
Your Future in Festivals: 

How to stand out from the 
crowd
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Å 7.1m consumers visited a music festival in 2018

Å £198m opportunity for food and drink

Å £114m opportunity in alcohol sales alone

Music festivals are the #1 marketing target for drinks suppliers with       

1 in 5 business leaders believing they are the best place to drive brand 

equity and consumer engagement.

With over 700 annual music festivals in the UK alone, the difficult part is 

understanding where to invest and where your brand can connect with 

your ideal festival goer.

With access to CGAôs research you can answer the important questions:

Å Which festivals are right for you and your brand?

Å Which brand activation resonates with the modern festivalgoer?

Å How can I incorporate a growing culture into a successful strategy?

CGA Festival Insights

Informing where and how to invest
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Ensure your activation 
makes an impact

Powerful sales stories 
and negotiation

Drive overall festivalgoer 
experience

Ensure your activation makes an 
impact with the consumer you are 

looking to attract by 
understanding what resonates 

with them at festivals

Enter into negotiations with 
festival organisers with fact based 

insights that can help shape an 
offer with mutually beneficial 

outcomes

Improve overall festival goer 
experience and drive optimum 

Return On Investment and Return 
On Equity for your brand

Drive greater return on 
equity and investment

Maximise activation spend and 
drive greater return on equity and 

investment by ensuring you 
activate at the festivals most 

relevant to your brand and target 
consumer

Data driven insights to inform festival investment

How CGA can support your festival strategy



Our expertise

UK Festival Awards, Festival Insights & Festival 250 all part 
of the CGA Group, providing vital context and expertise

UK Festival Awards The Festival 250Festival Insights

December 6, 2019, c. 700 industry attendees 

The preeminent B2B awards and networking 
ceremony recognising festival organisers and 
suppliers in the fields of programming, production, 
innovation, emerging talent, marketing, hospitality, and 
catering. 

3,500 distribution e-newsletter (2x/week)

B2B digital publication targeting worldwide festival 
owners, promoters, event managers and essential 
staff. Includes latest business news, supplier insights, 
comprehensive features, and thought leadership 
articles written by industry luminaries.

Festival Index 

Annual ranking of the worldôs top festivals in terms of 
size, event duration, ticket revenue, capacity, and 
commercial success. Sourced, analysed and 
produced by CGA.
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CGA Approach

CGA have a strong network of contacts
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Your Future in Festivals: 

CGA Solutions
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Amplifying your festival strategy  

Four CGA tools to optimise approach with festivals 

Your Future in Festivals 

CGA     

Consumer

Segmentation

Group 1 

Confident 

Conformists

Group 2 

Comfortable 

Sceptics

Group 3 

Mainstream 

Minded

Group 4

Cost Concious 

Champions

Group 5 

Carefree 

Dolce Vitas

Group 6 

Family Pit 

Stoppers

Group 7 

Trending 

Tastemakers

Group 8 

Steadfast 

Sippers

Group 9 

Sparkling 

Socialisers

Group 10 

Business Class 

Seekers

Priority 1 Group Number 1 Prioirty 1 Weighting 1

Priority 2 Group Number 2 Priority 2 Weighting 1

Priority 3 Group Number 5 Priority 3 Weighting 1

Capacity (approx.) Group 1 

Confident 

Group 2 

Comfortable 

Group 3 

Mainstream 

Group 4

Cost Concious 

Group 5 

Carefree 

Group 6 

Family Pit 

Group 7 

Trending 

Group 8 

Steadfast 

Group 9 

Sparkling 

Group 10 

Business Class 1 Victorious Festival 65,000                    4.1% 2.9% -2.7% -7.1% 11.2% -5.4% 1.9% -3.3% -0.1% -3.9%

2 The Big Feastival 20,000                    -0.8% 10.8% -8.5% -8.7% 7.8% -8.2% -6.6% 7.8% 4.3% 3.8%

3 Common People Oxford 30,000                    0.9% 8.9% -7.2% -6.5% 4.8% -8.2% -5.4% 3.4% 4.4% 3.5%

4 Boardmasters 50,000                    -1.5% 4.4% -1.8% -5.0% 4.9% -6.9% -2.2% 2.5% 4.2% 3.0%

5 Isle of Wight Festival 50,000                    0.8% 3.3% -2.2% -0.4% 3.1% -2.5% -1.8% 1.5% -1.2% -1.9%

6 Common People Southampton 30,000                    1.9% 2.4% 0.2% -2.3% 2.0% -3.3% -3.2% -1.8% 0.4% 1.3%

7 Wild Life 30,000                    -0.2% 2.9% -2.8% -4.1% 3.2% -0.1% -2.1% 0.6% 0.7% 3.5%

8 Community Festival 49,000                    -0.8% 2.4% -1.4% -6.0% 2.0% -5.2% 0.3% -1.7% 7.7% 3.6%

9 We are FSTVL 30,000                    1.0% -0.1% -2.9% -3.4% 2.4% 1.4% 2.0% -0.2% -2.3% 3.4%

10 NASS 20,000                    1.0% 1.6% 0.8% 0.4% 0.2% -5.5% -1.8% -1.5% 1.9% -0.2%

CGA Festival Prospecting Tool

Festival Name

Set Priority

Segments & Weighting

And Minumum Capacity

Top 10 Festivals Based on Search Criteria
CGA Consumer Segmentation,  Over / Under Index vs. Festival Average

Minimum 

Capacity
20,000            

1. Stand Out 2. Target efficiently 3. Tailor insights 4. Measure success

Festivals Prospecting Festival Tracks Bespoke Measurement

Identify the festivals that are most 
suited to your brands based on 
consumer profiling for the most 

relevant consumers to your brand, 
through behaviours and attitudes 

as well as demographics

Understand the festival consumer 
by exploring consumer 

perceptions, satisfaction and 
behaviour by festival, to tailor your 
approach in this fragmented and 

diverse market 

Understand activation impact on 
brand equity from a consumer 

perspective in both the short and 
long term to judge success and 

optimise future approach

An entry level syndicated report 
highlighting the value of marketing 
and activating at festivals and how 

to drive consumer engagement 
and build brand equity through a 

festival strategy
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Your Future in Festivals 
How to stand out from the crowd

2019 report

A study of over 10,000 festivalgoers

Priced at £2,000

The most in depth study of festival goers 

available, CGAôs new report provides much 

needed insight for both those looking to dip 

a toe in the water of activations and 

sponsorship and those already established 

in the field, shedding light on what 

operators and festivalgoers alike are 

looking for from suppliers in relation to 

drinks range and experiential activations, 

as well as the potential benefits of 

activating at festivals and the plethora of 

opportunities for drinks suppliers that 

festivals provide. 

Å The value of marketing and activating at festivals 

Å How to drive consumer engagement and build brand equity

Å Compare festival consumer behaviour with on trade and wider 3 rd space

Å Consumer perceptions, satisfaction and behaviours at festivals

Å Food and Drink preferences and spend

Å Consumer perceptions of activation and marketing at festivals

Å What kind of activations do consumers remember?

Å The long term benefits of festival activation ïgoing beyond the field
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Festival Prospect
Connecting brands and festivals
At the core of understanding where to invest your marketing spend is identifying where you are likely to engage 

with your brandôs target consumer.

CGA have profiled festival goers by our MATCH segmentation.  By profiling your brands by our segmentation, 

and then the profile of the festivalgoers visiting each festival we have created a prospecting tool, enabling you 

to identify the festival most suitable for your brands

Base report £3,500  (+additional £1,000 per brand profiling)
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With hundreds of annual festivals 

in the UK alone, the difficult part is 

understanding where to invest and 

where your brand can connect 

with your ideal festival goer.

Fine tune your festival strategy and 

activations by understanding the specific 

nuances of over 50 festivals

Å Understand consumer drivers to each festival ïwhy 

they choose to go there

Å Compare consumer perceptions, satisfaction and 

behaviour by festival

Å Drivers of experience ïHow each festival meets 

the needs and experience demands of festivalgoers

Å Compare drinks trends, spend and consumption

Å Compare consumer demographics including CGA 

MATCH segmentation profile for each festival

Festival Tracks
Compare over 50 different 

festivals


