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Table 1. Data collection overview (from 1st January to December 2017) 

Data source Data analyzed Relevance of data 

Tweets 788 organic tweets 

analyzed tracing #toutsout 

hashtag (plus 2158 

retweets)  

Our research journey identified this hashtag as the most relevant for following current 

conversations about issues with overpriced tickets on secondary sites. These tweets often 

contained reference to the news articles below and helped in our understanding and 

tracing of the different actors involved  

Newspaper and media articles BBC News 

The Guardian 

The Independent  

Daily Record 

This allowed us to gather current UK news stories. We also carried out regular Google 

searches on news stories related to secondary ticketing (the topic was regularly featured 

in online and offline press, radio and television during the research period) 

Activist group (FanFair 

Alliance) 

Official website  

Official Twitter account  

This group was chosen as they were mentioned regularly on social media and in the press 

as a leading voice in challenging the secondary ticket market 

UK Government legislations Competition and Markets 

Authority  

Digital Economy Act 

legislation 

National Trading Standards  

Consumer Law  

House of Commons 

briefing paper: Secondary 

Ticketing  

Each of these legal/regulatory frameworks were changed/adapted or impacted during the 

period of study with regards to how the secondary ticket market performed in the UK 

during the time period  

Key industry platforms StubHub, Ticketmaster, 

Twickets, GetMeIn, 

Viagogo, See Tickets  

 

Identified as being the main secondary ticket players in the market 

Industry news outlets and 

blogs 

Event Smart 

Music Week 

Ticket Economist 

E&T Magazine (a 

magazine specialising in IT 

and engineering)  

Which? – consumer 

magazines 

Each of these sources contained information about the ticket market (both primary and 

secondary) that assisted in understanding the context of the study, and as an up-to-date 

discussion of the changes taking place within the market(s) during the period of study 
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Table 2. Overview of thematic unpacking of tweet data linked to each empirical vignette 

Analytical 

theme 

Relevance 

to 

empirical 

vignette 

Number 

of tweets 

captured 

Sample tweets 

Scarcity of 

resource and 

general 

negativity 

towards the 

primary market  

 

Background 

information 

and 

justification 

for study  

63 ‘Problem is – when artists / bands use sites such as 

ticketmaster (who have reselling partners) to sell their 

tickets #Corrupt #ToutsOut #U2.’ (16 January 2017) 

 

‘WHY won't Ticketmaster blacklist supertouts? DO 

they earn them too much 

money? @nigeladamsmp @johnnicolson #toutsout.’ 

(6 April 2017)  

 

‘Sooo another Ticketmaster farce this morning trying 

to get tickets for @stereophonics #toutsout.’ (1 

August 2017) 

 

 ‘Venue presale and Ticketmaster presale this 

morning for @liamgallagher and every fucking ticket 

sold out in less than 20 second #toutsout.’ (7 

September 2017) 

 

 

Bots arbitrage 

boundaries  

Vignette 1  17 ‘Computer software that robs music fans and makes 

ticket touts a fortune 

http://www.mirror.co.uk/tech/computer-software-

robs-music-fans-9796292#ICID=sharebar_twitter … 

@FanFairAlliance @SharonHodgsonMP #ToutsOut.’ 

(11 February 2017) 

 

‘NEWS: Touts using bots to bulk-buy tickets for re-

sale will now face unlimited fines under UK law. 

#musicnews #ToutsOut.’ (12 March 2017) 

 

‘@FanFairAlliance StubHub claim that 98% of ticket 

sellers on their site are "people like you and I that 

can't go to the event". Yes, and the other 2% of sellers 

are selling 90% of the tickets. Oh, and bots can't go to 

events! #toutsout.’ (11 December 2017) 

 

 

 

Regulatory 

concerning of 

markets – 

government 

interventions  

Vignette 2  41 ‘Great to see this petition on banning resale of tickets 

at inflated prices gaining traction: #ToutsOut 

#putfansfirst.’ (9 February 2017) 

 

https://twitter.com/#!/search?q=%23Corrupt
https://twitter.com/#!/search?q=%23ToutsOut
https://twitter.com/#!/search?q=%23U2
https://twitter.com/nigeladamsmp
https://twitter.com/johnnicolson
https://twitter.com/#!/search?q=%23toutsout
https://twitter.com/stereophonics
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/liamgallagher
https://twitter.com/hashtag/toutsout?src=hash
http://www.mirror.co.uk/tech/computer-software-robs-music-fans-9796292#ICID=sharebar_twitter …
http://www.mirror.co.uk/tech/computer-software-robs-music-fans-9796292#ICID=sharebar_twitter …
https://twitter.com/FanFairAlliance
https://twitter.com/SharonHodgsonMP
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/hashtag/musicnews?src=hash
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/FanFairAlliance
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/hashtag/putfansfirst?src=hash
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‘In response to secondary ticketing, government says 

a price cap would not work !! What a joke #toutsout 

#Tickets #fairprice.’ (11 March 2017) 

 

‘New legislation still a way off, but at least 

#tickettouting being taken seriously by government 

#toutsout.’ (20 March 2017) 

 

Rise of 

concerning by 

market actors  

Vignette 2  181 ‘Why, oh why will not the UK Government put 

@StubHub @SeatwaveUk @viagogo & @GETMEIN 

out of business? #toutsout.’ (22 March 2017) 

 

‘Ticketmaster has no @thekillers tickets left. But their 

affiliated resale site GETMEIN has 

plenty. #thekillers #toutsout.’ (14 July 2017) 

‘@ticketmaster Tickets for @brandnewrock sold out 

at exact moment they go on sale, and instantly on 

your resale site at x2 price. #toutsout.’ (18 August 

2017) 

 

‘Thats because @viagogo are SCUM, they knew all 

along. I feel so bad for people like yourself. Hope 

they are brought to justice! #ToutsOut.’ (20 

September2017) 

 

‘Could someone @TicketmasterIre explain how 

tickets for day lipa are sold out by 9:01 but available 

on seatwave for €147 #ToutsOut #dualipa.’ (29 

September 2017) 

 

‘According to StubHub’s Top Seller Handbook, touts 

who make more than $250,000 of sales per year are 

entitled to benefits including discounts on seller fees, 

which increase as their sales rise. #ToutsOut.’ (10 

November 2017) 

 

 

Concerning 

actors: 

mediating 

collective 

action – fans  

Vignette 3 64 ‘why cant we adopt @GlastoFest where we register 

and tickets have our details on? We can then find the 

touts #ToutsOut.’ (3 February 2017) 

 

‘We need to give a consistent unified decision, led by 

artists, managers and promotors #toutsout.’ (11 

September 2017) 

 

 ‘Awesome award! Congrats to @edsheeran MBE & a 

massive thanks to him & his team for also helping 

fans & leading the way against ticket touting #VofV 

#fairgogo #toutsout @FanFairAlliance @StuartCamp 

@KilimanjaroLive @DHPFamily @AEG_Presents.’ 
(7 December 2017) 

 

 

https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/hashtag/Tickets?src=hash
https://twitter.com/hashtag/fairprice?src=hash
https://twitter.com/hashtag/tickettouting?src=hash
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/StubHub
https://twitter.com/SeatwaveUk
https://twitter.com/viagogo
https://twitter.com/GETMEIN
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/thekillers
https://twitter.com/#!/search?q=%23thekillers
https://twitter.com/#!/search?q=%23toutsout
https://twitter.com/Ticketmaster
https://twitter.com/brandnewrock
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/viagogo
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/TicketmasterIre
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/hashtag/dualipa?src=hash
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/janeandpaulware/status/910240213364088833
https://twitter.com/janeandpaulware/status/910240213364088833
https://twitter.com/GlastoFest
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/edsheeran
https://twitter.com/hashtag/VofV?src=hash
https://twitter.com/hashtag/fairgogo?src=hash
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/FanFairAlliance
https://twitter.com/StuartCamp
https://twitter.com/KilimanjaroLive
https://twitter.com/DHPFamily
https://twitter.com/AEG_Presents
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Concerning 

actors: 

mediating 

collective 

action – 

contacting 

artists for 

support  

Vignette 3 30 ‘@U2 Bono can influence governments but can't help 

set a precedent and sort this out? Oh come on 

#toutsout.’ (17 January 2017) 

 

‘@BrandonFlowers pl follow @edsheeran example & 

cancel resold tickets. Get yr agents to use the readily 

available tech to stop touts #ToutsOut.’ (17 July 2017)  

 

‘Then do something GB [Gary Barlow] as 

@edsheeran did. ACTION speaks louder. #toutsOut. 

Show support to ur fans. Ty.’ (20 October 2017) 

 

‘Can I ask what you guys and Kevin's stance is on the 

resale of pre-sale tour tickets on secondary sites? 

Have you got the balls to follow @edsheeran and 

cancel these tickets #ToutsOut.’ (21 November 2017) 

 

Concerned 

actors 

mediating 

collective 

action – fans 

attempting to 

influence artists  

Vignette 3  20 ‘@edsheeran management says bringing official ID + 

credit card of ticket buyer will allow entry to gigs –

important step! #toutsout.’ (19 July 2017) 

 

‘Make ticket touts take the high road, demands former 

Runrig star turned MP @PeteWishart #toutsout.’ (20 

November 2017) 

 

 

Concerned 

actors 

mediating 

collective 

action – 

introducing 

new actors  

Vignette 3 35 ‘Anyone who needs tickets, please use @Twickets 

used them plenty of times myself #toutsout.’ (16 

October 2017) 

 

‘Top advice from @royalblooduk @Twickets do an 

excellent job helping real music fans get face value 

tickets from genuine sellers. #toutsout.’ (30 October 

2017) 

 

 ‘@PearlJam please team up with @Twickets so real 

fans can get a chance to see u at ur UK tour in June. A 

lot of established artists have already done so, u can 

too http://partners.twickets.co.uk/  #toutsout.’ (11 

December 2017) 

 

 

 

 

Table 3. Overview of primary and secondary market and framing the agencing. Adapted from 

Caliskan and Callon (2010), Callon (2016), Cochoy (2016), Cochoy, Trompette, Araujo (2016) 

 

 

https://twitter.com/U2
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/BrandonFlowers
https://twitter.com/edsheeran
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/edsheeran
https://twitter.com/hashtag/toutsOut?src=hash
https://twitter.com/edsheeran
https://twitter.com/hashtag/ToutsOut?src=hash
https://twitter.com/edsheeran
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/PeteWishart
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/Twickets
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/royalblooduk
https://twitter.com/Twickets
https://twitter.com/hashtag/toutsout?src=hash
https://twitter.com/PearlJam
https://twitter.com/Twickets
https://t.co/R24i5EXBtt
https://twitter.com/hashtag/toutsout?src=hash
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Framing the agencing 

in the market 

Market 1 (primary 

market) 

Market 2 (secondary 

market) 

Processes of 

concerning 

Passiva(ct)ion of 

entities traded – 

investments 

Quick and cool market. 

The object (concert 

ticket) is easily made 

passive little can be 

done to adapt or 

change the product or 

the market. Tickets for 

events are offered in 

advance. To be able to 

participate in the 

market the buyer must 

be present at the initial 

ticket release.  

Actors become 

equipped to act in the 

market at scale and 

speed.  

Slow (and potential to 

be) hot market.  

Passivity of the ticket 

is more difficult in this 

market as potential 

customers may have 

emotional attachment 

to the act/event for 

which they desire 

tickets and thus value 

is notably subjective. 

Challenges around 

unfairness for those 

who intended to be in 

market 1 and ended up 

in market 2 and/or are 

locked out of the 

electronic 

orchestration, 

automation and bot. 

Owing to the time 

between market 1 and 

the event, much 

turbulence is possible 

in market 2. 

Consider the face 

value of ticket and its 

meaning to different 

consumer groups.  

Operations of market 1 

can restrict the ability 

of fans to purchase 

tickets and instead 

offer a broadly ordered 

way of setting up 

several wholesalers.  

Passivity in the 

secondary ticket 

market begins by the 

introduction of 

changes in legislation, 

which is contingent on 

a successful mobilizing 

of concern. 

Market becomes more 

stable due to increased 

regulation/legislation. 

Secondary ticket 

market is more 

controlled and works 

with a recast form of 

collaboration with 

market 1 distribution 

channels (to cool down 

market 2 so that it 

becomes less of a 

concerned market), 

(market 2) each with 

purpose (speculation, 

arbitrage).  

Markets 1 and 2 are 

indexed by time (i.e. 

the date of the 

concert).  

Operations of 

valuation  

Market 1 offers face 

value tickets with little 

opportunity for 

discount, loyalty or 

change in price. The 

vision or in print of 

market 2 presents 

several value 

opportunities and 

obligations: the 

opportunity to re-sell 

can help reduce the 

risk in purchasing 

tickets early, the 

Difficult to make 

valuations. As time 

elapses, valuation can 

change depending on 

remaining inventory, 

and its degree of 

relevance against 

perceptions of 

prevailing prices, 

changing trends, 

appeal of act and 

announcement of extra 

concert dates/late 

release of tickets to 

Market 1 will close 

quickly once the 

concert ‘sells out’ and 

there is no valid 

inventory. Market 2 

will remain active until 

the date of the concert 

and available inventory 

will change regularly – 

all tickets issued are in 

principle inventory to 

market 2 until 

showtime. Value of 

tickets will depend on 



 6 

mapping of key trading 

points as possibilities 

for making/realizing 

value.  

Can operate like 

options trade.  

market 1 (i.e. a re-

opening of market 1).  

scarcity of resource. 

Sellers may be unable 

to sell their inventory 

resulting in leftover 

tickets.  

Market 1 may produce 

scarcity, which may be 

re-appraised by means 

of price in market 2.  

New devices/actants 

join the conversation 

(algorithms). These 

can adjust the value 

based on changing 

market conditions 

(changing the inter-

dependence of markets 

1 and 2, perhaps luring 

or unifying these as a 

new form of agencing).  

 

Orchestration of 

encounters  

Cool market – time is 

referred to as a 

sequence of 

opportunities or 

options. Bots as 

devices of arbitrage, 

acquiring ticket 

inventory at scale and 

speed and moving 

inventory into market 

2. 

Dealing with the 

distribution resolved in 

market 1, scarcity is 

orchestrated slowly 

thus driving consumer 

demand to market 2 

Driven through 

advertising, 

promotional tools and 

market devices such as 

Google Search 

rankings. 

Concerned actors (e.g. 

regulations, 

legislation) put in 

place to prevent bots 

from accessing 

available ticket 

inventory. 

Limited ticket 

inventory in a much-

reduced market 2.  

Artists and promoters 

discourage use of 

secondary ticket sites 

by attaching ID 

conditions to tickets or 

fan verification 

programmes evidenced 

through purchase of 

artist’s album or 

similar. 

 

Attachment of goods 

to consumers 

(singularizing) 

The good (the ticket) is 

as a bundle of options 

and obligations, 

knowledge. Each ticket 

has an individual 

identity. Gaining 

ownership of the ticket 

in market 1 is a binary 

transaction. 

Developments in 

technology can ensure 

that ownership of the 

Moving closer to the 

event, there may be 

fewer exits for value 

realization, i.e. who 

wants to be at the 

event? Comparable to 

standard options 

contracts – the ticket 

holder might have to 

receive/retain the 

commodity or acquire 

it for delivery to a 

contract holder. There 

Concerned actors 

(artists/primary 

market/tech 

developers) are 

working to reframe 

concert ticket market 

to understand 

ownership of ticket 

from sale to event. 

Risk to end-consumer 

of not gaining access 

to event if purchasing 
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ticket can be traced 

(e.g. blockchain).  

is the risk of tickets 

being cancelled by 

primary market or 

promoter if resold (as 

per terms and 

conditions of original 

sale).  

from secondary 

market.  

Collective agencies – 

consumers getting to 

the point where they 

wish to pay.  

Action groups try to 

‘protect consumers’ 

from purchasing 

overpriced tickets/false 

inventory. The action 

group assist by helping 

consumers in 

reclaiming money 

spent purchasing fake 

inventory or tickets 

cancelled by the 

promoter, lobbying 

government, co-

performing the market.  

Blockchain technology 

can attach ownership 

to the ticket. Purchaser 

becomes owner of a 

guaranteed ticket from 

initial purchase to 

event time. No fake 

inventory or risk of 

ticket cancellation. 

Pricing in bilateral 

transactions 

Generally stable and 

unlikely to change 

from face value; 

however, evidence of 

bulking and scaling 

and perhaps 

speculating (e.g. 

purchasing from 

market 1 in preparation 

for price rises in 

market 2). Confusion 

in the B2B ticket 

market ‘selling to 

oneself’, e.g. Live 

Nation into 

Ticketmaster; 

Ticketmaster into 

Seatwave and GetMeIn 

(secondary market). 

Timing – when 

purchasers join the 

market indicates 

alternatives and 

possible exits: What is 

perishable? Who can 

afford to wait? Who 

has the technology to 

enable waiting? 

Pricing is unstable and 

unpredictable, as is the 

availability of ticket 

inventory.  

Increasing evidence of 

artists/bands 

positioned as 

‘concerned actors’ and 

driving innovation of 

ticket exchange as a 

way of stabilizing the 

price to ensure sales at 

face value only. 

Examples of buyer 

identities embedded 

into tickets and 

potential use of 

blockchain.  

The price of the ticket 

should be face value 

only… the behaviours 

in this market allow for 

variable pricing (and 

pricing models – fees, 

etc.) Moving to a 

situation of 

competition where 

there are multiple 

secondary sellers 
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rather than a bilateral 

transaction.  

 

 


