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Ticket to the future

Rampant technology is driving the
ticketing sector forward at an —
as tonis himg pace. No sooner has mgbiqg
print-your-own been rofled out, than
mobile phones become barcoded
tickets. Secondary ticketing s also
geing public in a big way and some
wonder who really holds the power —
ticket agency or promoter. Mike

Garts ide reports.

CHOBI-TICKET »

Mot zo long ago, a promater printed and sold the
tickets, with distribution extending to the wvenue box
office, if one existed, a fevw record shops and the
postal system.
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Wrhatewer the autets, the promotertended to collect E:; =L E = m $

and hold the money, using ttobankrallthe event. 3 H e F_I E
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But a wahithwind of change & affecting the way |ees 3

tickets are being zold and major prometers onby | tRERI-TICREF:RORETE CHES
receire advance money these days if the tidiet | .
agency believes twill getthe cash badk in the avent 1 ,.' |

of cancellation.

lt's no exaggeration to £ay that ticketing has been revoldtionised by the adwent of online
sales, with mobile phones fronting the next dramatic leap fonward.

hile the US giant Tick etmaster inwests 50 million a wear on its systems and remains the
global market leader, mamy smaller companies hawe adapted quick by to technological
breakthroughs and look poised to cance chunks out of its existing market share.

JAUDIENCE

Furthermuore, a similar owerhaul of the secondary tick eting mak et({see page 29), with the
arrival of companies [ke StubHub in the US andVWiagogo in Europe, is seeing promoters
and primary tick et agencies react by launching their own tick et auction systems
(Audience, Esue 80010 bring a slice ofthe secondary man et s profits back into the live
sector.

Tick eting comp anies internationally have seen an enormous uptake in the 1= e of the
internet.

"Sewenty-five to 80 per cent of our muszic business is now sold online,” says Fred
Maglione, president of American firm M ew Era Tickets, asubsidiany of Philadelphia's
Comeast-Spectacor. “In the last three years, we've seen the traditional methods - phone
and tick efing outlets - dropto abowt 50 per cent and that i= definiteby a rezult of the
internet.”

This is echoed all over the globe. Germany's leading ticketing operation CTS Ewventim
=saw 3 S0 per cent increase in internet sales in 2005, and now s hifts 35 per cent of its
tickets online.

iTidket in Mew Zealand selk between S0 and 70 per cent online, while Tid etmastersels
80 per cent of its UK tickets wia the web.

Some commentators believe that the centralis ation of marketing data and the ability to s&ll
out 3 concert with nothing more than a buk email shot, puts 0 much power in the hands
of the tidieting agency thatthe role of the prometer is diminis hed.

Could it be long before an ariste, ticket agency and a wenue with top-of-the-range
production facilties team up and cut outthe promoter attogether?

See the current izsue of Audience for the full story, incloding:

hiutual dependence
Technaology driven
Eurapean grouth
Last frontier
Rewarding customers
Mobile mat ek

MARKET FOCUS

Norway

But demand for live music amonyg the
nation’s inhabitants has rarely been
stromger and with one of the workl’s
wealthiest economies, those arntistes
prepared to make the trip to Norway




