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IQ is the leading information resource  
for the international live music business.
IQ operates across multiple platforms including IQ-mag.net, our 
daily Index newsletter, IQ Magazine and a number of annual reports, 
including the International Ticketing Report, Global Arena Guide & 
European Festival Report. 

IQ has a monthly reach of up to 60,000 highly-engaged professionals 
working in the global concert and festival businesses. Our daily 
newsletter, Index, boasts over 15,000 subscribers.

IQ’s print magazine is published eight times per year, to a global 
readership of 10,000 professionals, while our daily digital content 
drives the news agenda across the business.  

IQ’s readership includes the leading innovators and operators in 
concert and show promotion, including concert promoters, booking 
agents, festival organisers and venue operators. We set the agenda 
for the live music industry through compelling content – news, 
comment, features, analysis and in-depth reports – that our audience 
wants to read, share, and contribute to. 

IQ is a title for the industry, by the industry.

ABOUT IQ
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WHAT WE DO
IQ MAGAZINE | IQ-MAG.NET | IQ INDEX

IQ Magazine is home to our long-form features  
and analysis, and interviews with the biggest  
names in the industry.

Regular features include:
In Brief A roundup of the month’s headlines
New Signings The latest acts signed by international 
agents alongside a free monthly Spotify playlist
Your Shout A lighthearted glimpse into the lives  
of our readers and their experiences
Comment Professionals write directly to their  
peers on key issues and topics

IQ Magazine lands on  the desk of the biggest  
names in the industry

2

“We work in an industry 
that aims to entertain 
the entire population. 
And that population is 
made up of extremely 
diverse audiences”
Troy Suda

GEORGIE LANFRANCHI
Tour manager/production 
coordinator, Only Helix Ltd (UK)
Pronouns: she/her/hers

georgie@onlyhelix.com

Tell us about a personal triumph in your career
My journey with Years&Years, from being their 
production coordinator to their tour manag-
er, has been by far the most rewarding of my 
career. Being queer and working for one of the 
biggest gay icons of our time is a true honour. 

What advice could you give to young queer 
professionals? 
Try your best not to hide who you are. This  
can often be instinctive for queer people, but 
the industry is changing, opinions are chang-
ing, and the best way to help drive that forward 
is to be visible. 

What’s the best mistake you’ve ever made? 
Every mistake I’ve made – it’s the best way to 
learn. Those cringy, stomach-dropping, mortify-
ing moments that stick with you when you 
realise you’ve messed up, stick with you for a 
reason. You don’t make those mistakes again! 

Tell us about a professional challenge you’ve 
come across as a queer person in the industry
I actually feel that being a woman is more of a 
hindrance in this industry. Don’t get me wrong, 
I still get a lot of ignorant questions from people 
that perhaps don’t (knowingly) have queer people 
in their life, but you’d be hard pressed to find a 
queer person that doesn’t! 

Causes you support
Music Support, CALM, The Trevor Project, 
David Shepherd Wildlife Foundation, WWF, 
Rainforest Alliance. 

Your favourite queer space
Flamingos Nightclub in Bristol – which is sadly 
no more. I felt a real absence of queer spaces 
growing up, from the countryside towns I grew 
up in and even the cities I frequented in my 
university years. It’s so important to keep these 
spaces going so queer folk have a safe space to 
go and a place to find and express themselves. 
Support your local queer spaces! 

LGBTIQ+ LIST 2022_FeatureFeature_LGBTIQ+ LIST 2022
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DAVID JONES
Chief information officer, AEG (UK)
Pronouns: he/him/his
linkedin.com/in/davidjones99/

Tell us about a personal triumph in your career
I’ve recently been promoted to the role of global 
chief information officer. In my new role I am 
leading a new division – AEG Global Technology 
– which brings together AEG’s talented technolo-
gy staff in the US and Europe. I am proud to say 
that this will be the first time that someone in the 
UK will head up a global team in our company.

What advice could you give to young queer 
professionals?
Seek out other LGBTQ+ people in your or-
ganisation or industry; build friendships and 
provide support to each other. Being part of 
the Pride employee network group at AEG has 
been a wonderful experience. I have made new 
friends right across the organisation, and our 
group has been a force for positive change in 
our company.

Name one thing the live industry could do to 
be a more inclusive place
Empower and support your LGBTQ+ colleagues. 
And that means more than simply ‘rainbowing’ 
your logos, venues and events in Pride month. If 
your organisation doesn’t have an employee net-
work group then help your LGBTQ+ colleagues 
to establish one and support them to drive 
positive change.

The queer act you’re itching to see live this year
Steps at Birmingham Pride. Even though they 
are performing on Sunday evening; I’m too old 
for such giddiness on a school night…

Your favourite queer space
In 2018, the Isle of Wight hosted UK Pride. Peter 
Tatchell spoke about how ‘local’ Prides were so 
much more important than those traditionally 
held in big cities, because it was important for 
LGBTQ+ people to be visible, embraced and 
happy everywhere, not just in places like London 
or Manchester.

I witnessed an enormous Pride flag paraded 
down the main street of my hometown, enjoyed 
drag queens in the cabaret tent on the espla-
nade, and then sang along with Conchita Wurst 
on the beach stage. My favourite queer space 
was the Isle of Wight on Saturday, 21 July 2018.

IQ is placing LGBTIQ+ executives at the forefront 
of our annual Pride issue with the second-ever 
LGBTIQ+ List.

The list celebrates the LGBTIQ+ professionals 
making an impact in the international live music 
business and beyond.

This year’s top 20, as nominated by our readers 
and verified by our esteemed steering committee, 
have gone above and beyond to wave the flag for 
a more diverse and inclusive industry – one that 
we can all be proud of. Without further ado...

 Magazine    49
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PITCH PERFECT:  
STADIUM 
REPORT 2022

Keen to make up for two years of 
inactivity and to meet public – and artist 
– demand for huge concerts, the 2022 
stadium show schedule was packed like 
never before. Derek Robertson talks to 
stadium operators about recovering from 
the pandemic, dealing with a congested 
calendar, and their plans for a bright future. 

hygiene. Yet to gaze upon any number of packed 
stadiums and festival fields this summer is to re-
alise that public concern has all but vanished; de-
mand for large-scale communal, euphoric, sweat-
soaked music experiences is higher than ever. 

This comes as no surprise to Tom McCann, 
venue director of Arsenal F.C.’s Emirate Stadium 
in the UK’s capital. “Everyone – both fans and 
artists – learned to appreciate live entertainment 
when it was taken away from us for so long,” he 
says. “And with so many bands having produced 
new music over the last two years, it’s created a 
perfect storm of fans wanting live concerts and 
artists wanting to play.”

Indeed, rather than uncertainty holding back 
stadia mangement, a number of venues chose the 
pandemic recovery period to enter the market.

Barely four miles (6km) north of Arsenal, ri-
vals Tottenham Hotspur dipped their toes into 
the concert market this year, hosting back-to-
back shows by both Guns N’Roses and Lady Gaga 
with just under 200,000 fans in attendance across 
the four nights. 

Across the city, arguably the world’s most fa-
mous stadium, Wembley, was the setting for as 
many concerts – 16 – as games this year, selling 
more than 1.3 million tickets in the process. 
However, next year it will shatter that record 
with agreements to host 26 concerts.

In the UK in general, the total number of 
stadium and festival shows will exceed 2,000, 
double-digit growth from pre-pandemic levels, 
according to the Financial Times. And it’s not just 
here or in Europe: Argentina’s River Plate Stadi-
um will host Coldplay for ten nights in Novem-
ber (they’re also doing five nights in São Paulo, 
Brazil), while the likes of Ed Sheeran and Billy 
Joel have had to add extra dates to the Australian 
and New Zealand legs of their respective tours.

Of course, this is not just due to pent-up de-
mand and consumer confidence. As Alex Luff, 
venue sales manager at Principality Stadium in 
Wales, says, many of the postponed shows from 
2020 and 2021 have simply been rescheduled. 
“We’ve had to work harder as a team and work 
more collaboratively with our partners and pro-
moters to satisfy such a crowded calendar,” he 
says. Rammstein’s Stadium Tour is one such ex-
ample; originally planned for 14 June 2020, they 
finally played in June this year, wowing nearly 
40,000 fans with “audacious theatrics, extrava-
gant pyrotechnics, and world-class production.”

In total, the Principality Stadium has wel-
comed over 350,000 music fans this summer, in-
cluding 110,00 across two nights for Stereophon-
ics’ We’ll Keep a Welcome shows – with support 
from Sir Tom Jones, his first time playing the 
stadium – and 75,000 back in May for Ed Sheer-
an, the biggest capacity crowd to have ever taken 
place in Wales. “It was a bumper summer,” says 
Luff, “and an incredible opportunity to present 
the stadium to new audiences.”

I
t was a statement that had become inevi-
table but was still dreaded – 13 words that 
nobody in the live music industry wanted 
to hear. “We collectively recommend large-
scale events through the end of March be 
postponed.” The date was 12 March 2020; 
those words came from a joint statement 
issued by Live Nation, AEG, CAA, WME, 
Paradigm, and UTA. That same night, the 

last four arena shows in the US – Billie Eilish, 
Prince Royce, Post Malone, and Lauren Dai-
gle – took place; one day earlier, Maroon 5 had 
headlined Uruguay’s Estadio Centenario, while 7 
March had seen Elton John entertain over 26,000 
fans at Australia’s Western Sydney Stadium. Such 
shows were no more, though – and no one knew 
when they’d be back.

As Covid-19 rampaged across the planet, ax-
ing public events and social gatherings became 
the first step toward lockdowns, with sporting 
events, cinema, theatre, and music the first to 
shut down. Safety, and fear of the virus, were the 
primary considerations; as the joint statement 
continued, ensuring that “precautionary efforts 
and ongoing protocol are in the best interest of 
artists, fans, staff, and the global community” 
were of paramount importance. Some smaller 
shows and events continued, particularly in ter-
ritories that enacted less stringent restrictions, 
but in the main, stadiums remained shuttered. 
And despite the arrival of the vaccine in early 
2021, successive infection waves and the number 
of Covid-19 variants ensured that it wasn’t until 
the second quarter of this year that full-capacity 
stadium shows became viable once again. 

Overwhelming demand
In the midst of lockdowns, some wondered what 
profound behavioural and societal changes the 
virus might leave. Handshakes would be out, 
mask-wearing in; and as for large social gather-
ings, a whole new range of protocols and norms 
would be adopted to defend personal space and 

Principality Stadium in 
Wales was just one of two 

UK venues on Rammstein’s 
historic 2022 tour
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With millions of tickets sold, never-seen-before 
production elements, and a schedule which has seen 
him set records throughout Europe, Ed Sheeran’s  
+ – = ÷ × tour was the runaway winner of IQ’s Tour 
of the Year Award for 2022. Derek Robertson speaks 
to some of the dedicated army of professionals who 
helped Sheeran realise his artistic ambitions.

All photography © Ralph Larmann

ED
SHEERAN

BENJI FRITZENSCHAFT
DREAMHAUS (DE)

Your podcast initiative opened doors for you. What advice would 
you give to anyone trying to find a job in live music?
Go the extra mile: Start your own project (podcast, blog, etc.) and 
invest your time. Show the world you have expertise and why you 
would be a good addition to any team.
 
What’s been the biggest challenge for you and the DreamHaus team 
as the business has emerged from the pandemic restrictions?
There is an uncertainty about the upcoming winter, so hopefully we 
can continue having regular concerts throughout the colder times. 
Let me be fully honest: after months in my home office, it took a 
while for me to get used to the regular office workflow again.
 
Where would you like to see yourself in five years?
I just want to keep my momentum going and build my roster. In 
general, my goal is to continue to do my work, learn, and evolve – 
personally as well as career-wise – and then who knows what the fu-
ture will bring.

What has been the highlight of your career, so far?
After years of attending splash! as a fan, the moment I was backstage 
at the festival as an official was pretty cool. In addition to that, LUIS 
– the first domestic act I signed – just started his first tour, which is 
basically sold out. 

CLARA CULLEN
MUSIC VENUE TRUST (UK)

MVT’s Emergency Response Service has proved invaluable over the 
past couple of years. What is your favourite success story?
Over the years, Pauline Forster, who owns the iconic George Tavern 
in London, has fought an immense battle to save the venue against 
threats of redevelopment. Being a small part in the story of the George 
Tavern and helping ensure the venue survives is something I am proud 
of. Pauline’s spirit encapsulates the creativity, chaos, and courage that 
can be found in venue operators up and down the country. 
 
Your work at MVT has put you in the spotlight on TV and even 
lecturing students. How do you prepare for such daunting 
assignments?
I try to always say ‘yes’ to these types of challenges because by placing 
myself into these situations, I’ve become more familiar with their set-
up and actually started to enjoy them. I tend to have a general idea of 
the points I want to make, sense-check them by running them past the 
team, who have years of experience in the sector, and then try to leave 
room to just enjoy the process. 
 
Where would you like to see yourself in five years’ time?
I don’t think [MVT CEO] Mark Davyd will have any issue with me 
openly saying I am coming for his job!

New Bosses_Feature
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It’s 15 years since IQ launched The New Bosses – our annual search for future industry 
leaders. Such is the vast array of talent that stood out during the Covid crisis and 
the post-pandemic restart, that we have increased The New Bosses class of 2022 to 
recognise 20 of our brightest and best who are already making a difference through 
their work and extra-curricular activities. 

The individual profiles on the following pages are shortened versions of the full 
interviews. Keep an eye on iq-mag.net in the coming days and weeks, where we will 
be publishing the full Q&A with each New Boss. And congratulations to everyone 
selected as one of this year’s New Bosses!
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Nicole Massey_The Gaffer

portunity and also allowed her to participate in 
one of the music industry’s favourite side-lines: 
nepotism. “Rod loves using people’s skills to the 
maximum – he has a drum tech who is also the 
percussionist, for instance. So, when we hired 
my sister, Danielle, for wardrobe on the tour 
and Rod discovered she was a Rockette – one of 
the dancing girls at Radio City [Music Hall] – he 
asked us to choreograph something for Hot Legs 
and for Sexy. As a result, we danced all of the 
2008 tour. I would go from being a tour manag-
er to dancing in the show and coming back, with 
full stage makeup on, to deal with promoters 
and stuff like that. It was funny.”

Taking on wardrobe duties for the likes of 
The Chicks and such costume-heavy outings as 
Madonna’s Re-Invention tour in 2004, Nicole’s 
curiosity for all aspects of production started to 
develop early on, but it was her long, on-off tour-
ing with Rod Stewart she points to as opening 
new doors.

“The first real production job was before 
working with Rod, when Bill Leabody asked me 
to be his production assistant on Enrique Igle-
sias,” she explains. “However, with Rod Stewart, 
I started out doing wardrobe, and then when the 
band’s tour manager was leaving, they were con-
fident I could take on that role as well, so I was 
doing both for a while. And then that’s when we 
hired my sister.”

I didn’t change my number
Gaining a solid reputation for her can-do atti-
tude, Nicole was on the end of a call from Craig 
Finley when he was planning Coldplay’s 2009 
European stadium tour – drafting her in as pro-
duction coordinator. And when Leabody took 
over for Coldplay’s 2012 world tour, the writing 
was on the wall. “I ended up telling Rod during 
a tour of Australia that I was going to work for 
Coldplay the following year, so I gave him about 
six-months’ notice.”

Rod Stewart’s influence continues in Nicole’s 
life, however, as his 2009 tour date in Ireland had 
life-changing repercussions.

“My dear friend, Tom McCarthy, who is an 
Irish guy that owns a couple of bars in New York, 
told me he’d be coming to Rod’s shows when we 
were in Ireland. And the night before the Dublin 
show, he asked if he could bring his friend, Dick 
Massey, who was in the movie The Commitments, 
to the show. Naturally, I said yes because I love 

A
s the production manager for Billie 
Eilish, Nicole Massey has become 
one of the most high-profile roadies 
in the world, thanks in no small part 
to presenting the young star to an au-
dience of millions at The Grammys 
this year.

Her résumé includes working with 
some of the biggest stars to ever grace the stage – 
Coldplay, Beyoncé, Madonna, Prince, Rod Stew-
art, and Van Halen, to name but a few. But it 
was the Divine Miss M who first ignited Nicole’s 
passion for touring, while her insatiable desire to 
learn new skills has seen her seamlessly switch 

roles from performer to production guru.
Unlike some of her peers who fell into the pro-

duction sector, Nicole’s fate seemed sealed from 
the start. “My parents met while working on a 
theatrical production, so you could say it’s in my 
blood,” she reveals. Indeed, the smell of the grease-
paint has never been far away. “I was a dancer and 
performer from a really early age – I was always 
being excused from school to go to New York for 
some audition or another,” she recalls.

Raised in the city of Lancaster, Pennsylvania 
– in the same county as global production hub, 
Lititz – Nicole was given free rein to exercise her 
imagination, as her parents could obviously see 

Getting older
Having made a name for herself in theatrical cir-
cles, Nicole found herself living in Los Angeles 
until her first taste of life on the road on a live 
music show changed everything – dancing for 
Bette Midler on her 1999 Divine Miss Millenni-
um tour. “It was my first rock-and-roll-style tour. 
And, honestly, within days I decided that I never 
wanted to not do this,” states Nicole.

Nicole next found herself out with Backstreet 
Boys, which saw her having to use her passport 
for work for the first time. “I remember being in 
Buenos Aires and just so excited that I could go 
see the Eva Peron balcony, because I’m a dorky 

where her natural talent might take her. “They 
encouraged my creativity. I had imaginary 
friends as a child – Shamen, Camen, and Amy – 
who we would pick up on the side of the road on 
car journeys. My sister’s friends would be won-
dering what on earth we were doing, but it was a 
regular thing,” she laughs.

Growing up surrounded by adult actors and 
performers may have helped instil self-confidence 
in the young Nicole, too, because when she had 
the chance to compete for a dance scholarship 
across the country in Dallas, Texas, she persuaded 
her parents to let her undertake the trip on her 
own. Needless to say, she won the scholarship.

theatre girl,” she says. “At any opportunity, I’d 
do all the sightseeing and stuff, so I got the nick-
name Pollyanna because I was so excited to be 
everywhere… I’m just a girl from little Lancas-
ter, Pennsylvania, and I’ve been to Uzbekistan; 
I’ve been to Prince Charles’s birthday party. I 
never want to take this for granted.”

Determined to keep touring, Nicole would 
offer artists her dancing prowess while taking on 
additional roles behind the scenes. “I was a pro-
fessional dancer until about the age of 28 or 29,” 
she notes. “But even when I was on tour, I’d take 
jobs where I was dancing and doing wardrobe.”

Working for Rod Stewart offered such an op-

Starting off life on the road as a dancer, Nicole 
Massey’s career is as varied as it is fascinating, with her 
multitasking skills playing a major part in her climb to 
the top of the production ladder. Our latest winner of The 
Gaffer Award for production excellence talks to Gordon 
Masson about her professional path and her hopes to see 
more women attaining positions of power in live music.

NICOLE
MASSEY

“It was my first rock-
and-roll-style tour. And, 
honestly, within days 
I decided that I never 
wanted to not do this”

Loading in at State Farm 
Arena, Atlanta in February 

2022 © Matty Vogel

2023 will see a number of new annual reports launched, including the Touring 
Entertainment Yearbook. Meanwhile, our growing subscriber base continues to 
 enjoy more in depth interviews, news content and analysis than ever before.



LATEST READER STATS
Total users in 2022: 441,159
Unique users per month 2022: 39,462  
Page views 2022: 1,170,630

WHAT WE DO
IQ MAGAZINE | IQ-MAG.NET | IQ INDEX
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IQ-MAG.NET
Daily news From the global live music industry
Features Written exclusively for the website, and 
taken from the latest issue of the magazine
Video Video stories from across the global live music 
business
Comment Professionals write directly to their peers 
on key issues and topics 
Jobs The latest jobs from across the live music 
ecosystem
Events Detailed previews of industry events and 
conferences

IQ INDEX
Our daily email newsletter Featuring the best  
of the day’s news, features, and jobs – read by  
over 15,000 subscribers.

Unique Open Rates: 39.51%

IQ SOCIALS

IQ is active across social media, distributing content 
to Facebook, Twitter, LinkedIn and Instagram. 

Additional regular features include the latest new 
signings from agencies around the world, and 
profiles on emerging artists. 

IQ JOBS
With 5,000 potential candidates accessing the IQ Jobs 
board each month, IQ is now the default recruitment 
engine for much of the live music business. 

From assistants to MD positions, IQ Jobs consistently 
delivers cost effective results. 



OUR AUDIENCE

15%
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AMERICA

35%
UK 37%

EUROPE

5%
MIDDLE 
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AFRICA

4%
ASIA

2%
AUSTRALIA &
NEW ZEALAND

5%
SOUTH

AMERICA

Who they are
n Concert promoters
n Festival organisers
n Booking agents
n Artist managers
n Venue operators
n Ticketing companies
n Production suppliers
n Professional services
n Trade associations
n Tech companies
n Show producers
n Record labels/ 
	 publishers
n Press, radio & TV

Where they are

Subscriber sample
n AEG
n All Things Live
n ASM Global
n C3 Presents
n CAA
n CTS Eventim
n DEAG AG
n DreamHaus
n Feld Entertainment
n FKP Scorpio
n Frontier Touring Company
n Glastonbury Festival
n Hearby
n ID&T
n Live Nation (all markets)
n MDL Beast
n Move Concerts
n Oak View Group
n Ocesa
n Roskilde
n Semmel Concerts
n SJM Concerts
n Superstruct Entertainment
n The O2 Arena
n Ticketmaster
n United Talent Agency
n Universal Music
n Wasserman Music
n WME
n X-ray Touring
n Yourope

“Objective, to the point and with an 
international perspective… I love IQ”
Phil Rodriguez, Move Concerts
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WHY ADVERTISE

Highly Targeted
If you or your company are suppliers of services to 
the live music industry, then IQ is the most efficient 
gateway to relay your message to the industry’s 
decision makers. 

Respected Specialist Title
Whether an agent promoting your artists; a venue 
planning and confirming your programme; or a 
festival profiling your event, your business or product 
will be brought directly to the attention of those who 
can help make your business a success.

Competitive Rates
Our rates are highly competitive, with attractive 
discounts for packages across print and digital,  
and series bookings.

Exclusive Readership
Our readers – including a large number of paid 
subscribers – are actively engaged in our content 
across our platforms, ensuring sharp focus on your 
marketing campaigns. 

Unrivalled Brand Association
Partnering or advertising with us will see your brand 
aligned with IQ’s unrivalled authority within the live 
music industry.

Double Digital Impact
Our digital campaigns, whether content- or advert-
led, run across IQ-mag.net and our Index newsletter, 
giving you twice the impact.

“In an industry that moves so fast, IQ gives a concise 
overview of what’s going on across all areas of the 
business. It’s a vital and informative read.”
Emma Banks, CAA

“IQ is a thoroughly enjoyable read and has more  
up-to-date and relevant information in every issue. 
I look forward to receiving it.”
Stuart Galbraith, Kilimanjaro Live
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RATES
IQ MAGAZINE

RATES 1 ISSUE

DPS £5,490
FULL PAGE £2,990
HALF PAGE £1,750
QUARTER PAGE £990

SPECIAL POSITIONS 1 ISSUE

INSIDE FRONT £3,390
INSIDE BACK £3,150
OUTSIDE BACK £4,550

Loose insert (per 1,000): £500
Minimum insertion: 2,000
Guaranteed RHP/FM: +20%

PLEASE SUPPLY HI-RES PDF OR JPG FILES @ 300 DPI

All prices are listed excluding VAT. Any advertising 
placed with IQ is subject to our standard terms and 
conditions. These can be read in full at: 
iq-mag.net/terms-and-conditions

DPS
For DPS specs 
please contact us

HALF PAGE VERTICAL (HPV)
TRIM	 (w)84mm x (h)237mm

QUARTER PAGE ISLAND (QPI)
TRIM	 (w)84mm x (h)113mm

FULL PAGE
BLEED	(w)216mm x (h)266mm
TRIM	 (w)210mm x (h)260mm
TYPE	 (w)183.6mm x (h)232mm

HALF PAGE HORIZONTAL (HPH)
TRIM	 (w)183.6mm x (h)113mm

QUARTER PAGE  
HORIZONTAL (QPH)
TRIM	 (w)183.6mm x (h)56.5mm
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RATES
WEBSITE & INDEX

All website advertising includes rotating banners in IQ Index 
(the daily digital newsletter for the live music industry).

IQ-mag.net is a responsive site, built to display on
multiple devices, so we require adverts sized for desktop, 
mobile and Index.

Index Banner (w) 598px x (h)132px: file size must not  
exceed 99KB

Animated gifs: File size must not exceed 300K.
A maximum of 5-second rotation is allowed.
Java Applets and CGI Scripting are not supported.

1 MONTH 2 MONTHS 3 MONTHS

SUPER LEADERBOARD £2,200 £1,980 £1,760
MPU £1,650 £1,485 £1,320
BANNER £1,095 £985 £875

Rate includes advert placement on website, and rotation in daily Index emails during 
period. All website adverts are sold on rotation (up to 3x)

PLEASE SUPPLY ALL ARTWORK AS 72DPI, RGB FILES
All prices are listed excluding VAT

Any advertising placed with IQ is subject to our standard terms and conditions. 
These can be read in full at: iq-mag.net/terms-and-conditions

DESKTOP	(w)900px x (h)200px
MOBILE	 (w)376px x (h)84px
INDEX	 (w)600px x (h)132px (<99KB)

DESKTOP	(w)376px x (h)151px
MOBILE	 (w)241px x (h)97px
INDEX	 (w)600px x (h)132px (<99KB)

DESKTOP	(w)376px x (h)310px
MOBILE	 (w)236px x (h)195px
INDEX	 (w)600px x (h)132px (<99KB)
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RATES
PRINT & DIGITAL PACKAGES

All packages include:
1 issue of IQ magazine
1 month on IQ-mag.net
1 month on IQ Index

For advertising options for our annual publications 
– including the International Ticketing Report, Global 
Promoters Report, Touring Entertainment Report and  
Global Arena Guide – please contact us.

Package for one advertiser per magazine feature: 
Full page + Digital + Roadblock on chosen ad sites 
for digitally-repurposed editorial feature 1 MONTH

Full page + Super leaderboard £3,990

Full page + MPU £3,815

Half page + MPU £2,575
“The quality of the services we received was 
great. The banner helped us to reach new 
possibilities inside the music industry.”
Francis Casado, 3D Digital Venue

All prices are listed excluding VAT

Any advertising placed with IQ is subject to our standard terms and conditions. 
These can be read in full at: iq-mag.net/terms-and-conditions
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“Our digital marketing campaign with IQ was 
fantastic for keeping our name out there in 
the music industry.”
Lizzy Templer, Premier Aviation

iq-mag.net/terms-and-conditions


RATES
PROMOTED CONTENT & RECRUITMENT

RECRUITMENT

PROMOTED CONTENT
IQ’s editorial team will work with you to craft 
compelling promoted content for IQ Magazine 
or IQ-mag.net and Index, finding the perfect 
angle to interest readers. With our significant 
reach across all platforms, our packages will 
give you real stand out for a highly-targeted 
audience (Social support for all promoted 
content on our Facebook and Twitter pages). 

Package includes the cost of content 
origination, with banners sold on up to  
3x rotation

CONTENT PARTNERSHIP
IQ offers the opportunity for selected 
companies to partner with us on content 
strands. This may be an existing, popular 
content strand such as ‘New Signings’ or  
‘Your Shout’. It may be a brand new content 
strand, tailored to suit your brand strategy.  
Each piece of content will feature your  
branding, adverts and clearly feature  
a co-branded “in partnership with…” title. 
POA.

Social support for  
all promoted content 
on our Facebook  
and Twitter pages.

Package includes 
the cost of content 
origination, with 
banners sold on  
up to 3x rotation.

Advertise your job to 20,000+ live music industry professionals in over 60 markets.
Job adverts cost from £250p/m for a standard post, or £395p/m for a premium post, including 
display on the IQ website and Index, and inclusion in our weekly IQ Jobs email sent to our whole 
mailing list. Discounts are available for long-term and multiple adverts – see page 7 for details.

Submit your job via the IQ website here.

PROMOTED CONTENT 1 MONTH
IQ Magazine + Online Promoted Content, + Super Leaderboard
(inc. £200 production charge)

£6,000

Online Promoted Content + Super Leaderboard £2,500

Online Promoted Content + MPU £1,950

Online Promoted Content + Banner £1,750

Jobs (Premium Post & Regular Post) £395/250

Online Promoted Content only £POA

All prices are listed excluding VAT.
 
Any advertising placed with IQ is subject to our standard terms and conditions. 
These can be read in full at: iq-mag.net/terms-and-conditions
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https://iq-mag.net/submit-a-job
iq-mag.net/terms-and-conditions


CONTACT US

Whatever your marketing 
budget dictates, IQ offers a 
cost-effective way to reach the 
largest professional audience 
in the global live music and 
entertainment space.

Gareth Ospina
Sales Director
Gareth@iq-mag.net
+44 (0)203 743 0304

Gordon Masson
Editor
Gordon@iq-mag.net
+44 (0)203 743 0303

James Hanley
News Editor
James@iq-mag.net
+44 (0)203 743 3288

Lisa Henderson
Deputy News Editor
Lisa@iq-mag.net
+44 (0)7801 866155

For bookings or more information on the 
best options to get your campaign, company 
or product noticed, please contact:

IQ and ILMC HQ is located at:
Unit 31, Tileyard Road, London, N7 9AH, United Kingdom

For editorial, please contact:
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