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Technology is changing our life and cultural habits. We are using new plat-

forms and tools which shape our relationship with artists and their artworks. 

This affects the way we listen to music. Not only the obvious phenomenon 
of digital listening (shifting from physical sales to streaming, from CDs to 

smartphones), but it also affects the way we consume live music, the way 
we engage with music. Have personal listening habits changed from so-

cial activity to being more isolated (by using headphones)? Nowadays go-

ing to a live performance is rather a social event than an effort consciously 
made to focus on the music and the artists on the stage, or maybe not? 

In the cultural and the music sector there are just a few major reports on 

trends globally, and a lack of data on segmented spending and special 

trends, on the live music scene and especially at the grassroot sector 
and in the South-Eastern European region. By “grassroot” we refer to the 

theory developed by Frank Kimenai on “music ecosystem” in which the 
emerging artists and the small music venues (<400 capacity) represent 
the substrate for a healthy and sustainable music industry. EEnlarge Eu-

rope’s Survey, now in its second year, is aimed to gather data on fields and 
territories that have never been thoroughly researched. In our first report 
we found some interesting details, and we aim to gather historical data 

to see how the changes, maybe predict based on them, and last but not 

least, measure current phenomena.

EEnlarge Europe is a community of venues located in five countries 
in South-Eastern Europe and a knowledge-sharing hub for the grass-

roots scene, where all live music starts. Our goal is to keep music alive 
by mutual support and cooperation, sharing knowledge, achieving a 
high standard of quality and helping emerging artists, because music is  

the oxygen in our blood. 

Our goal with this Survey is to under-
stand our audience’s music consumption 

and to uncover possible similar patterns, 
despite geographical and political  

differences: 
online and offline music listening experiences, the effects of digitalisation 
and moving towards metaverse, and how the audience is shifting from 
trends to trends. We wish to use the fresh knowledge to support reignition 

and recovery of the music industry after a long, difficult and challenging 
time of the pandemic, in the middle of the energy-crisis, inflation, effects of 
the Ukrainian war.  

Audience surveys are quite challenging and we only gather data online, 
now mainly in Hungary, Romania, Serbia, Slovenia and newly in Croatia 
too, it ran in November and December 2022. Compared to the previous 
Survey, answers increased 58%, 1525 in total this year, mainly from cap-

ital or larger cities. This overwhelming number of urban respondents can 
be due to the fact that most of the audience are located in capital cities and 

bigger cities as most music equipment (venues, studios, schools, etc.) are 
located there, and youth migration is also an issue in the region. It would 

be interesting to compare this number with countries that have got a thor-
ough cultural revitalising program for their rural areas.

We need to keep in mind this research is not representative of the popula-

tion, but it gives us a solid idea of our audiences’ habits. For any questions 
about the survey and its conditions of realisation, please contact EEnlarge 
Europe.  

ABOUT
EENLARGE EUROPE AND THE SURVEY



BASIC NUMBERS

1,5 MONTHS OF DATA GATHERING, 1525 ANSWERS, 
MAINLY FROM CROATIA, HUNGARY, ROMANIA, SERBIA AND SLOVENIA

MAJORITY: 19-25, 26-35 AND 36-45 YEARS OLD,
MOSTLY FROM CAPITALS (55.67%) AND BIGGER CITIES (17.18%)

49.77% FINISHED UNIVERSITY OR COLLEGE, THIS IS A BIT LOWER THAN IN 2021

ONLY 19.48% WORK IN ARTS AND CULTURE OF THE TOTAL RESPONDENTS, AND 59.93% 
OF THEM DON’T PLAY A MUSICAL INSTRUMENT



HOW OFTEN DO YOU SEE LIVE MUSIC?

MUSIC RELATION

69.93%
NOT AT ALL

2.56%
I DON’T GO TO CONCERTS OR FESTIVALS

1.64%
1-2 PER YEAR - FESTIVALS ONLY

10.89%
1-2 PER YEAR - CONCERTS AND FESTIVALS

31.48%
A FEW TIMES A YEAR

40.66%
MONTHLY (AT LEAST 1/MONTH)

12.79%
WEEKLY (AT LEAST ONCE A WEEK)

3.42%
I AM A MUSICIAN BY PROFESSION (AT LEAST 50% OF YOUR INCOME)

31.21%
I SING/PLAY MUSIC, BUT IT’S NOT MY PROFESSION (LESS THAN 50% OF YOUR INCOME)

5.44%
I DON’T PLAY MUSIC BUT I WORK IN THE MUSIC SECTOR



SPENDINGS

There are economical differences between our focus countries, but the 
spending rates are similar, just like it was last year. Studying the official EU 
statistics about cultural spending never reveals us a more detailed picture: 
how much do we spend on music, compared to other cultural spendings (ie. 

cinema, literature…) in order to assess the weight of the music industry with-

in the so-called creative industries. In this round we also wanted to see if 
the post-covid and war-caused inflation and rising energy prices affect the 
spendings, and if it does, how and what we would cut off and how much it 
would affect the music market. 

Most of the respondents spend around € 13,5 - € 30 in an average month 
on culture, 29.90%, this is more than 3% lower then last year, however, in-

stead of € 0 - € 13 on the second strongest trier we find € 30,5 - € 40 (22.30%). 
This is probably in correlation with, after the pandemic restrictions, people 

actually had/have things to spend on (e.g. more live concerts, reopened ex-

hibitions, etc.).

The majority of the cultural spending is still on music: physical and digital 
music, merch, concerts and festivals. And within music, the majority of the 
monthly spending is on live music, either club concerts or festivals. The 
average now is € 13,5 - € 30 and the ratio is 5% stronger compared with last 

year. 

The majority of the cultural 

spending is still on music

Only 19.48% work in arts and culture of the total respondents, and 
59.93% of them don’t play a musical instrument at all, neither sing. This is 
an impressive result if we put this ratio next to the length of this survey  
(~10 mins) and the interests of the respondents. 



HOW MUCH DO YOU SPEND ON CULTURE?

14.16%
66.82%

31.21%

29.90%

21.18%

22.30%

5.70%

18.43%

13.11%

2.62%
7.74%

7.41%
1.31%

3.41%

13.11%

2.36%
5.44%

33.77%
13,5 - 30€

0 - 13€

30,5 - 40€

40,5 - 51€

51,5 - 60€

60,5€
or above

CULTURE

DIGITAL MUSIC

LIVE MUSIC



If an economic crisis comes, no surprise, it will have an effect on the music 
sector. We are having tough years, we all feel this in our minds and pockets. 
To see the numbers: in our region the majority would rather see which way 
the cat jumps, but sadly third of the respondents (34.82%) predestined 
that they will cut back their expenses. However, all of them, not only cultur-
al. Or what would they cut back exactly? 

DO WE TIGHTEN
OUR BUDGET?



DO WE TIGHTEN OUR BUDGET?

34.82%

YES, I’LL HAVE TO CUT
MY EXPENSES

41.64%

I’M NOT SURE YET 

23.54%

NO, FORTUNATELY
I DON’T NEED TO



We measured all segments of our daily lives and entertainment, from kids’ afterschool activities to sports and health, from exhibitions and theatre 

to clothing and travelling, from eating or going out to live music, merch, subscriptions. Lets see how the rankings would look on the edges:  

From the above comparison it looks like the service or the hospitality sector have more reasons to be worried. The live music sector is definitely in the safe 
zone, just like the streaming providers, however as we know well, the majority of the musicians’ income is from the live music, and the least is from streaming 
(especially if we put this next to it: in our region the music streaming platforms’ freemium models are still much more used then the subscriptions). 

BUYING CLOTHING

EATING OUT AT RESTAURANTS

GOING OUT OFTEN (E.G. CLUBBING OR JUST TO THE BAR)

HEALTH AND BEAUTY (E.G. SPA, COSMETICS, BARBER)

GOING TO CINEMA

TRAVELLING

BUYING MERCH

TRANSPORTATION EXPENSES

GOING TO THEATRE

GOING TO OTHER CULTURAL EVENTS, EXHIBITIONS

BUYING PHYSICAL BOOKS, MAGAZINES

SPORTS (E.G. GYM-CARD)

BUYING PHYSICAL MUSIC (EG. CD, VINYL)

MOVIE SUBSCRIPTIONS

ATTENDING CONCERTS

MUSIC STREAMING SUBSCRIPTIONS

KIDS’ AFTER SCHOOL ACTIVITIES (E.G. PRIVATE LESSONS)

ATTENDING CONCERTS

MUSIC STREAMING SUBSCRIPTION

MOVIE SUBSCRIPTIONS

TRAVELLING

BUYING PHYSICAL BOOKS, MAGAZINES

TRANSPORTATION EXPENSES

GOING TO OTHER CULTURAL EVENTS, EXHIBITIONS

GOING OUT OFTEN (E.G. CLUBBING OR JUST TO THE BAR)

KIDS’ AFTER SCHOOL ACTIVITIES (E.G. PRIVATE LESSONS)

SPORTS (E.G. GYM-CARD)
BUYING PHYSICAL MUSIC (EG. CD, VINYL)

GOING TO THEATRE

HEALTH AND BEAUTY (E.G. SPA, COSMETICS, BARBER)

GOING TO CINEMA

BUYING MERCH

BUYING CLOTHING

EATING OUT AT RESTAURANTS

37%

34%
21%

20%

20%

19%

17%

17%

16%
15%

15%

14%
14%

9%

8%
8%
2%

41%
34%
23%

18%
17%

17%

16%
13%

13%

13%

12%

11%

10%

10%

9%

7%

6%

DEFINITELY CUT OFF FROM THE BUDGET: DEFINITELY KEEP IN THE BUDGET: 



To know if people listen to music focused or just have it in the background 
is important. The more people focus on the music and listen consciously, 

their taste can be more diversified, and they more engagedly follow art-
ists. The majority of the participants still mainly focus on the music they 
listen to, but the ratio of neutrality (both focus and background) also 
became a bit stronger, compared with last year. Furthermore, we inves-

tigated again how people enjoy listening to music: is it a social or lonely 
activity? Most of the people like to listen to music equally both alone and 
in company, and being alone tipped the balance slightly. 

Digital listening (both downloading and 

streaming) is not surprisingly still far the most 

popular format with 91.34% of the partici-
pants preferring it mainly to any other kind.  

This is a slight fallback, last year it was 94.20%. While concert films, vid-

eos and live streams were the second most popular with 59.52%, this year 
music videos (e.g. official videos on YouTube) became more favourable, 
it’s on the second place with 70.62%. The reason behind this change is 
that we can attend concerts in person, opposite to the beginning of the 

pandemia and during the first lockdowns we only could watch streamed 
concerts (if there were any at all). Radio (57%) is the third most popular 

format, but we have to mention, this option was missing from the previous 
Survey. Just like the global trends: CDs have a backdrop (from 36.75% 
to 35.28%) and VINYLS ARE STILL BECOMING A MORE AND MORE 
POPULAR CHOICE IN OUR REGION TOO, from 28.36% NOW 32.72% 

said they would go for it. 

When it comes to devices, it’s no surprise that smartphones are the most 
popular (rose from 80.23% to 83.21%), laptops with external speakers be-

came a bit more popular (48.46%), swapping second place with hi-fi sets 
(48.00%) and still the fourth on this list are laptops with built-in speakers 
(47.48%). The format brings the platform: last year 27.02% said they use 
vinyl turntables, this became 30.30% for this year. Which suggests people 
not just buying more vinyls as merch and supporting their favourite artists 
but it also suggests that they like to listen to it and have the device for it.

DIGITAL AND ONLINE 
LISTENING

Vinyls have been blooming for years now. Both in the UK and in the USA 
the preliminary measures and reports stated the fact that the overall 

revenue of vinyls overtook the revenue of CDs, and had the strongest 
year in 13-15 years. A very similar trend can be seen in our region too.



WHERE DO WE LISTEN
TO MUSIC THE MOST? 
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WHAT DO WE
LISTEN TO? 

In the late 1960’s, singles were the most popular format of music before 
the manufacturers could extend vinyl to the 45 mins LP format. In the cur-
rent digital era, thanks to the streaming services’ playlists among others, 
singles are going strong again. Moreover, there’s TikTok with its short vid-

eo-format that made YouTube start its Shorts too. Did we already forget 

LPs and full albums? 

52.98% of our respondents said they often listen to singles only, it’s half 
% less than in the previous year. 46.6 % listen to full albums often, but 
not exclusively, this ratio rose 3% compared with our previous results. The 
respondents are also more likely to listen to full discographies, 27.61% 
marked this as “often”, that is also a higher number (21.84% was the pre-

vious result), but on this field, we also need to mention that third of the 
people (35.28%) often listens to the discography on shuffle or algorithmi-
cally ordered by popularity. It’s almost the same ratio (35.28%) as those 
who said they listen to their own music on shuffle often, or those (34.56%) 
who often listen to their own playlists, editorial playlists are still less popu-

lar. And some more numbers: 22.95% of our respondents never listen to 
radio (this number is much higher in e.g. Hungary, and much lower in e.g. 

Slovenia), 54.1% never watch music TV. 

To layer these trends, let’s compare the two youngest measured age-

range (16-25) with two other generations (36-55) and see if listening more 
to singles or more to albums are related to age. Is there really a big differ-
ence? 

Age 16-25

SINGLES

SINGLES

Often 52.58%

35.71%

46.65%

18.97%

49.74%

18.02%

43.50%

17.50%

Often

Often

Often

Always

Always

Always

Always

ALBUMS

ALBUMS

Age 36-55



NEW
MUSIC

Investing in emerging artists is a high risk business and takes years of work. 
So we wanted to know if people are actually curious about new music. 

42.49% prefers listening to old favourites and 5,7% listens to their old re-
cords exclusively, it’s a very similar result to our previous Survey, when we 
thought this is an effect of the COVID-uncertainity. Maybe it’s still not over? 
Or maybe this topic needs more social/economical/psychological research? 

But when we find new music, if we look for it, where is it? Music TV channels 
are on the losing side (80.85% never or rarely watch them), just like radio, 
but it is surprising that even Bandcamp or SoundCloud are less popular as 
a source of new music than we expected. The preferred ways of obtaining 

new music (which we measured as ‘often’ and ‘always’) changed compared 

to our previous research, but we added a new county that could alter this.

DIGITAL STREAMING PLATFORMS

CONCERTS OR FESTIVALS

FRINDS’ RECOMMENDATION

YOUTUBE

MUSIC BLOGS AND MAGAZINES

RADIO

BANDCAMP

MUSIC TV

46.06%

38.3%

39.34%

41.2%

22.98%

21.74%

11.39%

4.45%

50.16%

41.77%

40.2%

38.69%

21.25%

20.13%

11.48%

6.89%

2022 2021



WHAT PLATFORM
DO YOU USE?

The most popular platform in our region to listen to music is definitely YouTube. 90.06% of our respondents use it primarily, and besides YouTube, 

62.16% use Spotify as a second option (it’s 4% stronger than last year). 47.15% respondents download music which is a 7% drop (no data on piracy 
here though), Soundcloud and Bandcamp are still similarly popular (just like in 2021, ~24%), but Apple Music use became slightly stronger (9.44%). 

AMAZON 1.05%

APPLE MUSIC 9.44%

BANDCAMP 24.98%

DEEZER 9.7%

DOWNLOADED MUSIC 47.15%

MUSIC TV 16.26%

SOUNDCLOUD 28.79%

SPOTIFY 62.16%

TIDAL 2.95%

TWITCH 2.43%

YOUTUBE 90.1%

OTHER 3.87%

NO ANSWER 0.52%

RADIO 48.66%



CONCERTS
(OFFLINE AKA LIVE MUSIC LISTENING)

In 2022 all countries in our region eased and revoked the COVID-restric-

tions, live music and touring was back again, blooming, furthermore, anoth-

er problem popped up at the grassroot sector: there were too many concerts 
and live music events. The artist wanted to tour as much as possible (after 
two years of no income), so the market became too crowded. The emerg-

ing artists were feeling this the most against the major names, therefore 

the smaller music venues stayed in financial instability too. Not to mention, 
many people were still holding tickets for rescheduled concerts (some of 

them possessed tickets for two years), so they didn’t really buy new ones. 

Then the crisis came… 

In our previous Survey we checked if the people are still a bit afraid of at-
tending crowded events, 25.05% of respondents felt neutral and 22.05% 
were a bit worried, 15% were afraid. Well, this definitely softened, 10% of the 
respondents have sometimes or often second thoughts, the vast majority 
can’t be bothered and are happy to attend. 

We looked at the focus again; is a concert becoming a social event only, or do 
we pay attention to the music? 81.9% of our respondents focus mainly or 

exclusively on the music and don’t even use their phones during a concert. 

81.9% of our respondents 

focus mainly or exclusively on 

the music and don’t even use 

their phones during a concert



HOW FOCUSED ARE YOU AT A CONCERT?

The ideal length of a concert is revealed to be 1 - 1,5 hours (34.69 %), 
and 32.2 % prefers it to be 1,5 - 2 hours and 15.80% prefers 45-60 mins performances. 

IF MORE THAN ONE BAND PLAYS

AT AN EVENING, HOW MANY WOULD YOU 

I TOTALLY FOCUS ON THE ARTISTS, NO CHATTING,
NO PHONE USING DURING THE CONCERT

ONE,
THE HEADLINER ONLY

29.18%

2.03%

28.47%

3.31%

2022

2022

2021

2021

I MAINLY FOCUS ON THE MUSIC,
THAT’S WHY I CAME

ONE,
THAT I KNOW / MY FRIENDS KNOW / MY FRIEND’S BAND

52.72%

3.93%

47.62%

6.42%

I LISTEN TO THE MUSIC, BUT I GO OUT SOMETIMES
OR CHAT WITH FRIENDS

THE HEADLINER AND MAYBE I HAVE A QUICK LOOK
AT ANOTHER

17.77%

33.51%

23.08%

31.37%

I DON’T REALLY PAY ATTENTION, GO BECAUSE
IT’S A SOCIAL OCCASION WITH FRIENDS

I CHECK OUT ALL OF THEM, EVEN IF I DON’T KNOW
THE SUPPORT / GUEST BANDS

0.33%

59.74%

0.83%

57.45%



HOW DO YOU FEEL ABOUT VIRTUAL  
CONCERTS AT VIRTUAL SPACES?  
(E.G. FORTNITE, METAVERSE)

28.07%
I NEVER HEARD OF THEM 

34.49%
I HEARD ABOUT THEM BUT I DON’T

USE VIRTUAL SPACES LIKE THAT / DON’T PLAY

26.75%
I AM NOT INTERESTED 

IN VIRTUAL CONCERTS

8.39%
I ATTENDED A COUPLE / FEW 

BUT I’M NOT A BIG FAN

2.03%
I ATTENDED A FEW, 

I’M A BIG FAN



Grassroot venues host all sorts of artforms, cultural events and in terms of 
music: most of them prefer fresh, experimental, emerging artists, regard-

less of their genres. They are the first step in the artists’ career towards 
major stages, and these venues often discover and develop artists. And 
how do we know what’s on tonight? How does the audience choose where 
to go, what to listen to? 

It’s not the best news for venues and we actually got a lower number this 
time: instead of 11.90% of the respondents, now only 7.34% said they 

have regular venues where they go even if they don’t know what perfor-
mance they would see. This number is small generally but higher at the 

grassroots, because at the grassroot venues all kinds of communities can 
form and gather, the only safe spaces left for communities, the places with 

personal relationships. 

*For the above we summed the results 
which we measured as ‘often’ and ‘always’ 

FOLLOWED ARTISTS’ FACEBOOK EVENTS AND REGULAR SOCIAL 

MEDIA CHANNELS

ONLINE PROGRAM PORTALS

FOLLOWED MUSIC VENUES’ ONLINE CHANNELS

FRIENDS’ RECOMMENDATION

INSTAGRAM STORY OF THE FOLLOWED ARTISTS

FACEBOOK EVENTS - BASED ON NOTIFICATION: FRIENDS’ INVITE
MUSIC BLOGS, MUSIC MEDIA

CITY POSTERS AND BILLBOARDS

FREE PRINTED PROGRAM MAGAZINES

TIKTOK

59%

52%
51%
46%
43%
35%
34%
31%
11%

3%

CONCERTS AND SOCIAL MEDIA



THE VENUES

Usually the larger music venues have nice and neat interiors, modern 
sound systems and good audiovisual recording technology available, not 
to mention the professional, dedicated staff for each workflow. A small 
music venue with the capacity of 50 - 400 ppl generally cannot generate 
much income, has fewer opportunities for grants or sponsors, therefore 

they cannot invest that much into technology and design, also usually they 
lack staff so one person takes several different tasks from sounds, plan-

ning or promotion to communication or writing funding applications, and 

so on. These venues have a lack of money to invest, but if they do, what 
should that be, what actually matters for their audience? Is it important 
to have a food service, a cloak room and a proper bike park in front of the 
place? Or can the charming, human-centred and easy-going attitude bal-
ance out some of the financial handicaps? 



Most of the audience (66.03%) would go to 
see their favourite artists regardless where 
they play. 
Even if this number increased 4%, the results are pretty much the same. 
The ratio of those who don’t like low-key venues and would actually 
choose not to go to a concert because of the environment is still quite 
significant: 12.26% would opt-out (it’s 4% less compared to our previous 
research). 

We have also investigated what makes a music venue attractive. We ana-

lysed the important aspects of the audience’s choices: what makes peo-

ple decide if they go to a concert or not? And why to club A and not to B? 
Venues are desperate to know, so they can make the necessary improve-

ments to be able to fulfil local needs more effectively. 

THE VENUES

Still, sound systems and cleanliness are the absolute most important 
points. We examined the same aspects again, summed up the “very 
much” and “matters but not really important” results, and the ranking 
goes like this:

GOOD SOUND SYSTEM

CLEAN TOILETS

CHEAP PRICES

QUALITY DRINKS

CLOAKROOM

CENTRAL LOCATION IN THE CITY

HAVE A CAR PARK

OTHER CULTURAL FUNCTIONS

HAVE DJ/PARTY AFTER THE CONCERTS

HAVE SAFE/PROPER BICYCLE PARK

HAVE A QUIET SPACE FOR TALKING

FOOD (COLD OR PROPER KITCHEN)

(EG. EXHIBITION, LITERARY 
EVENTS, MOVIE NIGHTS, ETC.)



Pre-pandemic in most of the countries the presale tickets were nicely predictable, that helps both venues, festivals, promoters to see in advance if the 
costs of the event will be remunerative, or needs more investment into promotion. Caused by the uncertainty in the audience, after seriary lockdowns, 
postponed concerts, cancelled events this predictability disappeared, and still haven’t returned properly, on top in some countries (e.g. in Hungary) 

overcrowded market made predictions even harder. Therefore we added a new section to the Survey: How do the audience feel about pre-sale tickets, 
both in case of local and international artists. 

As we see, international artists, we probably can say that major names especially, enjoy a more predictable situation over the emerging, local artists.  
It stands for both the younger (16-35) and the elder (36-55) audience too, there are only 1-2 % differences. 

IT’S NOT COMMON TO BUY
TICKETS IN ADVANCE

5.44%

41.9%

34.16%

13.70%

7.48%

25.31%

25.97%

27.08%

2.9%

11.61%

I USUALLY BUY THE TICKETS
AS SOON AS THEY GO ON SALE

I USUALLY BUY THE TICKETS
A COUPLE OF WEEKS BEFORE THE EVENT

I USUALLY BUY THE TICKETS
A COUPLE OF DAYS BEFORE THE EVENT

I USUALLY BUY THE TICKETS
AT THE DOOR

INTERNATIONAL

DOMESTIC

At the Slovenian grassroot sector it wasn’t really common to use pre-sale tickets pre-pandemic, while in Hungary even the emerging local artists put 
their tickets on sale in advance. This difference is still visible in our results; in Hungary 36% of our respondents said they buy tickets as soon as they 
go on sale, 28% buy a few weeks in advance, and only 27% wait to buy it at the door or the same week as the event. 50% of the Slovenian respondents 
buy the tickets at the door or a few days in advance, and only 16% buy them as soon as they go on sale, this shows similarity with the Serbian results 
too. But if we look at the international artists, the ratio is pretty much the same in all measured countries. 



KEEP THE VENUES ALIVE

We cannot emphasise enough the importance of the grassroot sector, the 

base and the cradle of the whole music and cultural ecosystem. Two years 

lockdown with lack of governmental support, crazy high energy prices, in-

flation, what else would come in our lifetime? We are fully aware that we are 
not the only sector to suffer, but can you imagine what would happen with 
humanity without music? 

This is one of the trends we’d like to measure year-by-year, how people can 

and want to support their favourite music venue either in kind or financially. 
The willingness to support the venues dropped back a bit compared with 

last year. With only two years of research we cannot yet say it’s a tendency, 

our optimistic prediction is that it’s caused by the distress of inflation. 



BEFORE SEPTEMBER 2022 HAVE YOU EVER

SUPPORTED YOUR FAVOURITE MUSIC VENUE?

WOULD YOU SUPPORT YOUR FAVOURITE

MUSIC VENUE FINANCIALLY IN THE FUTURE?

NO, I ONLY SUPPORT THEM BY GOING
TO CONCERTS AND DRINK THERE.

NO, NOT REALLY.

MAYBE IN THE FUTURE.

I’D LOVE TO BUT I CANNOT AFFORD THAT.

YES, BY SPENDING MORE TIME THERE.

YES, BY DONATION.

YES, BY BUYING THEIR MERCH.

YES, BY REGULAR/MONTHLY FEE/DONATION.

YES, IF THEY HAD SUPPORTING CAMPAIGNS
I SENT THEM MONEY.

YES, IF THEY HAD SUPPORTING CAMPAIGNS
I BOUGHT THEIR MERCH.

77.33%
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15.63%
11.02%

83.80%

27.23%
20.46%

24.72%
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15.63%
4.85%
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AFTERWORD

Last year we had the honour to present our first report at MENT Ljubljana 
as a debut. Since then we received really good feedback that motivated 
us to continue with this research, hoping to give data-driven knowledge 
and ideas to the grassroot sector. 

This year we present this report foremost on our own grassroot- 

conference SUBSTRAT Zagreb. We plan this event to be travelling in the 
region to let us have closer look at more and more music scenes, and 
should carry our report-presentations too as a special part. 

To conclude the above figures of this report, we see and feel the noise of 
the digital era but we also see that there are opportunities in it, as music 

is, and will always be a massive drive of people’s lives. In the future we’ll  
adjust the Survey to new current phenomena and we’ll try to include 
topics that interest us; sustainability, inclusion, diversity, cooperation.  
For everyone who took part and filled out the questionnaire we owe  
a huge thanks. 



THE SURVEY TEAM,
CREDITS

Author / ESZTER DÉCSY 
Editors / ESZTER DÉCSY, LAURA FERRERO
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Survey Coordinators per EEnlarge Europe countries 
Croatia / VANESA MATOŠEVIĆ
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Romania / ÁRPÁD SCHMEIDER and ALEX STINGU
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Special thanks
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DISCLAIMER
“EEnlarge Europe: How Do We Listen to Music? - The Survey Report 
2023” is a publication of EEnlarge Europe, Budapest, 2023.
All rights reserved. 

This material is meant to be useful for anyone in the music scene, there-
fore we let this publication free to be multiplied and be sent to anyone 
who’d be interested. Please mark EEnlarge Europe as the source, please 
spread the word. 
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More about EEnlarge Europe: https://eenlargeeurope.com/
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