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1 - Why Live Entertainment Is Changing 

For centuries, live entertainment has occupied a unique position within the cultural and 
creative industries. Unlike books, films or recorded music, a live performance exists only 
in a specific place, at a specific moment and for a specific audience. Every concert, 
theatre production, dance performance or festival is defined by the shared experience of 
those who are physically present.


This fundamental characteristic has shaped the economics of live entertainment for 
generations. Revenue has traditionally depended on three factors: the capacity of the 
venue, the price of admission and the number of performances that could be staged. 
While artistic styles, production techniques and audience expectations have continuously 
evolved, the underlying business model has remained remarkably consistent.


Today, however, the environment in which live entertainment operates is changing. 

This change is not the result of a single technological breakthrough or one defining event. 
Rather, it is the outcome of several long-term developments that have gradually 
converged over the past two decades. The music industry has undergone a profound 
digital transformation. Audiences have become increasingly international. Digital 
technologies have matured, while consumers have become accustomed to combining 
physical and digital experiences in many aspects of everyday life.


Individually, each of these developments is significant. Together, they are reshaping the 
context in which live performances are created, experienced and monetised.


Importantly, these changes do not diminish the value of attending a live performance. On 
the contrary, demand for concerts, festivals and theatre productions remains strong in 
many parts of the world. The atmosphere of a live event, the interaction between artists 
and audiences and the shared experience of being present continue to distinguish live 
entertainment from every other form of media.


What has changed is not the importance of the live event itself, but the 
opportunities that exist around it. 

Advances in digital infrastructure have made it possible to extend the reach of live 
performances beyond the physical boundaries of a venue. Reliable broadband 
connections, cloud computing, global content delivery networks and secure online 
payment systems have become widely available and affordable. At the same time, 
audiences increasingly expect to access cultural experiences through a variety of digital 
channels, whether for reasons of convenience, geography or accessibility.


As a result, the traditional relationship between a live event and its audience is beginning 
to evolve. For the first time, it has become technically and commercially feasible to 
complement the physical audience with a legitimate digital audience, allowing artists and 
organisers to reach people who would otherwise be unable to attend.


This report examines the implications of that development.


It argues that the future of live entertainment should not be understood as a choice 
between physical and digital experiences. Instead, the industry is entering a period in 
which digital participation has the potential to complement, rather than replace, the 
traditional live event. The challenge is no longer whether such participation is technically 
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possible. The challenge is how the industry can develop sustainable business models, 
appropriate legal frameworks and effective operational practices that enable this 
opportunity to mature responsibly.


Understanding this transition requires looking beyond technology alone.  

It requires an understanding of the economic forces that have reshaped the music 
industry, the changing expectations of audiences, the evolving role of artists and venues, 
and the broader transformation of the live entertainment ecosystem.


These developments form the foundation of this report.


The chapters that follow examine each of them in greater detail, beginning with the 
transformation of the music industry and the changing economics of recorded music.


Key Takeaways 

Live entertainment remains fundamentally a physical experience, but the 
environment in which it operates has changed significantly. Digital transformation, 
changing audience behaviour and the globalisation of fan communities have 
created new opportunities to extend the reach of live events beyond the venue. 
Understanding these broader developments is essential to understanding the 
emergence of digital participation as a new component of the live entertainment 
ecosystem.
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2 - From Ownership to Access 

How the Economics of Music Changed 

For most of the twentieth century, the economics of the music industry were built on a 
straightforward principle: people bought music.


Whether in the form of vinyl records, cassette tapes or compact discs, recorded music 
was sold as a product. Consumers paid to own an album or a single, creating a business 
model in which every purchase generated revenue for artists, songwriters, publishers, 
record companies and retailers alike.


Live performances certainly played an important role. They introduced audiences to new 
artists, strengthened fan loyalty and generated income through ticket sales. Yet, for many 
decades, recorded music remained the financial foundation of the industry.


That model no longer exists. 

The arrival of the internet fundamentally changed the relationship between audiences and 
recorded music. Digital distribution made it possible to reproduce and share music 
instantly, challenging a business model that had relied on the sale of physical products for 
more than half a century.


The first wave of disruption came through digital downloads and file-sharing platforms, 
which dramatically reduced revenues from physical sales. The industry responded by 
developing legal digital alternatives, but the transition proved difficult. For many years, 
global recorded music revenues declined as the traditional business model struggled to 
adapt to changing consumer behaviour.


The emergence of subscription-based music streaming marked the beginning of a 
new phase. 

Streaming fundamentally changed the economics of music consumption. Ownership gave 
way to access. Instead of purchasing individual albums or songs, consumers gained 
unlimited access to vast music catalogues through affordable monthly subscriptions.


From the perspective of listeners, the advantages were obvious. Music became instantly 
available across multiple devices, with almost unlimited choice and unprecedented 
convenience. The barriers to discovering new artists all but disappeared.


For the music industry, streaming ultimately restored growth after a prolonged period of 
decline. Today, subscription services have become the dominant method of music 
consumption in many markets, creating a more stable and predictable source of revenue 
for rights holders.


For artists, however, the picture is more complex. 

Streaming has democratised distribution. Never before has it been easier for musicians to 
release their work globally without the need for physical manufacturing or traditional retail 
networks. 


Independent artists now have direct access to international audiences that would 
once have been beyond their reach. 
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At the same time, streaming revenues are distributed across billions of individual plays. 
While the global market has continued to grow, income remains concentrated among a 
relatively small number of highly successful artists. 


For the majority of professional musicians, recorded music alone no longer provides 
a sufficient basis for a sustainable career. 

This does not diminish the importance of streaming. On the contrary, streaming has 
become an essential instrument for building audiences, strengthening fan relationships 
and maintaining long-term visibility. For many artists, it serves as the primary gateway 
through which new listeners discover their work.


The streaming economic role, however, has evolved.


Recorded music increasingly functions as the beginning of the relationship between 
artist and audience rather than its commercial destination. 

This shift has had profound consequences for the wider live entertainment industry.


As revenues from recorded music changed, the strategic importance of live 
performance increased.  

Concerts, festivals and theatre productions became not only opportunities for artistic 
expression but also central components of an artist's overall business model. Touring, 
merchandise, exclusive experiences, brand partnerships and direct fan engagement all 
gained greater economic significance.


The live event gradually moved from being a promotional activity to becoming one of the 
principal ways in which artists create value.


This transformation is reflected throughout the industry. Managers invest more heavily in 
touring strategies. Promoters develop increasingly sophisticated live productions. Venues 
compete to attract audiences seeking unique experiences that cannot be replicated 
elsewhere.


In an era in which recorded music is available almost everywhere, the experience of being 
present at a live performance has become more valuable, not less.


This development raises an important question. 

If the live event has become increasingly central to the economics of music, can its value 
also extend beyond the physical audience inside the venue?


Only a decade ago, the answer was often negative. The technology was expensive, online 
payment systems were still developing and reliable global video distribution remained 
beyond the reach of many organisations.
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Today, those conditions have changed. 

The economic transformation of the music industry has coincided with the maturation of 
digital infrastructure, creating new possibilities to extend the reach of live performances 
without changing their essential character.


 
Understanding this evolution is fundamental to understanding the emergence of digital 
participation in live entertainment.


• It is not a technological trend.  

• It is a logical consequence of the changing economics of music.


Key Takeaways 

The transition from physical ownership to digital access fundamentally reshaped 
the economics of the music industry. While streaming has expanded global reach 
and restored growth to recorded music, it has also changed the way many artists 
generate income. As live performance has become increasingly important within 
the overall revenue mix, new opportunities have emerged to extend the value of 
live events beyond the physical venue.
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3 - Extending the Audience 

Why Live Events Are No Longer Limited by Geography 

Every live performance has traditionally been defined by two fixed boundaries: time and 
place.


A concert begins at a specific moment and takes place at a specific venue. Those who 
are present share an experience that cannot be recreated, while those who are absent 
inevitably miss it. This exclusivity has always been one of the defining characteristics of 
live entertainment and remains one of its greatest strengths.


For generations, these physical boundaries also determined the economic potential of a 
live event.


Once a venue reached its maximum capacity, additional demand could no longer be 
converted into additional attendance. Whether a concert attracted five hundred visitors or 
fifty thousand, the size of the audience was ultimately constrained by the number of seats 
available and the practical limitations of the venue itself.


This principle has shaped the economics of live entertainment for centuries.


What has changed is not the value of the physical audience, but the possibility of 
reaching audiences beyond it. 

Over the past two decades, digital infrastructure has evolved at an extraordinary pace. 
High-speed internet connections have become commonplace, cloud computing has 
made large-scale media distribution affordable, and secure online payment systems have 
become part of everyday digital life. At the same time, advances in video production, 
compression technology and global content delivery have made high-quality live 
broadcasting accessible to organisations of every size.


• Individually, none of these developments transformed live entertainment.


• Together, they changed what is technically and commercially possible.


For the first time, organisers are able to complement the audience inside a venue 
with a legitimate audience outside it. 

This opportunity reflects a broader change in the relationship between artists and their 
audiences.


Historically, fan communities were largely regional. Most artists built their careers by 
performing within a limited geographical area before gradually expanding through national 
and international touring.


Today, audiences develop very differently.


Music streaming services, social media platforms and digital communication have 
enabled artists to build international followings long before they perform in a particular 
country. Fans increasingly discover new music online, follow artists through multiple 
digital channels and become part of communities that exist independently of geography.
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As a result, many artists now have audiences spread across continents. 

For those audiences, attending a live performance is often impossible, regardless of their 
willingness to purchase a ticket. Distance, travel costs, visa requirements, work 
commitments, family responsibilities or physical limitations all influence whether 
attendance is realistic.


• These barriers do not reflect a lack of interest.


• They reflect a lack of access.


This distinction is important. 

Much of the discussion surrounding digital participation has focused on the question of 
whether online access might reduce attendance at physical events.


While this concern deserves careful consideration, it does not fully reflect how audiences 
behave.


For many people, the choice is not between attending a concert in person or watching it 
online.


The choice is between participating digitally or not participating at all. 

A fan living in Sydney is unlikely to travel to Amsterdam for a single concert. A parent with 
young children may not be able to spend an evening at a theatre. Someone with reduced 
mobility may find travelling difficult despite a strong desire to attend.


Digital access creates opportunities for these audiences to participate in legitimate ways 
without diminishing the value of the experience for those inside the venue.


Rather than competing with physical attendance, it extends the reach of the event. 

This broader perspective also changes the way success can be measured.


Traditionally, a sold-out venue represented the maximum achievable audience.


In an increasingly connected world, a sold-out venue may instead represent the beginning 
of a wider audience strategy.


The physical event remains the centre of the experience.


The digital audience expands its reach. 

Importantly, this does not alter the artistic character of the performance. The concert, 
theatre production or festival remains a live event, created primarily for those who are 
present. Digital participation simply allows more people to share in that moment when 
physical attendance is not possible.


This evolution should not be interpreted as an attempt to replace the traditional live 
experience.
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Throughout history, new forms of media have consistently complemented rather than 
eliminated existing ones. Radio did not replace live concerts. Television did not replace 
theatres. Music streaming did not end live performance. Instead, each innovation 
expanded the ways in which audiences discover, experience and value culture.


Digital participation represents the next step in that continuing evolution. It expands 
access without changing the fundamental nature of live entertainment. 

The significance of this development extends beyond technology.


It challenges long-held assumptions about what defines the audience of a live event.


For centuries, that audience consisted exclusively of those who could physically enter the 
venue.


Today, it has become possible to think more broadly.


The audience of a live performance is no longer defined solely by the walls of a building, 
but increasingly by the community of people who wish to experience it.


Understanding this shift is essential, because it leads directly to the next question.


If reaching audiences beyond the venue has become technically possible, why has digital 
participation not yet become a standard component of live entertainment?


The answer lies not in technology, but in the way the industry is organised. 

That is the subject of the next chapter.


Key Takeaways 

Digital infrastructure and changing audience behaviour have fundamentally 
expanded the potential reach of live events. While the physical venue remains the 
heart of the live experience, organisers are no longer limited to serving only those 
who can be present in person. Increasingly, the opportunity lies in connecting live 
performances with audiences beyond the venue—without compromising the 
unique value of being there.
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4 - Beyond Technology 

The Challenge Is No Longer Technical 

For many years, the discussion surrounding digital participation in live entertainment was 
largely driven by technology.


Questions centred on video quality, internet bandwidth, production equipment and the 
reliability of online streaming. These were valid concerns. Until relatively recently, 
broadcasting a live event to a large audience required substantial financial investment, 
specialised expertise and complex technical infrastructure. For many organisations, 
digital distribution was simply beyond reach.


That situation has changed fundamentally. 

Today, the technologies required to deliver high-quality live video are widely available. 
Broadband connectivity has become commonplace in most developed markets, cloud-
based infrastructure has significantly reduced operational complexity, and secure online 
payment systems have become an integral part of digital commerce. Professional 
production equipment has become more affordable, while software platforms have made 
the management of live broadcasts increasingly accessible.


From a technological perspective, the barriers have fallen dramatically. 

Yet digital participation has not become a standard component of live entertainment.


This apparent contradiction suggests that the remaining obstacles are no longer primarily 
technical.


They are structural.


The live entertainment industry is characterised by a highly interconnected network 
of stakeholders. 

Artists, managers, promoters, venues, producers, ticketing companies, collecting 
societies, publishers, record labels, broadcasters and technology providers each fulfil 
distinct roles within the value chain. Their relationships have evolved over decades, 
supported by contractual arrangements, established business practices and legal 
frameworks that were largely designed for physical events.


Digital participation introduces new questions into this established ecosystem. 

How should digital rights be licensed? Which territorial restrictions continue to apply 
when audiences participate across national borders? How should revenues be allocated 
between stakeholders? Which organisations are responsible for administering copyright 
and neighbouring rights? How should ticketing systems distinguish between physical and 
digital attendance? And how can organisers protect legitimate audiences against 
unauthorised redistribution of live content?


These questions cannot be answered by technology alone.
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They require cooperation across the industry. 

The experience of the recorded music industry provides an important lesson.


The widespread adoption of music streaming did not occur simply because the 
technology became available. It required the development of new licensing models, new 
commercial agreements, standardised reporting systems, payment mechanisms and 
collaborative relationships between technology companies and rights holders.


Only when these elements matured did streaming become a sustainable global business.


A similar process is now emerging within live entertainment.


Technology enables digital participation, but sustainable growth depends on the 
confidence of all parties involved. 

Artists need assurance that their creative work will be protected and fairly compensated. 
Rights holders require transparent reporting and accurate royalty distribution. Venues and 
promoters need commercially viable business models. Audiences expect reliable access, 
straightforward purchasing processes and high-quality viewing experiences.


Trust becomes as important as technology. 

This explains why digital participation should not be viewed as a product that can simply 
be added to an existing event.


It represents an additional layer within the live entertainment value chain. 

Successfully integrating that layer requires coordination across legal, commercial and 
operational processes. Rights management, ticketing, audience communication, financial 
settlement, customer support and content protection all become part of a single 
ecosystem.


The organisations that succeed will therefore not necessarily be those with the most 
advanced technology.


They will be those that integrate technology into a coherent operational model.


Another important consideration is that the requirements of live entertainment differ 
fundamentally from those of traditional broadcasting. 

Broadcast television is generally designed around one-to-many distribution, with 
centralised editorial control and long-established licensing structures.


Live entertainment operates differently.


Each performance is unique. Rights arrangements may differ between artists, composers, 
performers and venues. Commercial objectives vary from one event to another. Some 
performances are intended exclusively for local audiences, while others seek international 
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reach. Pricing models, ticket categories and audience expectations differ across genres 
and markets.


As a result, digital participation requires solutions that are sufficiently flexible to 
accommodate a wide range of artistic, legal and commercial circumstances.


No single technical platform can address these challenges in isolation.


The transition now facing the industry is therefore less about innovation than about 
integration. 

The essential technologies already exist.


The next phase of development depends on creating common practices that enable 
digital participation to operate efficiently and transparently across the entire live 
entertainment ecosystem.


This includes clearer licensing frameworks, interoperable systems, reliable reporting 
standards, effective content protection and business models that create value for every 
participant in the chain.


Only when these elements come together can digital participation move beyond isolated 
projects and become a mature component of the live entertainment industry.


The discussion therefore shifts from the question of *whether* digital participation is 
possible to the question of *how* it should be organised. 

At the centre of that discussion lies one issue that influences every stakeholder: 
intellectual property.


Understanding how rights, licensing and trust can support sustainable growth is the focus 
of the next chapters.


Key Takeaways 

The principal barriers to digital participation are no longer technological. Modern 
infrastructure makes high-quality digital distribution widely accessible, but 
sustainable adoption depends on effective collaboration across the live 
entertainment ecosystem. Rights management, licensing, operational processes 
and trusted commercial relationships have become the critical factors that will 
determine whether digital participation develops into a mature and sustainable 
market.
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5 - Livestreaming and VOD: Two Different Ecosystems 

Their Underlying Economics and Operational Requirements are 
Fundamentally Different. 

Livestreaming and Video-on-Demand both involve the digital distribution of audiovisual 
content.


Video-on-Demand is primarily a *content distribution business*. Once content has been 
produced, cleared and uploaded, much of the subsequent process can be automated. 
The same asset can be delivered repeatedly to individual viewers at different times, with 
relatively limited operational involvement per transaction.


Livestreaming, by contrast, is closely connected to the dynamics of the live event itself.


Live content is created, produced, distributed and consumed simultaneously. 


There is no opportunity to correct problems afterwards: production, connectivity, access 
control, payments and audience support all need to function at the moment the event 
takes place.


This creates a distinctly different ecosystem.  

• Audience engagement is different, because viewers participate in a shared moment 
rather than selecting content from a library.


• Technology is different, because reliable real-time contribution, encoding and 
distribution are required. 


• Legal clearance can be different, particularly where music rights and cross-border 
exploitation are concerned. 


• Operations are different, because a professional livestream requires production, 
monitoring and customer support before, during and often after the event.


This distinction has important economic consequences. While VOD platforms can 
increasingly automate their operations as their content libraries and audiences grow, 
livestreaming retains a significant human component.


Livestreaming is therefore not merely a technology business. It is, to a considerable 
extent, a people business. 

This explains why the apparent availability of inexpensive off-the-shelf streaming 
technology does not automatically translate into a successful ticketed livestream 
operation. Technology may have become a commodity; the expertise required to 
coordinate production, rights, distribution, commerce and audience experience has not.


There is actually a useful strategic consequence of this distinction: livestreaming 
and VOD can complement each other economically. 

A livestream creates scarcity, immediacy and shared experience—the reasons a fan may 
be willing to buy a ticket for a specific moment. VOD subsequently creates longevity and 
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additional monetisation from an asset whose principal production costs have already 
been incurred.


That strengthens one of the central arguments of this White Paper: digital participation 
does not need to represent a single product. 


A physical performance can become the basis for several complementary forms of 
participation and revenue. 

Key Takeaways — Livestreaming and VOD: Two Different Ecosystems 

• Livestreaming and VOD may use similar video technology, but they represent 
fundamentally different operational ecosystems.


• VOD is primarily a content distribution business and can be highly automated 
once content has been produced, cleared and published.


• Livestreaming happens in real time and therefore requires production, 
monitoring, technical coordination and audience support at a specific moment.


• Rights clearance and licensing for livestreams can be more complex, 
particularly when performances are distributed internationally.


• The economic value of livestreaming lies partly in its immediacy, scarcity and 
shared audience experience.


• A livestream can subsequently become VOD content, extending both the 
commercial lifetime and potential revenue of the original production.


• Livestreaming is therefore not merely a technology business; to a considerable 
extent, it is a people business.


Subscription versus Pay-Per-View: Different Economics 

Both livestreaming and Video-on-Demand can be monetised through different commercial 
models. Two of the most common are subscription (SVOD) and Pay-Per-View (PPV).


Under a subscription model, users pay a fixed recurring fee for access to a catalogue or 
service. The attraction for the consumer is essentially an all-you-can-eat proposition: 
once subscribed, additional consumption generally does not result in additional charges. 
This model has been successfully adopted by services such as Netflix and Spotify.


Pay-Per-View follows a fundamentally different principle. The consumer purchases access 
to a specific event, performance or piece of content. The transaction is therefore directly 
connected to the content being consumed.


Both models can be applied to livestreaming as well as VOD. However, their underlying 
economics are different.
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The Economics of Subscription 

A successful subscription service generally requires a sufficiently large and attractive 
catalogue—or a sufficiently compelling continuous flow of new content—to justify an 
ongoing monthly payment.


Building such a catalogue can require substantial investment. Rights to commercially 
exploit films, concerts and other audiovisual productions may need to be licensed or 
acquired in advance, often involving minimum guarantees, fixed licence fees or other 
financial commitments before it is known how much individual content will actually be 
consumed.


At the same time, digital distribution is not cost-free. 
 
Every video delivered to a viewer consumes bandwidth and generates infrastructure and 
Content Delivery Network (CDN) costs. Under a subscription model, however, additional 
viewing normally generates no additional revenue from that subscriber.


This creates an important economic relationship: subscription revenue is relatively fixed 
per subscriber, while content consumption—and therefore distribution cost—can vary.


Consequently, the economics of a subscription platform depend on maintaining a careful 
balance between subscription price, number of subscribers, viewing behaviour, content 
acquisition costs, infrastructure costs and customer retention.


Scale alone is therefore not sufficient. Balanced metrics are critical.


A platform with substantial subscriber revenue but disproportionately high content, 
licensing or distribution costs can still have unattractive economics.


The Economics of Pay-Per-View 
 
Pay-Per-View creates a more direct relationship between consumption, revenue and 
distribution cost.


When a viewer purchases access to a livestream or VOD programme, the price can be 
structured to cover the expected costs associated with that transaction—including 
payment processing, platform operation and video delivery—while providing an agreed 
return to the content owner and the platform.


This considerably reduces the economic exposure associated with intensive 
viewing. 
 
If an event attracts more viewers, distribution costs increase—but so does ticket revenue. 
Provided that pricing and unit economics have been calculated correctly, additional 
consumption should therefore contribute additional margin rather than create an open-
ended cost liability.


This makes PPV particularly suitable for premium, event-driven content such as concerts, 
performances, festivals, sports and other experiences for which audiences already 
understand the concept of purchasing individual access.
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Content Acquisition versus Revenue Sharing 
 
There is another important difference.


A catalogue-driven VOD subscription business generally needs access to a significant 
volume of content from the outset. Depending on the licensing model, acquiring those 
exploitation rights can require considerable upfront capital before subscriber revenues 
have been generated.


Live events lend themselves more naturally to another model: revenue sharing. 
 
Instead of purchasing the content rights outright, the platform, artist, venue or promoter 
can agree in advance how revenues from each ticket sold will be distributed. This aligns 
the interests of the parties and substantially reduces upfront content-acquisition risk.


The content owner participates directly in the success of the event, while the 
platform's economics remain connected to actual sales. 

Two Different Risk Profiles 
 
The distinction can therefore be summarised economically:
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Subscription / SVOD Pay-Per-View / TVOD

Consumer pays Recurring fixed fee Per event/content item

Content requirement    Usually substantial catalogue Individual compelling content/events

Revenue vs. viewing    Indirect Direct

CDN cost vs. revenue   Consumption can rise without 
additional subscriber revenue

Additional viewers generate additional 
transactions

Content investment     Can require significant licensing 
commitments

Case-by-case production cost, carried 
by content owner or distribution 
platform

Key economic 
challenge 

Balancing ARPU, catalogue cost, 
usage, churn and delivery costs

Achieving sufficient ticket sales and 
appropriate unit economics to justify 
production costs

Primary financial risk Cost of content and consumption 
can outpace subscription 
economics

Commercial performance of individual 
events



Neither model is inherently superior. They serve different consumer behaviours and 
require different economic disciplines. 

• For catalogue-based services, subscriptions can create valuable recurring revenues, 
but only when subscriber numbers, pricing, content costs, usage and infrastructure 
costs remain carefully balanced.


• For event-driven digital participation, Pay-Per-View offers a particularly transparent 
model: the consumer pays for a specific experience, the cost of delivering that 
experience can be incorporated into its price, and revenues can be shared directly with 
the parties that created it.


Key Takeaways — Subscription versus Pay-Per-View: Different Economics 

• Both livestreaming and VOD can be monetised through subscription as well as 
Pay-Per-View models; content format and monetisation model should therefore 
be considered separately.


• Subscription models can generate predictable recurring revenues, but 
generally require a sufficiently attractive and continuously refreshed content 
catalogue to retain subscribers.


• Because every video view generates distribution and CDN costs, subscription 
economics depend on a careful balance between subscriber revenues, content 
costs, viewing intensity, infrastructure costs and customer retention.


• Building a competitive subscription catalogue may also require significant 
upfront investment in content rights and licences, before the eventual 
commercial performance of that content is known.


• Pay-Per-View creates a more direct relationship between consumption and 
revenue: every additional transaction generates revenue from which the 
associated distribution costs can be covered.


• Event-driven content such as concerts is particularly suitable for revenue-
sharing arrangements, allowing artists, rights holders, organisers and platforms 
to participate directly in actual sales rather than requiring substantial upfront 
content acquisition.


• Subscription models depend on balanced portfolio economics; Pay-Per-View 
depends primarily on strong unit economics at the level of the individual event 
or content transaction.
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6 - Rights, Licensing and Trust 

Building Confidence in a Digital Live Entertainment Ecosystem 

Every successful market depends on trust. 

Consumers trust that the product or service they purchase will be delivered as promised. 
Businesses trust that contractual agreements will be respected. Investors trust that 
commercial opportunities can be developed within predictable legal and regulatory 
frameworks. Rights holders trust that their intellectual property will be recognised, 
protected and fairly compensated.


The live entertainment industry is no exception. 

For generations, physical attendance provided a natural framework within which these 
relationships operated. Tickets granted access to a venue, performances took place 
before a clearly defined audience, and rights were exercised within established 
contractual arrangements. While commercial negotiations could be complex, the physical 
nature of the event created clear practical boundaries.


Digital participation introduces a broader and more interconnected environment. 

Audiences may participate from different countries. Digital transactions replace traditional 
box-office sales. Content can potentially be redistributed without authorisation, while 
performances may involve multiple layers of copyright and neighbouring rights that 
extend beyond national jurisdictions.


• These developments do not fundamentally alter the principles of intellectual property.


• They increase the importance of managing those principles effectively.


Copyright has always been central to the creative economy. 

It provides the legal foundation that enables composers, lyricists, performers, publishers 
and producers to receive recognition and compensation for their work. Without effective 
protection of intellectual property, investment in new creative works becomes significantly 
more difficult.


Digital participation therefore depends upon robust rights management rather than 
weaker rights protection.


The objective should not be to reduce existing safeguards in pursuit of broader 
accessibility. Instead, the industry must ensure that digital participation operates within 
frameworks that respect the interests of every contributor to a live performance.


This requires transparency throughout the value chain. 

Artists need confidence that performances are licensed appropriately. Rights holders 
require reliable reporting of audience numbers and revenues. Collecting societies must be 
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able to administer royalties efficiently across multiple territories where applicable. 
Organisers need clear contractual arrangements that define responsibilities before an 
event takes place.


• Transparency strengthens confidence.


• Confidence encourages participation.


Trust also extends beyond intellectual property. 

Audiences purchasing digital access expect a reliable and secure experience. They 
expect payment systems to protect their personal information, streaming services to 
perform consistently and customer support to be available when problems occur.


For organisers, reputation becomes increasingly valuable.


A poorly managed digital event can undermine audience confidence as quickly as a 
successful event can strengthen it. Reliability, therefore, is not merely a technical 
consideration; it is a commercial asset that directly influences future demand.


Similarly, artists and venues must be confident that digital participation enhances rather 
than diminishes the value of the live experience.


Different audience, different needs. 

For many years, concerns have been expressed that online access could discourage 
physical attendance or reduce ticket sales. While these concerns should not be 
dismissed, available experience across the broader cultural sector suggests that digital 
access and physical attendance often serve different audiences and fulfil different needs.


Where digital participation is positioned as a complement to, rather than a substitute for, 
the live event, both forms of participation can reinforce the overall relationship between 
artists and their audiences.


Achieving this balance requires careful commercial design rather than technological 
innovation alone.


An equally important aspect of trust concerns collaboration between stakeholders. 

The live entertainment industry has historically demonstrated a remarkable capacity for 
cooperation. Artists, promoters, venues, ticketing companies, collecting societies and 
technology providers each contribute specialised expertise to the successful delivery of 
live events.


• Digital participation does not replace these relationships.


• It expands them.
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As new business models emerge, cooperation becomes even more important. 
Standardised reporting, interoperable systems, transparent contractual arrangements and 
internationally recognised licensing practices reduce uncertainty for every participant. 
They also lower barriers for organisations that wish to incorporate digital participation into 
their activities without developing entirely new operational structures.


In this sense, trust becomes an economic enabler. 

Markets develop most successfully when participants have confidence not only in the 
available technology, but also in the fairness, predictability and integrity of the ecosystem 
in which that technology operates.


The future of digital participation will therefore depend on more than innovation. 

It will depend on governance.


The industry has already demonstrated its ability to establish effective frameworks for the 
management of intellectual property across recorded music, publishing and broadcasting. 
Similar collaboration will be required to ensure that digital participation develops in ways 
that respect artistic value, protect rights and create sustainable commercial opportunities 
for all participants.


This should not be viewed as a challenge unique to one organisation or one country.


It is a collective responsibility shared across the international live entertainment 
community.


As digital participation continues to mature, the discussion increasingly shifts from 
individual technologies to shared standards, common principles and long-term 
collaboration.


The opportunity is no longer simply to connect audiences to performances.


It is to build an ecosystem in which creators, rights holders, organisers, technology 
providers and audiences all participate with confidence. 

That broader perspective provides the foundation for the final chapter of this report.


Key Takeaways


The long-term success of digital participation depends on trust. Effective rights 
management, transparent licensing, reliable reporting, secure technology and clear 
commercial agreements together create the confidence required for sustainable 
market development. Technology enables digital participation, but trust enables its 
adoption.
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7 - Building the Market Together 

A Shared Opportunity for the Live Entertainment Industry 

The development of digital participation should not be viewed as the responsibility of any 
single organisation or stakeholder.


No technology provider can establish a sustainable market on its own. Equally, artists, 
venues, promoters, collecting societies, policymakers and rights holders cannot fully 
realise the potential of digital participation without effective collaboration across the wider 
ecosystem.


This has been a recurring theme throughout the history of the creative industries.


Every major transformation has required cooperation between multiple parties. The 
transition from physical media to digital music services, the establishment of international 
copyright frameworks and the growth of online ticketing all depended on the gradual 
development of common standards, commercial agreements and trusted partnerships.


The emergence of digital participation represents another such transition.


Its long-term success will depend less on technological innovation than on the 
willingness of the industry to develop practical frameworks that create value for 
everyone involved. 

The interests of the various stakeholders are closely aligned.


• Artists seek to reach broader audiences while maintaining creative control over their 
work.


• Venues and promoters aim to increase the value of their productions and strengthen 
audience engagement.


• Rights holders and collecting societies require transparent licensing and reliable 
remuneration.


• Audiences expect secure, accessible and high-quality experiences that complement the 
live event rather than replace it.


• Technology providers contribute the infrastructure needed to connect these interests 
efficiently and securely.


Although each participant approaches the market from a different perspective, their long-
term objectives are remarkably consistent: to strengthen the sustainability, accessibility 
and economic resilience of live entertainment.


Collaboration does not require uniformity. 

Different artistic disciplines, business models and cultural traditions will continue to shape 
how digital participation develops in individual markets. A theatre production differs from 
a music festival. A classical concert has different audience expectations from an 
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electronic dance event. National legal frameworks and licensing practices will also 
continue to vary.


This diversity should be regarded as a strength rather than an obstacle.


A mature ecosystem allows flexibility within a framework of shared principles.  

Transparency, respect for intellectual property, fair remuneration, operational reliability and 
a commitment to audience experience can provide common foundations while leaving 
ample room for innovation and local adaptation.


The opportunities extend beyond commercial considerations. 

Digital participation has the potential to improve access to culture for audiences who face 
geographical, financial or physical barriers to attendance. It enables educational 
institutions to connect students with performances that would otherwise remain 
inaccessible. It creates new possibilities for cultural exchange across borders and allows 
artists to engage with international audiences in meaningful ways.


These broader societal benefits reinforce the cultural value of live entertainment 
without diminishing the significance of physical attendance. 

Rather than replacing the shared experience of being present, digital participation can 
broaden access to it.


This report has deliberately avoided presenting digital participation as an inevitable 
outcome or a universal solution.


Not every performance should be made available digitally, nor will every event benefit 
from doing so. Artistic choices, commercial objectives and audience expectations will 
continue to determine whether digital participation is appropriate in individual 
circumstances.


The central argument is more modest.


The conditions that once prevented digital participation from developing at scale 
have changed significantly. 

• Technology has matured.


• Audience behaviour has evolved.


• The economics of live entertainment have shifted.


The remaining challenge is to develop the organisational, legal and commercial 
frameworks that enable these developments to create sustainable value.
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The future of live entertainment will continue to be shaped by the unique experience 
of people coming together in a shared physical space. 

Nothing in this report suggests otherwise.


What has changed is the possibility of extending that experience responsibly 
beyond the walls of a venue. 

Digital participation like livestreaming should therefore be understood not as an 
alternative to live entertainment, but as an opportunity to strengthen its cultural relevance, 
expand its reach and improve its long-term sustainability.


Realising that opportunity will require dialogue, cooperation and continued innovation 
across the entire live entertainment ecosystem.


The foundations are increasingly in place.


The next chapter in the evolution of live entertainment will be written collectively.


Key Takeaways 

Digital participation represents a shared opportunity rather than a technological 
destination. Its future depends on collaboration between artists, venues, rights 
holders, collecting societies, policymakers, technology providers and audiences. 
By building trusted frameworks that balance innovation with respect for artistic and 
intellectual property rights, the live entertainment industry can expand access, 
strengthen economic resilience and preserve the unique value of live performance.
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Epilogue 

Looking Ahead 

Throughout history, technological innovation has repeatedly changed the way culture is 
created, distributed and experienced. Printing expanded access to literature. Radio 
brought music into people's homes. Television introduced live events to audiences on an 
unprecedented scale. The internet connected creators and audiences across 
geographical boundaries, while streaming transformed access to recorded music.


Each of these developments was initially met with questions, uncertainty and debate. Yet 
none altered the fundamental human desire to experience culture. Instead, they created 
new ways for people to discover, appreciate and engage with it.


Live entertainment has always occupied a distinctive position within this evolution. 

Its value lies not only in artistic excellence, but also in the shared experience of being 
present. The atmosphere of a concert hall, the energy of a festival audience or the 
intimacy of a theatre performance cannot be replicated fully through any digital medium. 
Physical attendance will therefore remain at the heart of live entertainment.


At the same time, the world in which live entertainment exists has changed. 

Audiences have become global. Artists communicate directly with their communities 
across digital platforms. Cultural experiences increasingly extend beyond traditional 
geographical boundaries. Expectations of accessibility, flexibility and international reach 
continue to evolve.


These developments do not diminish the importance of live events.


They broaden the context in which live events take place. 

Digital participation should be understood within that broader context.


It is not an attempt to replace the live experience, nor does it seek to redefine what live 
entertainment fundamentally is. Rather, it represents an opportunity to make selected 
performances accessible to audiences who would otherwise remain beyond their reach, 
while respecting the artistic, commercial and legal foundations upon which the sector 
depends.


How this opportunity develops will ultimately be determined by the industry itself.


Artists will decide how they wish to engage with their audiences. Venues and promoters 
will determine which events are appropriate for digital participation. Rights holders, 
collecting societies and policymakers will continue to shape the frameworks that 
safeguard creativity and ensure fair remuneration. Technology providers will support these 
ambitions through secure, reliable and increasingly sophisticated solutions.


• The pace of change will differ across countries, genres and organisations.


• There will be experimentation, refinement and continued dialogue.
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That is both natural and necessary.


What appears increasingly clear, however, is that the conversation has moved beyond the 
question of whether digital participation is technically possible. The more relevant 
question is how it can contribute to a stronger, more accessible and more sustainable live 
entertainment ecosystem.


Answering that question requires more than technology.


• It requires collaboration.


• It requires trust.


Above all, it requires a shared commitment to preserving what makes live 
entertainment unique while embracing carefully considered opportunities to expand 
its reach. 

The future of live entertainment will continue to be written on stages, in theatres, concert 
halls, clubs and festivals around the world.


Increasingly, it may also be shared with audiences beyond those walls.


Not as a replacement for the live experience, but as an extension of it.


That opportunity now belongs to the industry. 

 - 0 - 0 - 0 -
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Research Foundation 

Sources and Methodology 

The analysis presented in Beyond Streaming – The Economics of Digital Participation in Live 
Entertainment is based on a broad review of publicly available market reports, annual 
reports, academic publications and policy documents relating to the global music, live 
entertainment and digital media industries. 

Rather than focusing on a single market or organisation, this publication combines 
information from international industry associations, collective management organisations, 
public institutions, technology providers and independent market researchers. By 
comparing findings from multiple authoritative sources, the report aims to identify long-
term developments that influence the future of live entertainment and digital 
participation. 

All conclusions presented in this publication remain the independent responsibility of the 
authors. 

Principal Sources Consulted 

International Music Industry 

• IFPI – Global Music Report (annual industry reports, market data and trends)  
• IFPI – Engaging with Music (consumer behaviour and music engagement) 
• CISAC – Global Collections Report (copyright collections and creators' remuneration) 
• GESAC (European copyright policy and cultural sector) 
• WIPO (World Intellectual Property Organization) (international copyright and intellectual 

property) 
• UNESCO – Culture publications 
• OECD – Digital Economy 

Live Entertainment 
• Live Nation Entertainment Investor Relations 
• Pollstar 
• IQ Magazine 
• PwC Global Entertainment & Media Outlook 
• MIDiA Research 

Technology and Digital Infrastructure 
• Amazon Web Services (AWS) Media Services 
• Akamai 
• Cisco Annual Internet Report 
• Ericsson Mobility Report 
• Deloitte Digital Media Trends 
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The Netherlands 
• NVPI 
• BumaStemra 
• Sena 
• VNPF (Association of Dutch Music Venues and Festivals) 
• Boekman Foundation 
• Statistics Netherlands (CBS) 

European Institutions 
• European Commission – Culture and Creativity 
• Creative Europe Programme 

Additional Literature 

The preparation of this publication also included the review of annual reports, strategic 
policy papers, market analyses, academic literature and publicly available publications 
issued by music industry organisations, cultural institutions, technology companies and 
international research organisations. 

Suggested Reading 

Readers interested in further exploring the topics discussed in this report may wish to 
consult the following publications: 

• IFPI — Global Music Report 
• IFPI — Engaging with Music 
• CISAC — Global Collections Report 
• UNESCO — Re|Shaping Policies for Creativity 
• OECD — Digital Economy Outlook 
• PwC — Global Entertainment & Media Outlook 
• Deloitte — Digital Media Trends 
• MIDiA Research — Music Industry Reports 
• Live Nation Entertainment — Annual Report 
• VNPF — Kerncijfers Nederlandse Poppodia en Festivals 
• BumaStemra — Annual Report 
• NVPI — Annual Report
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