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Virgin Media O2 welcomes the opportunity to respond to the Department for Business and Trade & 
the Department for Culture, Media & Sport on the topic of Puƫng Fans First: consultaƟon on the resale 
of live events Ɵckets.  

As a major UK telecommunicaƟons provider with our Priority Tickets plaƞorm, selling over a million 
Ɵckets annually, Virgin Media O2 enables customers to buy presale Ɵckets at face value. As the sponsor 
of 21 O2 live event venues across the UK, we want changes to the current secondary ƟckeƟng 
legislaƟon to protect customers from unfair Ɵcket touƟng pracƟces. 

We’re in the ƟckeƟng and live events business to reward our customers and provide unforgeƩable 
experiences, which is why we’re so passionate about the fight for a fairer ƟckeƟng industry. Since 2007, 
we’ve seen consumers coming to The O2 or one of our 20 x O2 Academy venues (since 2009) to aƩend 
a live show, only to be refused entry because they’ve bought a Ɵcket on a secondary website and the 
Ɵcket does not exist. Or they’ve had no opƟon but to massively over-pay for a Ɵcket at several Ɵmes 
the original face-value price. UK consumers are geƫng ripped off on an industrial scale and it must 
stop. 

AŌer years of campaigning on this issue, it’s posiƟve to see the Department for Business and Trade & 
the Department for Culture, Media & Sport seeking views of potenƟal proposals to improve fairness 
for fans.  

Virgin Media O2 strongly believes that the resale of Ɵckets should be capped at 10% above the amount 
originally paid, to discourage touts and protect consumers from unsafe ƟckeƟng plaƞorms that do not 
have ethical resale protocols in place. In addiƟon, Virgin Media O2 believes there are three elements 
required to combat confusion in the market and is calling for: 

 Clearer informaƟon during the sale process on Ɵcket resale plaƞorms, such as a pop-up 
noƟficaƟon which fully explains who the Ɵcket is being bought from and the potenƟal risks 
involved.1 

 Clearer idenƟficaƟon of Ɵcket resale plaƞorms on search engines. Resale websites can 
currently buy their way to the top of search results, without having to menƟon their Ɵckets 
are second-hand, leading to confusion for fans in understanding that their Ɵcket is being sold 
at a price decided by a stranger on the internet.1 

 Clearer transparency of the face value of the Ɵcket price set by the arƟst before it can be 
resold to a consumer. If the seller does not have a Ɵcket, they should not be able to list it for 
resale.  

These three measures are based on our experience within the ƟckeƟng industry since 2005, and on 
consumer research conducted between 11-16 July 2024 which found that nearly half of music fans 
(48%) stated they are ‘not confident’ in idenƟfying a resale plaƞorm, causing confusion due to a lack 
of transparency for consumers. During the consultaƟon period, from 1-3 April 2025, O2 has directly 
polled consumers at our O2 Store at The O2 to understand their views of the secondary ƟckeƟng 
market and found that:  

 91% of consumers believe there should be a cap applied on resale Ɵckets of 10% or less.  
 84% of respondents were in favour of a resale cap applying to all live events. 
 77% of consumers want resale plaƞorms to be prohibited from allowing sellers to list more 

Ɵckets for an event than any one individual is permiƩed to buy on the primary market. 
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QuesƟons 

Part 2: understanding the Ɵcket market 

1. We invite you to share any addiƟonal informaƟon or evidence you have concerning the live 
events sector, the pricing of Ɵckets in the primary market, and/or the impacts of secondary 
ƟckeƟng markets on consumers and the live events sector. 

O2 as the owner of its Priority Tickets plaƞorm, which sells over a million Ɵckets per year, and as the 
leading sponsor of 21 x O2 venues across the UK, has carried out extensive research on the impact of 
secondary ƟckeƟng and the confusion that exists amongst fans in idenƟfying resale plaƞorms. Our 
research, conducted by YouGov, found that the secondary ƟckeƟng market is cosƟng music fans an 
extra £145m per year.1 This is money not only being taken away from fans but also arƟsts and the UK 
live music industry, adding to other economic pressures, such as the rising costs of touring, while lining 
the pockets of career touts who have made it their full-Ɵme job. Professional Ɵcket touts abuse the 
market and steal Ɵckets out of fans’ hands. Music fans deserve the chance to buy Ɵckets at a price set 
by their favourite arƟst, but all too oŌen they are forced to pay an inflated price decided by a stranger 
on the internet.  

Our research, in partnership with YouGov analysis insƟtute, also indicated that: 

 62% of music fans who purchased Ɵckets through resale plaƞorms were unaware that they 
were buying from an individual seller. Furthermore, 64% of fans who bought from a resale 
website did not realise the Ɵcket price they paid was set by the individual reselling the 
Ɵcket. This clearly highlights the need for clearer informaƟon, clearer transparency and 
clearer idenƟficaƟon in the exisƟng Ɵcket resale market2 

 Only 5% of music fans would buy a second-hand Ɵcket from outside of a venue, yet 
millions are doing so via online resale plaƞorms – highlighƟng a major consumer 
awareness problem in the secondary ƟckeƟng industry.2 

 Consumer support for the regulaƟon of Ɵcket resales in the UK increased to 72% by the 
end of 2024 (up from 63% at the Ɵme of our iniƟal research in July 2024)3. The increase of 
9% – apparent over a period of just five months, between July to December 2024 – means 
that almost three quarters of music fans who aƩended live music events now believe there 
should be rules in place against the resale of Ɵckets for significant profits.  

To help ensure Ɵckets remain with music fans as much as possible, O2 blocked over 50,000 suspected 
bots from accessing its Priority Tickets plaƞorm in just a six-week period in 2024.1 However, this effort 
will not stop professional touts conƟnuing to find ways to break the system, buying Ɵckets in bulk, 
taking them away from genuine fans and reselling them at inflated prices. This exploitaƟve pracƟce 
cannot conƟnue. It’s damaging to the music industry and unfair on fans who are being financially 
exploited as a result.  

 

 
1 hƩps://news.virginmediao2.co.uk/Ɵckets-touts-cosƟng-music-fans-an-extra-145m-per-year-o2-issues-warning-to-concertgoers-not-all-
resale-plaƞorms-are-made-equal/ 
2 hƩps://news.virginmediao2.co.uk/almost-two-in-three-music-fans-buying-second-hand-concert-Ɵckets-dont-realise-theyre-buying-from-
another-person/ 
3 hƩps://news.virginmediao2.co.uk/latest-o2-and-yougov-data-nearly-three-quarters-of-concertgoers-want-to-see-rules-against-the-
resale-of-Ɵckets-for-profit/ 
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Part 3: tackling the incenƟves behind touƟng 

2.  What is the maximum upliŌ that you think should be applied if Ɵcket resales were to be 
subject to a price cap? Please state the reason for your selecƟon. 

 no upliŌ at all 

 10% or less 

 between 10 and 20% 

 between 20 and 30% 

 other – please state 

Virgin Media O2 strongly believes a 10% price cap should be the maximum amount any live event Ɵcket 
can be resold for, as any allowable percentage higher than 10% would enable touts to conƟnue their 
profitable venture, specifically in the context of bulk buying Ɵckets and creaƟng bots to buy out Ɵckets 
from plaƞorms as they are released from the primary seller. A 10% cap above what was originally paid, 
inclusive of primary fees, will demonstrate that the UK takes a clear stand on puƫng consumers first 
and ensures touƟng is no longer a viable, lucraƟve profession.4   

For too long touts have flourished online, forcing fans to choose between missing out on their favourite 
arƟsts or paying ludicrous resale prices. While consumers should retain the opƟon to buy Ɵckets from 
others who can no longer aƩend, a 10% price cap would protect consumers from being financially 
exploited while ensuring those who can no longer aƩend an event have a legiƟmate way to resell their 
Ɵcket and avoid losing out on what they paid. 

A 10% resale cap is a vital step to effecƟvely discourage Ɵcket touƟng and is a strategy that has already 
been adopted by some plaƞorms therefore Virgin Media O2 strongly believes implemenƟng this 
strategy would not impose any significant challenges for other plaƞorms to introduce. In addiƟon, a 
10% cap would enhance consumer protecƟon and provide a transparent and consistent approach to 
the Ɵcket resale market, minimising confusion and frustraƟon among fans looking to purchase Ɵckets 
via secondary sites. AŌer directly polling consumers in the O2 store at The O2, we found 91% of 
consumers believe there should be a cap of 10% or less applied on resale Ɵckets.  
 
An example of a 10% cap, inclusive of primary fees, like the exisƟng legislaƟon in France and Ireland5, 
would look like: 

Primary 
Ɵcket 
price  

 

Primary 
plaƞorm 
fees 

Total “face 
value” of the 
Ɵcket  
(primary price+ 
fees) 

Amount the original 
buyer can sell for / final 
about paid by the 
secondary buyer (10%) 

Amount the 
seller 
(original 
buyer) gets 
back 

Fees 
made by 
the 
reselling 
plaƞorm 

£45 £5 £50 £55 £50 £5 

 

 
4 hƩps://www.musicweek.com/live/read/o2-s-gareth-griffiths-on-the-fight-for-fairer-ƟckeƟng-and-why-10-is-the-right-resale-price-
cap/091369 
5 hƩps://www.gov.ie/en/press-release/71f1a-new-law-banning-Ɵcket-touƟng-comes-into-force/ 
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3. Would the introducƟon of a price cap be likely to impact the service fees charged by resale 
plaƞorms to both the buyer and the seller? If so, how? 

 yes 

 no 

 other – please state  

As referenced in the pricing table in response to quesƟon 2, Virgin Media O2 believes a 10% price cap 
on the amount that was originally paid for the Ɵcket should be inclusive of primary fees, with the 10% 
cap payable to the resale plaƞorm. This approach ensures that the original buyer can recoup their 
money for an event they are no longer able to aƩend, while supporƟng the conƟnued operaƟon of 
ethical secondary ƟckeƟng plaƞorms and removing financial incenƟves for Ɵcket touts. Furthermore, 
a 10% cap on all live Ɵcket resales will provide a fair and consistent approach for consumers, enabling 
clearer informaƟon of the original Ɵcket value and clearer idenƟficaƟon if the Ɵcket is being sold by 
the primary or secondary seller at the point of sale.  

4. What would be the main operaƟonal requirements that need to be in place for primary 
sellers and resale plaƞorms, to ensure original Ɵcket prices can be easily idenƟfied for the 
purposes of a resale price cap? 

The primary operaƟonal requirement for resale plaƞorms would be that the face value of a Ɵcket 
purchased from a primary seller is verified before it can be listed for resale. If the plaƞorm is unable to 
verify the face value of the Ɵcket, then it should not be allowed for resale. For example, Ticketmaster 
clearly displays a unique idenƟfier symbol      when purchasing a Ɵcket sold by another fan and has 
similar processes already in place to verify the Ɵcket before it can be resold.6 Similarly, the primary 
seller must ensure that the face value is clearly displayed on the physical or e-Ɵcket and online 
throughout the purchasing process. PracƟces like these are already in place for major primary ƟckeƟng 
plaƞorms and ensures clearer transparency for consumers. 
 

5. What challenges might exist for primary sellers and resale plaƞorms with a resale price 
cap? 

Several primary and resale plaƞorms already have well-established reselling systems which allow 
consumers to resell Ɵckets for events they can no longer aƩend, with caps already in place. For 
example, ‘Twickets’ and ‘Ticketmaster’ enable customers to resell their Ɵckets inclusive of the primary 
booking fee up to the original face value and verify the Ɵcket before it is listed for resale.7 8Therefore, 
we do not believe there will be insurmountable challenges for other plaƞorms to establish a similar 
approach.  

6. If Ɵcket 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 selecƟon. 

 yes 

 no 

Yes, a 10% ticket resale cap should be applied to all live events in the UK to maintain clearer 
information and a consistent approach that protects consumers and prevents touts from profiteering 
at the expense of fans. A consistent approach will help with consumer clarity around ticket resales and 

 
6 hƩps://help.Ɵcketmaster.de/hc/en-us/arƟcles/26766093171473-How-do-I-know-if-an-offered-Ɵcket-is-a-Resale-Ɵcket 
7 hƩps://www.twickets.live/en/how-it-works 
8 hƩps://help.Ɵcketmaster.co.uk/hc/en-us/arƟcles/4402103802769-Why-are-some-resale-Ɵckets-listed-at-a-higher-price  
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ensure consumers know where their money is going. At our consultation station where we directly 
polled consumers from 1 - 3 April 2025, 84% confirmed they want to see the government apply price 
cap to all live events in the UK.  
 

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 opƟon. Please state 
the reason for your selecƟon. 

 venues and events above a certain capacity threshold 

 venue and event organisers ’opƟng-in’ to being subject to a price cap 

 other – please state  

 not applicable 

Not applicable, a 10% price cap should be implemented for all live events in the UK to guarantee 
fairness and consistency for consumers. Different approaches for different events will cause confusion, 
complexity and potenƟal loopholes that could be exploited by touts. 

8.  If Ɵcket resales were subject to a price cap, should resale above the price cap be permiƩed 
where Ɵckets are resold for charitable purposes? 

 yes 

 no 

Resale above the price cap should be permiƩed for charitable fundraising purposes, however, this 
exempƟon must be carefully monitored to prevent Ɵcket touts from exploiƟng charitable sales to 
unfairly maintain their dominance in the Ɵcket resale market. Furthermore, monitoring of this 
exempƟon is essenƟal to avoid touts manipulaƟng the system through making a de minimis charitable 
donaƟon with each Ɵcket sale and claiming all sales were for fundraising purposes. Tickets donated to 
charity organisaƟons should not be resold, except when the resale is for the purpose of fundraising, 
and where 100% of proceeds are donated to legiƟmate charitable causes. 

9. Aside from charitable purposes, are there any other circumstances where resale above the 
price cap should be permiƩed? 

 yes – please state 

 No 

Beyond charitable purposes, Virgin Media O2 strongly disagrees that there should be any other 
circumstances in which resale above the cap should be permiƩed. A clear and consistent approach is 
essenƟal to reduce the risk of touts exploiƟng loopholes and to improve consumer clarity.  

10.  What are the risks, unintended effects or pracƟcal problems associated with a price cap on 
Ɵcket resales? How could these be addressed? 

A potenƟal unintended risk associated with a price cap could be the development of illegal resale 
channels. Touts will inevitably seek loopholes to shiŌ their transacƟons to black markets, where Ɵckets 
could be sold at even higher prices outside official plaƞorms which could make it more difficult for 
consumers to find legiƟmate and ethical resale opƟons. Virgin Media O2 believes this risk can be 
minimised with appropriate guardrails and penalƟes in place. 
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To combat the risk of illegal resale channels emerging, Virgin Media O2 recommends the government 
implements strict legislaƟon that penalises unauthorised resellers, including substanƟal fines for those 
who are deemed to be professional Ɵcket touts reselling Ɵckets at scale above a 10% cap. AddiƟonally, 
a corresponding public awareness campaign should be launched to help educate consumers on the 
new rules. The campaign should also include the risks of purchasing secondary Ɵckets from black 
markets, such as counterfeit Ɵckets and inflated prices, and should provide clear guidance on how to 
buy Ɵckets safely and legally. This approach will help deter consumers from turning to unauthorised 
resale channels, incenƟvising a fair and secure resale experience while disincenƟvising industrial scale 
touƟng. To help drive further awareness amongst consumers, O2 has recently launched an online 
educaƟonal hub, “Stamp It Tout”, to provide consumers with facts and guidance on how to protect 
themselves from being ripped off and the risks associated with the current secondary ƟckeƟng 
market.9 

Part 4: making resale plaƞorms more accountable 

11.  Should resale plaƞorms be prohibited from allowing sellers to list more Ɵckets for an 
event than one individual is permiƩed to buy on the primary market? Please state the 
reason for your selecƟon. 

 yes 

 no 

 other  

Yes, resale plaƞorms should be prohibited from allowing sellers to list more Ɵckets for an event than 
an individual is permiƩed to purchase on the primary market as it will help to prevent bulk buying by 
touts and bots. Over a six-week period in 2024, O2's Priority Tickets plaƞorm blocked over 50,000 
suspected bots from accessing its plaƞorm.1 This demonstrates how imperaƟve it is for resale 
plaƞorms to limit individuals so they can only sell Ɵckets in line with the volumes permiƩed at primary 
purchase. Without this restricƟon in place, touts and bots can conƟnue to exploit the system, taking 
Ɵckets out of genuine fans’ hands.  

LimiƟng the number of Ɵckets an individual can resell is an equally important measure alongside a 
price cap. A volume limit will ensure as many people as possible can access Ɵckets directly from the 
primary market, rather than relying solely on secondary markets. It’s essenƟal that both a price cap 
and volume limit are implemented collecƟvely. AŌer directly polling consumers at the O2 store in The 
O2, we found that 77% are favourable of the number of Ɵckets purchased by one individual being 
restricted.  

12. What are the risks of introducing new limits on resale volumes? How could these risks be 
countered?  

LimiƟng resale volumes at a plaƞorm level could reduce the overall number of Ɵckets available for fans 
who can no longer aƩend or who missed out on the iniƟal sale, but limiƟng the number of Ɵckets an 
individual can resell, which is what Virgin Media O2 recommends, is important to combat touƟng. If 
ethical resellers are not allowed to sell their Ɵckets, they would struggle to recoup their money, leading 
to frustraƟon among consumers. To counter this, event organisers or resale plaƞorms should 
implement a controlled, official resale plaƞorm where only genuine, unused Ɵckets can be resold 
within the price cap. This ensures that fans who need to resell Ɵckets sƟll have a legiƟmate way to do 

 
9 hƩps://news.virginmediao2.co.uk/lets-stamp-it-tout/ 
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so, without significantly reducing availability. AddiƟonally, implemenƟng a robust ID verificaƟon 
system for anyone reselling Ɵckets is crucial to prevent touts from offloading mulƟple Ɵckets. Major 
primary ƟckeƟng companies already have similar systems in place to combat these risks. 

13.  Should resale plaƞorms be required by law to verify that the seller owns a Ɵcket before it 
can be listed for resale on their website?  

 yes 

 no 

 other – please state 

Yes, resale plaƞorms should be legally required to verify that a seller owns the Ɵcket before it can be 
listed to prevent speculaƟve trading and the sale of fraudulent Ɵckets. While O2 Academy venues have 
a dedicated system in place to support fans who have unknowingly purchased fraudulent Ɵckets, this 
does not prevent the upset, embarrassment and frustraƟon experienced by fans who have been 
vicƟms of Ɵcket fraud. If a resale plaƞorm is not obligated to verify Ɵcket ownership, it undermines 
transparency and fairness for consumers.  
 

14.  Should resale plaƞorms be required by law to verify certain key informaƟon provided by a 
reseller about a Ɵcket (for example, original price and locaƟon within the venue) before it 
can be listed for resale on their website?  

 yes 

 no 

 other – please state 

Yes, resale plaƞorms should be legally required to verify certain key informaƟon, especially the face 
value of the Ɵcket, to ensure that when the resale Ɵcket is listed on the plaƞorm it complies with any 
price cap set in place, providing clarity and fairness for consumers. The verificaƟon process should 
include all relevant details associated with the Ɵcket, such as the seat number and locaƟon, so 
consumers are informed about what they are buying, including any restricƟons such as obstructed 
views. Verifying the face value and other essenƟal details will help protect fans from fraud and 
speculaƟve Ɵcket trading. For instance, plaƞorms such as Viagogo enable sellers to list Ɵckets for resale 
on their plaƞorm before having the Ɵckets10. Virgin Media O2 strongly believes that legislaƟon should 
be implemented to stop this pracƟce, protect Ɵcket resale buyers, and to ensure transparency in the 
resale market. 

15. What steps should Ɵcket resale plaƞorms take to ensure that Ɵckets listed on their 
websites do not breach requirements under consumer law?  

To comply with UK consumer law and ensure a fair marketplace, resale plaƞorms should focus on 
transparency, fairness and consumer protecƟon. They need to monitor pricing, verify Ɵcket 
authenƟcity, provide clear and accessible terms, carry out an ID verificaƟon of the seller and ensure 
that consumers are fully informed about their rights. By taking these steps, resale plaƞorms can 
minimise legal risks, build trust with consumers and provide a secure and fair environment for buying 
and reselling live event Ɵckets.  
 

 
10 https://support.viagogo.com/articles/61000276294-resell-your-viagogo-tickets 
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16.  Should resale plaƞorms be responsible for prevenƟng resale of Ɵckets when the primary 
seller has prohibited resale under their terms and condiƟons? 

 yes 

 no 

 other – please state 

Yes, resale platforms should be responsible for preventing the resale of tickets when the primary seller 
has prohibited resale, provided the T&Cs are clearly stated before the purchase of the ticket. If an 
appropriate cap of 10% is implemented, this matter is less likely to be a major area of concern as a 
price cap will counter financial incentives from the distributive and unfair practice of ticket touting.  
 

17. Should consumers be able to obtain refunds for resold Ɵckets purchased from professional 
traders through secondary Ɵcket plaƞorms? Please state the reason for your selecƟon.  

 yes 

 no 

 other – please state  

Consumers should have the right to obtain refunds for Ɵckets purchased from professional traders on 
secondary ƟckeƟng plaƞorms if there is an issue with the Ɵcket, such as it being invalid or fraudulent, 
or the event being cancelled. This would ensure consumers are protected in line with the Consumer 
Rights Act 201511 and the Consumer ProtecƟon from Unfair Trading RegulaƟons 200812, which allows 
buyers to seek refunds and be protected from unfair pracƟces. 

Part 5: enhancing enforcement 

18. Should the government review the levels of penalƟes available for breaches of the 
Consumer Rights Act and if so, what factors should we consider in respect of these? 

 yes – please state  

 no  

Yes, the government should review the penalties for breaches of the Consumer Rights Act in relation 
to ticket touting, as the current legislation is not strong enough to stop the touting industry from 
profiting at the expense of consumers. Specific rules should be introduced for ticket sellers who resell 
tickets in bulk, including fines for bulk purchasing with the intention of reselling for profit and a ban 
on speculative trading in the ticket market. Resellers should not be allowed to list tickets for sale unless 
the ticket and the seller have been verified. Our research with YouGov revealed that ticket touts are 
costing fans an additional £145m per year1, highlighƟng the significant profit being made by touts at 
the expense of consumers. 

Recently, The Standard reported that hundreds of fans were left stranded at a live event in Amsterdam 
after purchasing fake tickets from a dominant and disruptive secondary ticketing platform13. We 
regularly see consumers coming to The O2 or our O2 Academy venues for a show, only to find the 
tickets they have bought on a secondary ticketing website do not exist. It is often hard-working 

 
11 hƩps://www.gov.uk/government/publicaƟons/consumer-rights-act-2015/consumer-rights-act-2015 
12 hƩps://www.gov.uk/government/publicaƟons/consumer-protecƟon-from-unfair-trading-regulaƟons-traders 
13 hƩps://www.standard.co.uk/showbiz/teddy-swims-amsterdam-viagogo-Ɵckets-scam-b1213178.html 
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families who have bought tickets for their children to shows who are left devastated because they are 
unable to get into a venue. O2 is calling for clear legislative changes to prevent such issues from arising 
in the UK. While the platform linked to The Standard’s recent report has stated that “a full refund will 
take place”13, those who fell victim to this scam will have incurred additional costs, such as travel and 
accommodation expenses that they will be unable to recover. 

19. Would a licensing system for resale plaƞorms help to address issues on the secondary 
ƟckeƟng market? Please state the reason for your selecƟon.  

 yes 

 no 

 do not know 

Virgin Media O2 does not have a definiƟve view on a licensing system as we believe a clearer, more 
ethical and consumer first marketplace can exist with or without one, however we do feel strongly that 
whatever system is put in place should ensure transparency, consumer protecƟon, resale price cap 
control and accountability. It is imperaƟve that the government regularly monitors Ɵcket resellers for 
non-compliance with any new legislaƟon.  

20.  Beyond demonstraƟng compliance with UK consumer law, should licensed plaƞorms be 
subject to any further requirements? If so, what should these requirements be? 

 yes – please state  

 no  

1Both primary and secondary ƟckeƟng plaƞorms should be subject to ensuring they provide: 

 Clearer informaƟon during the sale process on Ɵcket resale plaƞorms, such as a pop-up 
noƟficaƟon which fully explains who the Ɵcket is being bought from and the potenƟal risks 
involved.1 

 Clearer idenƟficaƟon of Ɵcket resale plaƞorms on search engines. Resale websites can 
currently buy their way to the top of search results, without having to menƟon their Ɵckets 
are second-hand, leading to confusion for fans in understanding that their Ɵcket is being sold 
at a price decided by a stranger on the internet.1 

 Clearer transparency of the face value of the Ɵcket price set by the arƟst before it can be 
resold to a consumer. If the seller does not have a Ɵcket, they should not be able to list it for 
resale.  

21. What could be the potenƟal unintended consequences of a licensing system?  

Should the government decide implemenƟng a licensing system is the most effecƟve way forward, 
they should ensure that any system implemented is user-friendly, robust and cost-effecƟve for 
operators. If the licensing system is overly complex or costly, it could jeopardise the existence of 
legiƟmate reselling plaƞorms, undermining its purpose. 
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22. How might a licensing system interact with other proposals set out in this consultaƟon, 
such as a resale price cap?  

A licensing framework could monitor Ɵcket values, implement robust ID verificaƟon processes and 
impose limits on the number of Ɵckets an individual can resell for a single event. These measures 
would align with the terms and condiƟons set by the primary seller, helping to prevent fraudulent and 
unethical behaviours in the Ɵcket resale market. 

Part 6: promoƟng industry-led acƟon to improve access for fans 

23.  How could parƟcipants in the primary market adapt their ƟckeƟng distribuƟon approach 
to reduce the likelihood of Ɵckets appearing on the secondary market at inflated prices? 

To miƟgate the risk of Ɵckets being resold at inflated prices on secondary plaƞorms, primary Ɵcket 
plaƞorms could impose limits on the number of Ɵckets an individual is permiƩed to purchase for a 
single event. This approach would help deter touts and automated bots from buying Ɵckets in bulk as 
soon as they go on sale, ensuring fairer access for genuine buyers. This is an approach already widely 
adopted by major primary ƟckeƟng plaƞorms. For example, Ticketmaster implements Ɵcket limits 
determined by the event organiser to prevent unfair purchasing pracƟces. These limits are clearly 
displayed during the purchasing process and are enforced by ensuring Ɵckets cannot be bought using 
duplicate details such as the same name, email address, billing address or credit card informaƟon.14 

24. How could the live events sector beƩer enforce Ɵcket resale restricƟons 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?  

Major ƟckeƟng plaƞorms already have advanced technology in place to facilitate transparent and 
ethical Ɵcket resales, allowing fans who can no longer aƩend an event to recoup their money. To 
combat touts, secondary ƟckeƟng plaƞorms should conƟnue invesƟng in technology that blocks bots, 
verifies Ɵcket validity and ensures that the face value of a Ɵcket is clearly displayed.  

The government's role in understanding the importance of a 10% price cap, placing limits on individual 
Ɵcket purchase volumes and ensuring beƩer informaƟon for consumers when buying a resale Ɵcket is 
crucial to reducing the financial incenƟves for touts. Without this cap and other measures, the 
secondary ƟckeƟng market will remain unfair and opaque for consumers, allowing touts to conƟnue 
making millions of pounds at fans’ expense. Furthermore, the government should seek to raise 
awareness among consumers about the risks of purchasing Ɵckets from secondary markets dominated 
by touts and encourage the purchase of Ɵckets from legiƟmate plaƞorms that uphold ethical pracƟces 
for both buyers and sellers. 

25.  How would measures set out in this consultaƟon (notably a price cap) interact with 
incenƟves for primary sellers to enable more permissive resale and transferability of 
Ɵckets for fans?  

Virgin Media O2 does not have any reflecƟons to share in response to this quesƟon. 

26.  What other factors should the primary market and the government consider to address 
issues idenƟfied with Ɵcket resale? 

Virgin Media O2 does not have any reflecƟons to share in response to this quesƟon.  

 
14 hƩps://help.Ɵcketmaster.co.uk/hc/en-us/arƟcles/360006439554-Why-is-there-a-Ɵcket-limit 


