the Spain and owned by a Boston-based 

investment fund. 

• Vivid Seats – Based in the U.S.  

• Gigsberg - Registered in Switzerland.  

• Ticombo - Operates from Germany, Switzerland and Bulgaria.  

 

Consumer Perceptions of Secondary Ticketing 

3. According to research by the FanFair Alliance:  

• 80% of respondents said that secondary ticketing services were “ripping off 

the fans”. 

• 68% said they would attend fewer gigs because of the amount they have 

spent on over face-value tickets.1  

 

Inflated Prices on Secondary Ticketing Platforms 

4. O2 estimates that touts are costing music fans more than £145m a year on tickets. 

This figure does not include exploitation of sports, theatre or comedy fans, and so is 

likely much higher. 

 

5. Tickets for Taylor Swift’s Eras Tour in the UK that went on general sale for £110 were 

soon on secondary ticketing sites for up to £2,600.  
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6. On StubHub International, one trader is currently listing 20 tickets for Olivia Rodrigo’s 

Hyde Park show on 27th June at £6,507 each - a 3618% mark-up on their original 

cost price of £175.00 (inclusive of fees). 

 

7. Another trader on Ticombo is currently listing 10 tickets for Black Sabbath’s charity 

show at Villa Park Birmingham at £1,425 each - a 470% mark-up on their original 

price of £250.2 

 

8. The money generated from selling these tickets at inflated prices is not benefitting 

the music industry. Revenue from live events should be reinvested in the music 

ecosystem - supporting artists, songwriters, venues, and other parts of the industry - 

rather than lining the pockets of resellers who exploit demand without adding value 

to the sector. 

 

Ticket Harvesting, Bots and Speculative Selling 

 

9. Tickets advertised by these websites are supplied either predominantly or exclusively 

listed by large-scale touts. 

 

10. Research by ITV News and FanFair Alliance looked at resale tickets for 174 festivals 

and outdoor events over a period of three months. Over two-thirds of tickets were 

being sold by just three so-called “traders”, with a combined face value of around 

£730,000. The total they were attempting to sell them for, though, was much higher - 

an estimated £1.7 million.3 

 

11. A large portion of the tickets on secondary platforms are being advertised 

speculatively. A 2021 Guardian investigation alleged that tickets worth over £1 million 

were being speculatively advertised on Viagogo.co.uk.4 

 

12. Bots are often used to buy out large volumes of tickets illegally. Research from O2 

found that they stopped 50,000 suspected bots from entering its Priority platform in 

just a six-week period.5 

 

13. While speculative selling is supposed to be banned on the platforms, many touts just 

give fake information to the platforms. In 2025, dozens of Sabrina Carpenter fans 

were reportedly turned away from her OXO Hydro show after being sold fake tickets 

through Viagogo. 

 

Part 3: Tackling the Incentives Behind Touting 

 

https://drive.google.com/file/d/1Cl-PHw0mq7_7X5tkoyn85IGfvsxdpb3R/view?usp=share_link
https://drive.google.com/file/d/1Cl-PHw0mq7_7X5tkoyn85IGfvsxdpb3R/view?usp=share_link
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Question 2: What is the maximum uplift that you think should be applied if ticket 

resales were to be subject to a price cap? Please state the reason for your selection. 

 

14. We propose that the maximum uplift should be capped at 10%. This cap should be 

applied when the new buyer purchases the ticket, not when the seller lists it. 

This means that sellers can recoup the full price that they already paid for the original 

ticket, including fees. This is in line with existing capped resale platforms that allow 

sellers to recoup their costs without profiting from resale. 

 

15. Platforms would likely charge a 10% fee on the new buyer, as this is the maximum 

uplift allowed under this cap. This ensures that resale platforms can cover 

operational costs while still complying with the cap. 

 

16. In practice, this works as follows: If you bought a ticket for £50, you could list it on a 

resale platform for £50 and recoup your costs. The resale platform would then 

charge no more than £55 to a new buyer.  

 

17. In essence, this is a 0% cap on the seller and a 10% cap on the resale platform. 

 

18. A cap at the higher end, 20% or more, does not go far enough to protect consumers 

from inflated prices and could still lead to exploitative reselling practices. Meanwhile, 

a cap that is too low may impact the operational viability of capped resale platforms. 

  

19. A cap at 10% strikes the right balance in being:  

• Pro-consumer – By protecting fans from inflated prices while keeping the 

resale process simple and transparent.  

• Pro-market - In allowing capped resale platforms to remain commercially 

viable. 

• Anti-tout - By preventing scalpers and touts from exploiting the resale market 

profit. 

 

Question 3: Would the introduction of a price cap be likely to impact the service fees 

charged by resale platforms to both the buyer and the seller? If so, how?  

20. Yes, the introduction of a price cap would likely influence the service fees charged 

by resale platforms. This is why it is important that any uplift applies when the buyer 

purchases the ticket, not when the seller lists it, as this helps to avoid excessive fees 

being charged. A 10% cap when the buyer purchases the ticket means that platforms 

would need to include their service fees within this cap, as the combined resale price 

and service fees cannot exceed the cap.  
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21. Under the cap we are proposing (10%), sellers would not incur any fees charged by 

the resale platform, ensuring they can recoup the face value of their ticket (including 

any fees paid to the primary platform). Buyers, meanwhile, would pay the resale price 

plus any service fees – however, the fees charged by the platform cannot exceed 

10% of the ticket’s face value. This allows resale platforms to cover operational costs 

but preventing them from charging excessive fees. 

 

22. This approach aligns with existing consumer-friendly resale models and helps strike 

a balance between protecting consumers, maintaining market viability, and 

discouraging exploitative reselling. 

 

Question 4: What would be the main operational requirements that need to be in 

place for primary sellers and resale platforms, to ensure original ticket prices can be 

easily identified for the purposes of a resale price cap?  

 

23. To successfully implement the price cap, the original ticket price must be easily 

verifiable. Primary sellers must provide ticket buyers with specified ticket information 

in a readily sharable purchase confirmation. Secondary platforms should then be 

required by law to verify this proof of purchase before listing tickets.  

 

24. There also needs to be clarity that any cap is being applied not to the “face value” of 

the ticket, but to the total ticket cost (i.e., face value + all embedded fees). The 

Consumer Rights Act 2015 currently defines "face value" solely as the ticket's printed 

price. This needs to be clarified to be inclusive of any fees.  

 

25. Resale platforms that fail enforce the price cap for tickets sold via their platform 

should face legally enforceable penalties.  

 

Question 5: What challenges might exist for primary sellers and resale platforms with 

a resale price cap? 

26. If the resale price cap is too low, this may impact the operational viability of capped 

resale platforms. Fees charged by these platforms help to cover customer support, 

fraud prevention systems, and transaction processing.  

 

27. A cap of 10% provides a balance that stops profiteering but allows the resale 

platforms to cover their costs without imposing excessive fees on consumers. 

 

Question 6: If ticket resales were subject to a price cap, should the cap apply to all 

live events taking place in the UK? Please state the reason for your selection.  
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28. Yes, the price cap should apply to all live events, with no opt-in process. This will 

make the cap as simple to implement and enforce as possible. 

Providing Clarity and Preventing Loopholes 

29. A cap covering all live events would create consistency and remove any loopholes 

that unscrupulous operators may seek to exploit. Excluding events based on capacity 

or other criteria would undermine the effectiveness of the cap. For example, smaller 

venues frequently host “underplay” events - where a well-known artist plays a more 

intimate venue than is typical for them. High demand for these underplays can 

significantly drive-up prices. 

 

30. For example, Viagogo’s German supplier (GMBH) listed two tickets for Lucy Dacus’ 

underplay at Sir John Soane’s Museum in London for £1,091 each.6 If smaller venues 

were excluded from the price cap, exploitative touting for shows like this would be 

allowed to continue unchecked.  

Reducing Uncertainty for Intermediaries 

31. A cap applying to all live events would also reduce uncertainty for Google and other 

intermediaries and search engines, making it easier for them to refuse support for 

rogue resale websites. The court case between PRODISS and Google highlights a 

reluctance by search engines to stop taking advertising revenue from companies that 

violate laws.7 Clear, consistent regulations will make it harder for these platforms to 

justify supporting illegal resellers. 

 

Question 7: If a resale price cap did not apply to all live events, what criteria should 

be used to determine which events are in scope? You may select more than one 

option. Please state the reason for your selection.  

32. N/A. We believe that a price cap should be applied on a blanket basis to all live 

events. 

Question 8: If ticket resales were subject to a price cap, should resale above the 

price cap be permitted where tickets are resold for charitable purposes?  

33. No. 

 

Question 9: Aside from charitable purposes, should there be any other 

circumstances where resale above the price cap is permitted? 

34. No, we believe there should be no exceptions to reduce the risk of loopholes being 

found.  
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Question 10: What are the risks, unintended effects or practical problems associated 

with a price cap on ticket resales? How could these be addressed?  

35. Secondary ticketing platforms often argue that price caps lead to unintended 

consequences, such as increased fraud and creating a black market through social 

media. This is untrue.  

 

36. Viagogo MD, Cris Miller, made this argument in 2024, claiming that the introduction 

of a price cap led to $260,000 Taylor Swift ticket fraud in Melbourne and a general 

increase in social media scams.8 

 

37. However, a study by CHOICE, the Australian Consumers’ Association, found that this 

fraud had no link to price caps. Rather, it was driven by scammers hacking into 

Facebook and other social media accounts.9 

 

38. In fact, CHOICE have praised the 10% above face value price cap in New South 

Wales. This cap has reduced inflated ticket prices without increasing fraud. 

 

39. Moreover, a high volume of social media scams continue to occur in the UK, where 

no price cap currently exists. In April 2024, Lloyds Bank issued a warning to UK 

customers, revealing that UK fans have lost more than £1 million on scams largely 

through Facebook marketplace.10 

 

40. While a price cap would not eradicate ticket sales fraud occurring on social media, it 

would make it clearer for fans where they should and should not be buying and 

reselling tickets. A market built around capped resale would create a safer, more 

transparent marketplace, reducing opportunities for exploitation. 

 

Question 11: Should resale platforms be prohibited from allowing sellers to list more 

tickets for an event than one individual is permitted to buy on the primary 

market? Please state the reason for your selection. 

 

41. Yes. Individual touts are frequently listing far more tickets than they are permitted to 

buy on resale platforms. These listings are largely speculative; and if not speculative, 

they will have been acquired illegally.  

 

42. In September 2024, a Cypriot-based company called TG Cyprus Event Services was 

listing 1,596 Oasis tickets through StubHub International.11 Buyers were not 

permitted to purchase more than four tickets per household for this show. TG Cyprus 

Event Services continue to list to list tickets for other shows on the platform. 
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43. The Breaching of Limits on Ticket Sales Regulations 2018 already makes it an 

offence for a person to use software “with intent to obtain tickets in excess of the 

sales limit, with a view to any person obtaining financial gain.”12 However, no 

successful prosecutions have taken place under this legislation. 

 

44. A limit on the number of tickets that a reseller can list could therefore provide an 

additional safeguard, alongside a price cap. Although it should not be considered as 

a replacement for a price cap. This was also a recommendation of the Competition 

and Market’s authority in their 2021 report.13 

 

Question 12: What are the risks of introducing new limits on resale volumes? How 

could these risks be countered?  

45. While the Government is right to raise potential risks, it is important to recognise that 

social media fraud is already endemic in the online ticketing market. This was noted 

in our response to Question 10.  

 

46. Rather than perpetuating further fraud through these channels, the introduction of a 

price cap and other safeguards (such as new limits on resale volumes), will help 

steer consumers towards legitimate sources (i.e., capped resale sites).   

 

47. Targeted volume restrictions would disrupt professional touting without eliminating 

legitimate fan resales. To ensure this works in practice, they can be supported by: 

 

• Strict enforcement: Strong action against those breaching resale volume 

limits, platforms facilitating this, and the search engines promoting these 

listings. 

• Industry commitments: To promoting consumer-friendly resale options and 

ensuring key information about ticket volume restrictions is available.  

• Technological safeguards: Such as wider adoption of mobile tickets, which 

are locked to mobile devices and give promoters greater control over 

transferability.  

 

Part 4: Making Resale Platforms More Accountable 

 

Question 13: Should resale platforms be required by law to verify that the seller 

owns a ticket before it can be listed for resale on their website? 

48. Yes. This needs to be a minimum requirement for secondary ticketing sites, 

irrespective of a price cap being introduced. 
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49. Uncapped resale platforms are rife with speculative listings. A 2021 Guardian 

investigation alleged that tickets worth over £1 million were being speculatively 

advertised on Viagogo. 

 

50. These sites often have little incentive to address this issue, as the volume of 

speculative listings create the illusion of abundant supply on the platforms. Unless 

they are required by law to verify that the seller owns the ticket, mass speculative 

selling will continue on these platforms.  

 

Question 14: Should resale platforms be required by law to verify certain key 

information provided by a reseller about a ticket (for example, original price and 

location within the venue) before it can be listed for resale on their website?  

51. Yes. Section 90 of the Consumer Rights Act 2015 outlines that sellers and platform 

operators have a shared responsibility to ensure that certain information, such as 

original price and seating location, is provided to users.14However, uncapped 

platforms routinely disregard this obligation. Stronger legal obligations are therefore 

needed. 

 

52. Even if a price cap is introduced, some resellers may supply misleading information 

about the ticket (including its face value) so that it can be listed at a higher price. This 

makes these measures essential, even with the introduction of a cap. 

 

Question 15: What steps should ticket resale platforms take to ensure that tickets 

listed on their websites do not breach requirements under consumer law?  

53. The verification processes needed to implement a price cap would help ensure the 

tickets do not breach consumer law requirements. Compliance for capped resale 

platforms would entail verifying the original ticket price, and ensuring that the listing 

is within the cap. 

 

54. Platforms should be held accountable for incorrect ticket information listed on their 

site, and requiring platforms to ensure resellers adhere to ticket limits (as outlined 

above). 

 

Question 16: Should resale platforms be responsible for preventing resale of tickets 

when the primary seller has prohibited resale under their terms and conditions? 

55. Yes. At a minimum, secondary ticketing platforms should include clearly visible 

information on whether a ticket is subject to a restriction on use and, if so, what the 

restrictions are.  
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Question 17: Should consumers be able to obtain refunds for resold tickets 

purchased from professional traders through secondary ticketing platforms? Please 

state the reason for your selection 

56. Other. While it is theoretically fair for consumers to obtain refunds for resold tickets 

purchased from professional traders through secondary ticketing platforms, it is often 

impractical in practice. 

 

57. On most of these platforms, it is nearly impossible for consumers to identify the 

professional trader who sold them a ticket, as the required information is either 

unlawfully withheld, incomplete, or incomprehensible.  

 

58. The focus should be on removing these rogue actors from the ticketing market, not 

adapting to their bad practices.  

Part 5: Enhancing Enforcement 
 

Question 18: Should the government review the levels of penalties available for 

breaches of the Consumer Rights Act and if so, what factors should we consider in 

respect of these? 

59. Yes, the Government should review the levels of penalties for breaches of the 

Consumer Rights Act.  

 

60. Despite widespread and systematic non-compliance by uncapped ticket resale 

platforms, no meaningful sanctions have been imposed, even in cases of blatant and 

repeated violations. Examples of activities where stronger enforcement and penalties 

are needed include: 

 

• Speculative selling. This remains rife on secondary ticketing platforms. For 

example, Ukrainian-based trader “Diana Rebchenko” has listed thousands of 

speculative tickets for UK shows on Viagogo - many of which are still available 

on primary sites at lower prices - yet continues to operate freely on the 

platform.  

• Failure to list relevant information. Between the introduction of the 

Consumer Rights Act 2015 and the CMA serving a court order to Viagogo in 

2018, the FanFair Alliance estimates that every single ticket listed on Viagogo 

was in breach of the law. Listings failed to provide seat locations, face values, 

or trader information, as required under the Consumer Rights Act 2015. 

• Platforms profiting from fraudulent activity. Convicted ticket touts BZZ and 

TQ tickets sold their tickets through secondary platforms, including Viagogo. 

While the touts were prosecuted and faced forfeiture orders, the platforms 



11 
 

facilitating these sales profited from service fees of the fraudulent 

transactions. There is no evidence that these platforms have had to forfeit 

these fees.  

 

61. Strengthening penalties for breaches of the Consumer Rights Act 2015, along with 

other sanctions for exploitative practices, will provide a strong deterrent against 

illegal activity – if adequately enforced. 

 

Question 19: Would a licensing system for resale platforms help to address issues 

on the secondary ticketing market and improve the enforcement of consumer law? 

Please state the reason for your selection. 

62. No, a licensing system would be expensive, complex, and time consuming for the 

Government to implement. Licensing the uncapped resale market, which is rife with 

unlawful activity, would be counterproductive and fail to address the root causes of 

the exploitative practices taking place on the platforms. 

 

63. Licensing resale platforms has not been implemented in any other country. Instead, 

resources should be focused on enforcing existing consumer protection laws against 

fraud and introducing a price cap to curb inflated resale prices. This model of strict 

regulations and price caps has been successfully implemented in several countries, 

including France, Italy, and Ireland.  

 

Question 20: Beyond demonstrating compliance with UK consumer law, should 

licensed platforms be subject to any further requirements? If so, what should these 

requirements be? 

64. As already noted, we do not believe a licensing system should be implemented.  

 

65. If resale platforms persist in breaking UK consumer law, then they should be 

prevented from targeting British consumers. This could be achieved by preventing 

them advertising through search engines, social media platforms or other media 

partnerships, or by blackholing their website.  

 

Question 21: What could be the potential unintended consequences of a licensing 

system?  

66. A licensing system risks diverting crucial resources away from enforcing existing 

anti-touting regulations. The substantial costs of establishing and maintaining such a 

system would be better allocated to strengthening current law enforcement and 

effectively implementing a price cap. 
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Question 22: How might a licensing system interact with other proposals set out in 

this consultation, such as a resale price cap?  

67. Rather than licensing, the priority should be enforcement, both of existing regulations 

and of the proposed price cap. 

 

68. The need for stronger enforcement was highlighted by the CMA in their 2021 

recommendations to the Government, when they stated: “No enforcer has lead 

responsibility or specific ongoing funding for tackling consumer protection issues in 

this sector. Further, of those enforcers with relevant powers, none has all the relevant 

expertise and powers to tackle all the compliance issues in the sector”. 

 

Part 6: Promoting Industry-Led Action to Improve Access for Fans 

 

Question 23: How could participants in the primary market adapt their ticketing 

distribution approach to reduce the likelihood of tickets appearing on the secondary 

market at inflated prices?  

69. Artists with enough market power look to reduce large-scale ticket touting by using a 

combination of consumer-friendly distribution strategies, clear terms and conditions, 

and technological strategies. Artists such as Ed Sheeran, Arctic Monkeys, and Oasis 

have adopted anti touting strategies for their shows, including: 

 

• Limiting ticket purchases per buyer. 

• Allowing resale only through authorised channels at face value or less. 

• Invalidating tickets resold through unauthorised platforms. 

 

70. Additional safeguards frequently used include tickets delivered only to mobile, ticket 

activation on the day of the event, ID verification upon entry, and forensic analysis of 

sales data to identify and cancel touted tickets. Some artists also sell tickets directly 

to fans through mailing lists or use ballot systems to better control supply and 

demand. 

 

71. However, there is no one-size-fits all solution for the to combatting touting, with each 

event presenting unique challenges and a need to balance a fan experience while 

deterring profiteers. Smaller venues, like The Troxy for The Cure’s November 2024 

show, can control a limited number of tickets through a single vendor (in this case, 

3,100 tickets sold through DICE). 
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72. However, larger scale events, such as Oasis’ 2025 UK tour with 1.4 million tickets 

across 17 shows create far more opportunities for rogue actors to attack primary 

ticketing systems with specialist technology, exploit corporate hospitality tickets, or 

speculatively list tickets they do not possess. 

 

73. The burden largely sits on artists, promoters, and primary ticket agents to protect 

fans from exploitation. This is made more difficult by activity on resale platforms 

routinely ignoring clear terms and conditions. For example, in relation to Oasis UK 

tour tickets on sale in August 2024: 

 

• Websites such as Ticombo and SeatsNet were listing tickets before presales 

had even started.  

• Listings on VividSeats failed to provide seat locations and trader details – a 

breach of UK consumer law.  

• VIP Tickets was listing 80 Oasis tickets on Viagogo (face value £9,600) for a 

total of £214,576. 

• One speculative StubHub seller (TG Cyprus Event Services Ltd) was listing 

over 1,500 Oasis tickets the evening they went on sale.15 

 

74. Moreover, the moment tickets went on sale, resale platforms like Viagogo and Vivid 

Seats topped the Google search results without warning consumers that they were 

unauthorised resale site.   

 

75. By contrast, the Oasis’ two shows at Dublin’s Croke Park had zero tickets listed 

across the major secondary ticketing websites. Ireland introduced a cap on resale in 

2021. 

 

76. All of this highlights the that a cap on resale prices is the most effective way to curb 

inflated secondary market prices. Combined with stronger enforcement, this is the 

only way to protect fans and ensure fairer access to tickets. 

 

Question 24: How could the live events sector better enforce ticket resale 

restrictions and harness technology to combat touts and enable more transparent, 

efficient and safer authorised resale for fans? What are the barriers and is there a 

role for government to facilitate this?  

77. There are four primary challenges facing the live events sector with regards to 

implementing effective anti-touting strategies.  
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• Increasing sophistication of attacks on primary ticketing systems. Large 

scale touts are using increasingly advanced methods to bypass restrictions 

put in place by primary ticketing systems. 

• Lack of enforcement of existing consumer protection laws. Existing 

consumer protection legislation is not being adequately enforced, allowing 

large-scale ticket touts to operate freely, and enabling unlawful practices to 

flourish. 

• Misleading marketing by unauthorised resale platforms. Most resale 

platforms give little indication that their activities are unauthorised, or the 

tickets listed are being “resold”. This issue is exacerbated by these platforms 

dominating search engine results, misleading fans into purchasing overpriced 

or invalid tickets. 

• Absence of clear, robust legislation. Strong, clear legislation - such as a 

price cap – will provide greater clarity to uncapped ticket resale websites, 

large-scale ticket touts, and intermediaries such as Google. 

 

78. Many of the technological and distribution measures used to combat these 

challenges are detailed in our response to question 23. However, too much 

responsibility is put on the live events sector to protect fans from exploitation, at 

significant cost. The Government applying and enforcing a price cap is the most 

effective way of redressing this balance and more effectively addressing the 

challenges listed above. 

 

Question 25: How would measures set out in this consultation (notably a price cap) 

interact with incentives for primary sellers to enable more permissive resale and 

transferability of tickets for fans?  

79. The measures outlined in the consultation, particularly the price cap, would 

encourage primary sellers to support more permissive resale by reducing the 

profitability of touting and creating an improved market environment. This would 

reduce the need for restrictive terms on specific platforms which are often used to 

combat touting but can create barriers for fans. The overall market environment 

would be improved by a cap in the following ways: 

 

• Better consumer experience. By capping resale and reducing large-scale 

online touting, consumers will benefit from a fairer and safer ticket-buying 

experience, with fewer falling victim to scams. This will help to rebuild trust in 

the ticketing system amongst fans. 

• Increased ticket sales and attendance at live shows. Addressing uncapped 

resale platforms will reduce the artificial scarcity created by touts, making 

more tickets available for fans at fair prices. With over 90% of live music 
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events not selling out, capped resale will boost consumer confidence, driving 

higher ticket sales and benefitting the entire music ecosystem and wider 

economy. 

• Growth of the capped resale market. Reducing the volume and visibility of 

online ticket touting will create an environment for a consumer-friendly, 

capped resale market to flourish. 
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https://www.iq-mag.net/2023/04/prodiss-backs-landmark-google-resale-verdict/
https://news.pollstar.com/2024/04/18/if-were-looking-for-a-solution-to-ticketing-its-about-working-together-qs-with-viagogo-ceo-cris-miller/
https://news.pollstar.com/2024/04/18/if-were-looking-for-a-solution-to-ticketing-its-about-working-together-qs-with-viagogo-ceo-cris-miller/
https://www.choice.com.au/shopping/everyday-shopping/tickets/articles/taylor-swift-scam-warning
https://www.lloydsbankinggroup.com/media/press-releases/2024/lloyds-bank-2024/lloyds-bank-issues-urgent-warning-over-taylor-swift-ticket-scams.html
https://www.theguardian.com/money/article/2024/sep/07/oasis-ticket-touts-named-resale-sites
https://www.legislation.gov.uk/ukdsi/2018/9780111168950
https://assets.publishing.service.gov.uk/media/61163dd1d3bf7f63a54f5f94/Secondary_Tickets_Report.pdf
https://assets.publishing.service.gov.uk/media/61163dd1d3bf7f63a54f5f94/Secondary_Tickets_Report.pdf
https://www.legislation.gov.uk/ukpga/2015/15/section/90
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Annex B – UK Music Members  
 

UK Music’s membership includes:  

AIM - Association of Independent Music – The trade body for the independent 

music sector and community which make up a third of the UK’s recorded music 

market alone. Representing 1000+ independent record labels and associated 

businesses, AIM’s members range from globally recognised brands to the next 

generation of British music entrepreneurs.  

BPI - The British Phonographic Industry – The representative voice of the UK’s 

recorded music sector. Its membership consists of approximately 500 music 

companies, ranging from hundreds of SME independent labels to the major global 

record companies Sony Music Entertainment UK, Universal Music UK and Warner 

Music UK. BPI owns and organises the BRIT Awards and the Mercury Prize, 

administers the Music Export Growth Scheme (MEGS) and co-owns the UK’s Official 

Charts Company.  

FAC – The Featured Artists Coalition -  FAC is the UK trade body representing the 

specific rights and interests of music artists. We are a not-for-profit organisation, 

serving a diverse, global membership of creators at all stages of their careers. The 

FAC is formed by artists, for artists, and we place this ethos at the centre of all we do. 

We are an inclusive community that advocates, educates, collaborates and 

researches on behalf of artists, coming together to provide a strong, collective voice 

within the industry and to governments domestically and abroad.   

The Ivors Academy - The Ivors Academy is the UK’s not-for-profit professional 

association exclusively for songwriters and composers. They equip their members 

with the skills and connections they need to succeed through education and 

networking events. The Ivors Academy also advocates for the rights of songwriters 

and composers to ensure they are fairly compensated for their work. As a 

community, they recognise excellence in songwriting and composing by judging and 

presenting the prestigious Ivor Novello Awards.  

MMF – Music Managers Forum - Representing over 1000 UK managers of artists, 

songwriters and producers across the music industry with global businesses.  

MPG - Music Producers Guild - Representing and promoting the interests of all 

those involved in the production of recorded music – including recording studios, 

producers, engineers, mixers, remixers, programmers and mastering engineers.  

MPA - Music Publishers Association - The representative voice of the UK’s music 

publishing sector. Membership includes over 95% of the country's major and 

independent music publishers and close to 4,000 catalogues across all genres of 

music.  
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MU - Musicians’ Union - Representing over 32,000 musicians from all genres, both 

featured and non-featured.  

PPL - licenses recorded music in the UK when it is played in public or broadcast and 

ensures that revenue flows back to our members. These include independent and 

major record companies, together with performers ranging from emerging musicians 

to globally renowned artists. In 2021 we collected £252.8 million while also 

distributing money to 147,000 performers and recording rightsholders.  

PRS for Music - Here for music since 1914, PRS for Music is a world-leading music 

collective management organisation representing the rights of over 175,000 talented 

songwriters, composers and music publishers. Redefining the global standard for 

music royalties, PRS for Music ensures its members are paid whenever their musical 

compositions and songs are streamed, downloaded, broadcast, performed and 

played in public.  In 2023, PRS for Music paid out £943.6m in royalties and collected 

a record £1.08 billion in revenues.   

 
 
 


