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Jackie Halwatty: Hi, my name’s Jackie Halwatty. [sp] I’m the Vice 1 

President of Ticketing, Spectra. And today, I’ll be 2 

talking a little bit about ticketing operations and 3 

innovations. First, I’ll give you a little bit of my 4 

background, kind of where I’ve come from in this 5 

industry. So I’ve been in the industry about 12 6 

years. I started as a part-time ticket seller. And from 7 

there, kind of just kept moving my way into my 8 

current role. I’ve opened up four venues ah, in both 9 

the US and Canada. And I’ve been in box office 10 

operations, ticketing operations, as well as general 11 

management. Um, involved with marketing, 12 

involved with - you know, front of house, back of 13 

house, the whole bit. And now, in my current role 14 

as vice president of ticketing, I oversee the box 15 

office operations of 57of our venues in North 16 

America. [Visual presentation] Today, I’d like to 17 

talk a little bit about the following six elements - 18 

and so, I’ll give you a bit of the module outline. 19 

And then, we’ll dive deeper into each of ‘em. So, 20 

the first are the key elements of ticketing operations 21 

within professional hockey. Next will be the impact 22 

of the secondary market. Then, event discovery, 23 

technology advancements, and the impact on 24 

ticketing, mobile ticketing, and ticketing for multi 25 

generations. All right, one of the first things I’d like 26 

to talk about are the key elements of ticketing 27 

operations within professional hockey. And to start 28 

that off, I’d really like to first discuss ah, inventory 29 

control. You know, inventory control is really 30 

talking about how many seats are we gonna allocate 31 
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for season ticket holders, versus how many do we 1 

want to leave aside for single purchasers, group 2 

sales, or any kind of the other areas that might fall 3 

into place. And the reason this is so important, is 4 

you have obviously your fixed capacity of seats in 5 

any given arena. And you don’t want to allow all of 6 

them to be season ticket holders. And you wanna 7 

make sure you leave areas - especially for prime 8 

inventory, for single ticket purchasers. This comes 9 

for a few different reasons. Most importantly, one, 10 

is that you wanna allow some people to be able to 11 

have the opportunity to buy prime inventory at a 12 

walk-up rate - not only for the higher value that a 13 

single game ticket offers than a season ticket holder, 14 

as they’re usually getting a discounted rate per 15 

game. But also, you wanna make sure you’re going 16 

- letting people sit in areas that they may become 17 

future season ticket holders, as some season ticket 18 

holders do not renew seats, or they want to 19 

downgrade, or go from four seats to two, et cetera. 20 

So you need to really make sure you’re opening up 21 

single game purchasers and groups, et cetera, to 22 

areas that if you can turn them into a season ticket 23 

holder in long-term, that’s beneficial. But also, you 24 

want to consider your mark-up on a single game 25 

ticket versus your season ticket, and kind of what 26 

that dollar value will um, entail at the end of the 27 

season for gross revenue, incremental revenue, 28 

based off if you had sold everything as just a season 29 

ticket price. When talking inventory control, you 30 

also need to take into account group seats and 31 
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comped tickets - player comps, media comps, 1 

sponsor comps - et cetera. So making sure that 2 

you’re assigning them valid seats to compensate for 3 

what they should be getting, ah, if we’re talking 4 

sponsorship, player comps, et cetera. But also, not 5 

taking away from the prime inventory that you 6 

could sell those seats for, at a um, a premium price - 7 

be it single game, you know, walk-up rate. 8 

Sometimes, if you do day-of-show rate where it’s a 9 

bit more expensive, to encourage people to buy in 10 

advance, you really wanna take all those numbers 11 

into consideration when looking at how to assign 12 

and delegate the inventory that you’d like to keep 13 

available for all the different pieces - behind not 14 

only how we’re selling tickets, the different 15 

marketing channels, et cetera - but also, are we 16 

valuing our tickets the right price? Ah, are certain 17 

promotions working, et cetera - has become so 18 

important. And really, ah, hone - honing in on those 19 

key elements of the price, the price type, um the 20 

promo code - I’m sure, if you’ve seen before, you - 21 

you know, using promo codes to distinguish where 22 

people are buying from or what discount they’re 23 

getting, et cetera, has become an integral part of 24 

how we’re managing our day to day ticketing 25 

operations. With reporting, analytics has become a 26 

huge trend in how, again, we look at are we pricing 27 

correctly? Are we marketing in the right spots? Are 28 

people buying… certain types of tickets over other 29 

types of tickets? Are they sitting in different areas 30 

of the arena, more so? So, even - this comes down 31 
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to season ticket holders. Are we looking at season 1 

ticket holders and are we asking, you know, are 2 

certain season ticket holders that are sitting in the 3 

end bowl seats or behind the net, are they showing 4 

up more often to a game? So are we managing not 5 

only if they purchase tickets, but are they actually 6 

scanning in and using that ticket? Do we find an 7 

area that people are not using their tickets more 8 

likely than not - is it - or just down to a single 9 

individual ticket holder, if they’re coming to 50 10 

percent of the games, they’re at a much higher rate 11 

for a non-renewal than somebody coming to 80, 90 12 

percent of the games. So there’s lots of different 13 

data behind all the different, key elements of what 14 

we’re doing in ticketing operations, that lead to how 15 

we’re then sending that information over to our 16 

sales team, our retention team, and how they’re 17 

looking at those season ticket holders, are they 18 

renewing them? Also, do we need to price 19 

effectively or more effectively next year? Can we 20 

get more money out of everybody? Or have we kind 21 

of pushed the market to the end and do we need to 22 

start really looking at, are we pricing people out of 23 

the market for single game tickets? Has the 24 

secondary market come into play, and have they… 25 

you know, impacted what our primary market rate 26 

is? Um, and how is that affecting the overall bottom 27 

line of people buying directly from us versus going 28 

to outside sources, and are we losing revenue that 29 

way? So when it - all in all, when it comes to 30 

reporting, I think there’s - you know, one of the 31 
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biggest pieces to take away, is it’s not just how 1 

many tickets sold and how much value was it, but 2 

there’s numerous upon numerous layers of the data 3 

that we should be looking at, and are we building it 4 

in the ticketing system to make it easy to report off 5 

of? So, when it comes to ticketing operations, a few 6 

of the key things that are very important, that maybe 7 

don’t um, seem as fun, are a lot of the things that 8 

are - you know, down to the laws of how we handle 9 

our operations. First and foremost, the um, ADA - 10 

or Access - ah, American Disabilities Act, if you’re 11 

in the US - but just accessibility requirements in 12 

general, and are we putting enough seats um, aside 13 

for those that need wheelchair accessible, for sight 14 

line accessible areas for people that cannot hear? 15 

Um, do we have an area that they can have someone 16 

um, signing or interpreting whatever is going on 17 

um, to them? Those are all things we have to take 18 

into account when looking at also, not only arena 19 

build and where we’re putting seats, but again, how 20 

we’re pricing. ‘Cause one of the main things is, if 21 

you only have accessible seats in an area that you 22 

normally only price at your highest - your P1, your 23 

top-price inventory, you have to take some of those 24 

aside and start putting them at the lower prices so 25 

we can really make a fair… ah, assessment to those 26 

that are looking for accessible seats, that we’re 27 

accommodating everybody, no matter what our 28 

building limitations are, but from a ticketing side, 29 

are we accommodating them throughout the build 30 

process, making sure that everyone’s getting a fair 31 
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chance to buy a price within the price point that 1 

they can get. (6:59) Next, I’d like to discuss PCI 2 

compliance. So, PCI compliance is in relation to 3 

credit cards and storing - ultimately, storing credit 4 

card information securely and according to the law. 5 

So, with PCI compliance, a few of the things that 6 

you wanna take into account are, is the system that 7 

you’re using, is your storage for credit cards secure, 8 

according to PCI ah, standards? And, are you taking 9 

into account paper order forms, people writing 10 

down credit card numbers, and how are you 11 

handling those? So, make sure that you work with 12 

your director of finance, or your controller, 13 

whomever that you’re dealing with, to ensure that 14 

you are PCI compliant with how you’re handling 15 

credit cards. But this is also why ticketing 16 

operations is so important is, most of the ticketing 17 

systems that we’re using are completely PCI 18 

compliant. Just use them correctly. So, eliminate 19 

paper order forms as much as possible, meaning 20 

have people process directly through ticketing 21 

systems. Have people use the online functionality 22 

when it comes to buying tickets, even if it’s pre-23 

orders - um, for you know, pre-sales, et cetera. You 24 

want to use anything that can be - that can store 25 

credit cards, so you’re not having to deal with paper 26 

order forms, and you have to blank out all the 27 

numbers except the last four digits - either shred it, 28 

or lock it in a secure place with everything blacked 29 

out. So there’s a lot of extra steps to be take - to 30 

take place when you’re not using a secured, locked-31 
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down um, system, which again, most ticketing 1 

software set - um, the ticketing software platforms 2 

that you’ll be using, do in fact allow um - or are up 3 

to PCI compliance standards. (8:32) All right, next 4 

I’d like to talk about the impact of the secondary 5 

market. And as we discussed as a key elements of 6 

ticketing operations, how the secondary market can 7 

really impact our primary market, or just our ticket 8 

sales in general. Now, the secondary market has 9 

become very… um, very influential in the last few 10 

years when you look at areas like Stub Hub, who is 11 

doing billions of dollars worth of ticket transactions. 12 

And just in general, ticket brokers that you see 13 

standing outside of an arena trying to sell tickets on 14 

a game by game basis, and how it - ah, is all 15 

impacting what we’re doing, in are we pricing our 16 

inventory effectively? Or, is the secondary market 17 

undercutting us, and therefore we’re losing out on 18 

primary inventory sales, and basically just reselling 19 

the inventory that we’ve already sold, so nobody’s 20 

winning at that point, except the secondary market. 21 

So, with the secondary market, a few of the things 22 

is, you can use what the secondary market is pricing 23 

your inventory at as a great gauge as to are you 24 

effectively pricing your inventory? So if you’re um, 25 

if you’re selling a single game ticket for 50 dollars, 26 

and you’re noticing that same ticket is going on the 27 

secondary market for 70 to 75, on average per 28 

game, you probably have an area for uplift. And 29 

we’ll get into dynamic pricing a little bit later when 30 

we talk about technology and the advancements. 31 
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But know that you know, changing prices 1 

throughout the season has become a very common 2 

trend in capturing what that ticket is really worth. 3 

One of the things we always talk about in ticketing 4 

is, did you price effectively, and what is the ticket 5 

worth? And that sort of secondary market has 6 

actually really helped us in seeing what are people 7 

paying outside of the prices that we set as standard 8 

for the tickets. Now, on the flip side, you may be 9 

selling a ticket for 50, and on the secondary market, 10 

a Stub Hub site if you’re a broker, they’re buying it 11 

at 30 or 40 dollars. Therefore, you maybe have 12 

priced yourself a little too high, and maybe that’s 13 

just for a specific game. Maybe your high-14 

demanded games are a higher value than a Tuesday 15 

night game against an opponent that has a losing 16 

record. So you - it’s really again, as we talked 17 

reporting earlier, looking at those trends and have 18 

you priced effectively, and, how is the secondary 19 

market affecting those walk-up, or game day, or 20 

even season ticket prices? Now, we can also look at 21 

how the secondary market has become more 22 

ingrained and how it’s become less to market. 23 

When you talk to a - a general, a patron, a general 24 

customer - a fan, buying a ticket, they don’t always 25 

understand what primary versus secondary means. 26 

They go online and they wanna buy the most 27 

affordable ticket for what they can, and they want to 28 

sit in the area that they wanna sit in. And if that 29 

means they’re gonna buy on Stub Hub, because that 30 

ticket - even if it’s a little bit more, that seat is 31 
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unavailable on the primary site, that’s what they’re 1 

gonna do. Consumers have gotten used to this trend 2 

um, what they call the Amazon Effect, where you 3 

really - you can go to a market, you can see all your 4 

options, and then, based on what you wanna spend, 5 

and where you wanna sit, or the value that you 6 

want, you can then choose - as you see all your 7 

options laid out there, what - what is exactly right 8 

for you. So not everybody cares about buying from 9 

the primary site anymore, but some people actually 10 

just want what they want, when they want it, and 11 

that’s what they’re gonna do. Stub Hub has been 12 

helpful in the fact that - you know, they’re trying to 13 

verify tickets. So they’re not the ones that are going 14 

out there and selling fraudulent tickets. They’re 15 

verifying. And they stand behind their tickets, even 16 

if it is for a higher value. Now, that again impacts 17 

the… primary market. But we’ve just talked about 18 

the market, the lines between primary and 19 

secondary being a little blurred. And that’s okay, as 20 

long as you know that you have um, that you need 21 

to work with the secondary market, and not always 22 

necessarily think that they are the um, the evil 23 

monster that we used to think that they were a long 24 

time ago. Now, when it comes to hockey teams, 25 

there’s also the option of selling to ticket brokers. 26 

And this is very common, and it’s a very big trend. 27 

And you pick your - your prime ticket brokers - 28 

ticket broker being the relationship of somebody 29 

buying especially a season ticket package, or 30 

they’re buying prime nights from you. And you 31 
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know that they’re going to go sell them at a 1 

different rate. Now again, you don’t wanna make all 2 

your inventory available to ticket brokers, and you 3 

wanna be very selective, if you choose to go this 4 

route, who you’re selling to, what the relationship 5 

and the value they’re bringing back to you is. And 6 

the reason this is the case, is a lot of time, ticket 7 

brokers or different ones that are sold on secondary 8 

sites, they’re not always getting used. And being 9 

used is a very important piece of that value of the 10 

ticket. Because now, when it’s used, they’re buying 11 

merchandise, they’re buying food and beverage, 12 

they’re buying beer. And those are the areas that we 13 

can also generate a lot of the ancillary income to 14 

effectively hit the budget number we need to hit, 15 

especially ah, if we’re gonna have games that aren’t 16 

selling so well, we wanna make sure that if we have 17 

games, we’re getting an 80, 90 percent turn-out of 18 

those tickets being scanned in. And when you sell 19 

too many to ticket brokers, or too many to different 20 

areas that you know are not a real fan - and if 21 

they’re - if they price effectively on their side, they 22 

don’t need to sell every game to make up the value 23 

or make money off those tickets. So they’re - 24 

they’re not actually pushing for the games that are 25 

low-attended anyways. So you want to be really 26 

careful of that balance. And the other thing that 27 

secondary market has really hurt us, is when areas 28 

um, like a Score Big - a large company that 29 

basically went bankrupt, where ticket brokers, um, 30 

general consumers were selling their tickets on 31 
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Score Big - Score Big couldn’t fund the money. 1 

Therefore, people had sold tickets. Score Big 2 

couldn’t give the money that people had sold it to, 3 

back to the pers - the - the seller. And therefore, the 4 

ticket was no longer valid. And who gets hurt at the 5 

endgame is the consumer who then purchased the 6 

ticket on Score Big and just wanted to go to an 7 

event. And now, those tickets are no longer valid. 8 

They don’t get their money. They show up to the 9 

box office and unfortunately, they’re out the money, 10 

and they have to either re-buy a ticket at the box 11 

office at full-price rate, or not go to the game. And 12 

so, when you look at areas like this, I think 13 

sometimes too many companies try to become a 14 

secondary market, with not necessarily the support, 15 

the financial investment behind it. So when you’re 16 

looking at the secondary market, you wanna be 17 

really careful at who you’re working with, if you 18 

choose to work with them, are they a verified 19 

company, are they verifying and backing up their 20 

sales so if something were to happen with the ticket, 21 

can your fan get their money back? And you wanna 22 

make sure that you’re always communicating the 23 

fan that the best and most secure to buy is the 24 

primary site - is your main web site, knowing that 25 

this fan still is gonna go out there and choose 26 

whatever they want. And with that, we’ll talk a little 27 

bit about the millennial fan. And the millennial fan 28 

being somebody that wants to… you know, buy on 29 

their phone - again, buy the best rate. They’re used 30 

to discounts, they’re used to options. They’re not 31 
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used to go standing in line at the box office, for an 1 

on-sale… or, you know, calling a phone number, or 2 

you know, having a first-name basis relationship 3 

with the box office manager - they don’t even really 4 

have a relationship with anybody other than their 5 

cell phone. So, they - you wanna make sure that 6 

you’re making the inventory out there in an event-7 

discovery mode really um, available to any 8 

consumer no matter the age range. So again, if that 9 

is on secondary, and you have a consumer going to 10 

Stub Hub, you wanna make sure inventory is there, 11 

or you may lose out on that sale. (15:40) All right, 12 

as we just alluded to a little bit with the secondary 13 

market in ticketing, we talked about event 14 

discovery. So now I’d like to dive a little bit deeper 15 

into event discovery and how what seems to be a 16 

marketing department - or a marketing’s… primary 17 

job, how it interlays with ticketing. With event 18 

discovery, marketing and ticketing have merged so 19 

much in the last decade. Ticketing really used to be 20 

a transactional, money-based platform. You know, 21 

20 years ago, you pre-printed tickets. They were 22 

hard tickets. The ah, the internet concept wasn’t 23 

really there the way it is now, in how you purchase 24 

tickets. People would go stand in line at the box 25 

office. And so, the… the overall marketing and 26 

ticketing didn’t really merge, other than marketing 27 

said, “here is a newspaper article, or here’s a radio 28 

or a TV announcement. Now, go to the box office to 29 

buy your tickets,” has now become so much digital 30 

campaigns of where we’re placing ads, are you 31 
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doing Facebook or social media buys, are you doing 1 

promo codes to track the consumer, what ad they 2 

saw? And a lot of trend in the marketing money has 3 

shift to digital, and really what marketing is out 4 

there doing is telling you how to purchase your 5 

ticket. So, we’re working on the back end to make 6 

sure are we again, building out the platform 7 

properly? Are we talking to marketing and what is it 8 

exactly they want to report off of, after these people 9 

are purchasing the tickets? Are we then making the 10 

- the - tree - ah, transaction for the customer as - a 11 

few clicks as possible? So they click the ad, they’re 12 

brought right into an area on the ticketing page. 13 

Less clicks, depending on the device that they’re on 14 

- are you mobile optimized, et cetera, et cetera? All 15 

those things are now becoming marketing and 16 

ticketing and sales, and kind of all intertwining into 17 

one department, in a way. So having a relationship 18 

with marketing and being able to think outside of 19 

the box, as I’d like to say, in the box office or 20 

ticketing operations, is a crucial part of continuing 21 

to excel and advance where the ticketing industry is 22 

going. If you’re still thinking of the trend - ah, 23 

ticketing as transactional, it’s just me and you as a 24 

customer buying a ticket over the counter - you 25 

know, we’ve far left that. So, it’s time to start 26 

understanding the… the technology and the power 27 

behind what technology is bringing to the ticketing 28 

world. And making sure that we’re using all the 29 

assets of whatever ticketing platform that we’re on, 30 

or whatever marking has available to really drive 31 
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home and make that sale out to the - as wide of a 1 

consumer base as is possible. Now, Google search 2 

engine and Google digital marketing is very 3 

important. And this relates back to the secondary 4 

market as well. So, if you are Googling um… 5 

Philadelphia Flyers tickets, ah, you might see an ad 6 

that’ll pop up at the top of Google. And that may 7 

say, “Tickets Dot Blocks of Us Dot Something,” 8 

and that’s a secondary site. That’s a broker who - 9 

usually they’re valid tickets, as we’ve talked about. 10 

But they are selling it at a higher price. They’re not 11 

selling directly from you. You lose out on all the 12 

customer data when you’re selling to a secondary 13 

broker - and customer data, if… you ever learned, 14 

or if anyone’s ever talked about it, is one of the 15 

most important things to be able to gain from every 16 

ticket purchase, who’s buying, where are they 17 

buying, what’s their postal code, et cetera. But one 18 

of the things that Google has now offered is you can 19 

do more Google search engine optimization ads. So 20 

you become that placement at the top. And I won't 21 

go too much into the marketing side behind it, but 22 

obviously, us being placed at the top, the ad, the 23 

first click - then that click taking to the primary site, 24 

is very important. So you wanna work with the 25 

marketing side um, and ticket - again, ticketing 26 

operations and marketing to really make sure are 27 

you placing the right keywords to get your ad to be 28 

the top placement, so then your ticket purchasers 29 

are coming directly through your site. Email 30 

marketing is another big piece of the ticketing side. 31 
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Email marketing is usually linking people directly 1 

to the ticket-buying page. So again, are you building 2 

up the operations, are you wording things properly? 3 

Are you naming things properly on the ticketing 4 

side and in the email marketing to ensure that, when 5 

they’re coming through, you’re again tracking 6 

who’s coming, who’s clicking the links. And then, 7 

who is actually purchasing from that - are you 8 

seeing who’s abandoning the cart on the ticket-9 

buying page? Who got all the way to the end and 10 

said, “You know, I don’t wanna buy these tickets.” 11 

Now, was it because the fees were too high, was the 12 

price not there, was the availability not there? Was 13 

the platform that you’re selling it on, did it not have 14 

enough information to the consumer, that they had 15 

to drop off and then go find - you know, maybe they 16 

bought it eventually, but we now can't a hundred 17 

percent guarantee. So again, when you’re sending 18 

people and you’re working with marketing, you 19 

wanna make sure that the information is easily 20 

accessible, be it where your seating is, do you have 21 

seating maps located on the ticketing page to ensure 22 

that what they’re looking at is um… so when they 23 

get their seat location quoted to them, do they know 24 

where that seat is, or are we having to send them to 25 

numerous areas through different web sites to find 26 

that - that seating chart, where you’re probably 27 

going to get a lot of drop-offs and abandon rates on 28 

that page. So, make sure you’re looking through a 29 

ticket-buying process, and as it - and step back as a 30 

general consumer and think, “Am I getting 31 
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everything that I need, if I’ve never been to this 1 

venue before, to be able to make this purchase 2 

confidently?” The last thing is social media. So, 3 

social media again is a huge trend. So, having your 4 

events, your um, your inventory listed, your social 5 

media - be it Twitter, ah, Facebook - Instagram 6 

even, is very big. We’ve seen Instagram becoming a 7 

larger trend in sending so um - sponsored posts and 8 

videos especially, when it comes to tenant teams. 9 

And being able to click right from Instagram - 10 

again, right to the ticketing page, and making sure 11 

that we’re also tracking those purchasers to ensure, 12 

is Instagram selling our tickets or not? And again, is 13 

it an easy transition from your social media, from 14 

your device um, right through a mobile - hopefully, 15 

mobile-optimized ticketing system plat - or 16 

ticketing platform, that will make that purchase just 17 

a few clicks and very easy for them. (21:26) Next, 18 

I’d like to talk a little bit about the technology 19 

advancements, and the impact that technology has 20 

on ticketing. So, if - as we’ve discussed in the last 21 

three segments or so, there’s a lot of different 22 

technology pieces, there’s a lot of things that we do 23 

now - um, in online ticketing, in marketing and 24 

social media. But really, some of the - the - a few of 25 

the main advancements that I think have really 26 

helped ticketing - and I think, and kind of maybe 27 

where a trend we see going in the future is. So first 28 

is, pick your own seat maps, um, interact with seat 29 

maps - kind of whatever you wanna call them. So 30 

pick your own seat maps, as you’ve probably seen, 31 
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when you go to buy um, a hockey ticket, you now, 1 

in many arenas, have the option to purchase your 2 

own seat. And one of the things you’ll notice, if you 3 

go to a venue that doesn’t offer this, it’s quite 4 

frustrating for a consumer. And one of the main 5 

complaints we get in surveys is, “I wasn’t able to 6 

choose my seat.” Now, back in the day, if you 7 

wanted to choose your seat, you either went to the 8 

box office, or you called a phone number. Now, 9 

with the technology that um, a lot of the different 10 

ticketing companies are provided, we’re allowing 11 

consumers to not only pick their seat, be it an aisle 12 

seat or again, Row 9 or above, if we know that’s 13 

above the glass - but also, being able to overlay a 14 

view from seat - so adding in a picture of kind of 15 

what that view from that seat would be - so helping 16 

consumers know and feel more confident during 17 

that ticket purchase, exactly what they’re seeing. 18 

And the other thing, as we discussed at the 19 

beginning, was dynamic pricing. So now, a lot of 20 

platforms are making the ability to change ticket 21 

prices on demand much more feasible. Before, it 22 

used to be a very manual process. So people - it 23 

wasn’t worth it to increase tickets two dollars, five 24 

dollars - um, or even drop tickets a little bit. Now, 25 

with the ease of technology, it’s been - you know, 26 

really with an upload of a spreadsheet or a click of a 27 

few buttons, you’re able to change and - this is in 28 

some ticketing platforms, you’re able to change the 29 

price of a ticket. So, if we wanna make a Tuesday 30 

game that we know is not selling, and make some of 31 
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those seats a little bit cheaper to try to fill them in, 1 

you know, we can do that - again, on demand, with 2 

the dynamic pricing. If we want to take aisle seats - 3 

which I’ve seen some teams do and make aisle seats 4 

more expensive - because we know, people like to 5 

sit on an aisle - you know, how can we make aisle 6 

seats five dollars more than the seat next to them, 7 

and what is that um, incremental revenue giving to 8 

us at the end of the year? In some cases, hundreds 9 

of thousands of dollars, so why not do it? Um, so 10 

dynamic pricing and the ease of being able to 11 

fluctuate - again, with the reporting and everything 12 

that’s come with it is one of the major 13 

advancements I think, that technology in ticketing 14 

has brought. The other thing is really the online 15 

account management. And there’s a fine balance 16 

between how much do you want your - your - 17 

especially your season ticket holders, your - your 18 

prime members, how much do you want them to not 19 

interact with a sales rep or a retention rep? This is 20 

very important. Now, some people don’t wanna 21 

interact with their sales rep. They want to do full, 22 

online account management: “I wanna go on - 23 

online and renew my seats at ten o’clock at night, 24 

kind of, when I’m done, the kids are to bed - et 25 

cetera.” Or, do I wanna call that rep in the middle of 26 

my day at work and I wanna have that interaction, I 27 

want them to phone me and… you know, have a 28 

conversation. “Hey Jackie, I saw that you came to 29 

the last few games. It looks like you’re enjoying this 30 

seat. Can I move you somewhere? Let me bring you 31 
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a drink next time,” et cetera, where’s that balance 1 

between completely online, but also having the um, 2 

personal interaction. So online account management 3 

is very important in starting the trend, because as 4 

we continue to go, I think a lot of - unfortunately, 5 

the personal relationships will - not disappear. 6 

They’re going to change in a way that people’s 7 

personal relationship will become a little bit more… 8 

with their online account management. So how are 9 

we featuring ah, that person’s favourite player on 10 

their account? Um, or how are we - you know, are 11 

we getting a signed puck to that person, ‘cause we - 12 

of their favourite player? And it’s not necessarily 13 

always that phone call during business hours. So 14 

online account management, allowing people to 15 

transfer tickets, to exchange tickets, to um… add on 16 

tickets that are near their seats, or have a discounted 17 

rate, specifically because they’re a - a prime 18 

member, a season ticket holder - all of that has 19 

become very important. Again, you have an older 20 

demographic - um, an older - yeah, I know the 21 

demographic that still wants that personal 22 

interaction, so you can't go away from it. But 23 

introducing the new online account management 24 

with the technology is very important to the future 25 

of the industry. (25:40) All right. Now, mobile 26 

ticketing. So I didn’t loop this one into technology 27 

advancements, because I think mobile ticketing, in 28 

and of - of itself, is a very new thing. But also, 29 

something that’s really going to be the way of the 30 

future and how we do ticketing. So, over the last 31 
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few years, we’ve seen the trend of being able to buy 1 

our ticket, have it delivered to your mobile phone, 2 

and be able to walk right in to an event. This is 3 

becoming - I mean, the use has skyrocketed over the 4 

last two years in people wanting to do this. Being 5 

able to transfer your ticket on your phone - “I have 6 

four tickets. Um, I’m coming with another couple, 7 

I’m gonna send two tickets to them. I send it to their 8 

phone. They show up, they walk right in.” Now, I - 9 

we’ve seen mobile traffic with people buying - not 10 

necessarily season tickets or subscriptions, but for 11 

single game um, events, we’ve seen mobiles spike - 12 

sometimes 60 to 70 percent of the traffic we see 13 

through our site is from a mobile, to buy single 14 

game tickets. Now, there’s two sides of it. Is your 15 

mobile platform for ticket buying easy? Is it over 16 

complicated? Do you have too much information on 17 

there that makes it not easy, and if that’s the case, 18 

and you seeing a lot of mobile trend of traffic - um, 19 

ticket traffic buying, then you want to figure out 20 

how to make that ticketing site of yours much more 21 

mobile friendly, to make it easier. But also, the 22 

trend of Samsung Pay, Apple Pay - all the different 23 

areas of storing credit cards, to be able to just click, 24 

click, and not have to keep your credit card near 25 

you, that is to our benefit. So, if you’re a consumer, 26 

and if you have a store credit card and you can log 27 

right into your phone and you buy two tickets. Um, 28 

and those two tickets now are just charge that phone 29 

- you don’t need to find your wallet, if you’re not 30 

near your wallet, to find it, to buy those tickets, 31 
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makes the buying process extremely easy. And 1 

therefore, we sell more tickets at a quicker demand 2 

with that. We’ve also seeing - you know, text for 3 

um, discounts, or just a text, “Hey, we’ve just 4 

opened up a hundred of the prime seats, right on the 5 

ice behind the players’ bench,” and click here to 6 

buy. They click the link in their text - two clicks, 7 

they’ve purchased the tickets. Their seats are 8 

delivered to their mobile phone. I think these are 9 

very important - it’s very important to know that we 10 

need to start - not only continue to develop the 11 

technology and work the ticketing site towards a 12 

desktop - but again, we’re seeing so much of the 13 

trend going towards mobile, if you - if your - your 14 

venue, your ticketing operations is not mobile 15 

friendly, if you cannot scan tickets off of a mobile 16 

phone, those are really huge areas that you need to 17 

improve on. The other pieces we’re seeing, apps. 18 

More and more apps for teams, for venues, and 19 

things that happen within the apps. Um, in-venue 20 

ah, digitalization of you know, seat upgrades - so 21 

you show up and you have some prime seats - um, 22 

again, behind the players’ bench, or maybe it’s 23 

some VIP area. And people can sign up to win - you 24 

can get customer data and all of it has to be 25 

delivered through your phone, because you’re now 26 

on site at a venue. So, Wi-Fi technology is 27 

extremely important, working with - you know, 28 

your - your venue, um, your operations crew, 29 

however they set up the Wi-Fi and how it’s - you 30 

know, obviously that’s extremely important to 31 
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being able to use the mobile technology in your 1 

venue. But also, how is the flow of being able to 2 

transfer those upgrades, for people to transfer seats, 3 

what are you allowing for them to do and not do? 4 

And I think the future of digital ticketing… it’s… I 5 

mean, if you’ve seen the phones just come out year 6 

after year, the new technology between cameras and 7 

facial recognition, I think a lot of these things are 8 

gonna be very important. I - I - I see facial 9 

recognition and a few pieces as a way to present - 10 

um, prevent ticketing fraud and just credit card 11 

fraud in general, where to be able to purchase 12 

tickets or - not just purchase tickets, just use your 13 

phone to do um, an Apple or Samsung Pay, I think 14 

facial recognition and things like that will start to 15 

come into play. So, starting to get on the trend of 16 

mobile ticketing is important now, because as we 17 

obviously keep going down the road, it’s only 18 

gonna get more and more. And you don’t wanna get 19 

behind or it’ll be really hard to catch up. (29:32) All 20 

right. And finally, with the ticketing operations and 21 

innovations, we’re gonna talk about ticketing for 22 

multi generations. So - as again, we’ve alluded to 23 

throughout, there’s millennials. You have your 24 

older demographic - so really, your Gen-X versus 25 

your Gen-Y, millennials - and how are you ticketing 26 

to both of them when you’re trying to cater to the 27 

technology side, a lot more towards the millennials, 28 

but keep that personal, old-school if you will, touch 29 

to the Gen-X? Now, I think there is the fine balance 30 

again of starting to gradually introduce new 31 
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technology trends to your Gen-X generation, and 1 

not forcing it. Forcing technology onto people that 2 

are not accepting of it, or uncomfortable with it still, 3 

will absolutely hurt. It’ll hurt the relationship, it’ll 4 

hurt the renewal rate, it will hurt just a single-game 5 

ticket rate for those that you know, buy 10, 12 6 

tickets a year. You need to make that accessible to 7 

them. Again, while introducing all that technology 8 

to the Gen - um, the Gen-Y, the millennials. But if 9 

you’re - as long as you’re not forcing one or the 10 

other to begin with, that’s the best way to start 11 

introducing and… you know, being able to have a 12 

level playing field for kind of all the different 13 

people and what they - the - what they want and 14 

how they wanna see it. Now, the one thing to really 15 

think about though, is what does the fan of the 16 

future look like? And I think when we talk virtual 17 

reality, when we talk all these new things when it 18 

comes to technology, it’s - I don’t think we really 19 

know what the fan of the future is, other than it’s 20 

going to be towards the technology-based. So, as 21 

you’re thinking of new trends in ticketing, we need 22 

to stop thinking, “How can I take and print tickets 23 

off a system and go hand-sell them somewhere?” 24 

But more of, “How can I use technology to disperse 25 

my tickets into the digital atmosphere, if you will, 26 

and you know, how do I get it to be easy for people 27 

to purchase that way?” And realistically, more and 28 

more we’re gonna see desk tops going away - ah, 29 

when it comes to personal devices as they already 30 

have - and we’re gonna see more and more tablets 31 
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and phones. And you know, people are buying on 1 

watches - how can you buy a ticket and make it 2 

easy? So you get a text message on your watch, you 3 

click three buttons, you’re in. And now you can 4 

scan on your watch. I think a lot of those are the 5 

things that we’re gonna start seeing, where people 6 

don’t even carry wallets, in some cases, because 7 

they can store their IDs, and credit cards and 8 

everything that they need on their phone. If um - I 9 

mean, if you’re not aware, we have a lot places 10 

where um, ID’s - photo IDs, driver’s license or 11 

insurance cards for your car can now be stored on a 12 

device and you don’t have to carry them in your 13 

vehicle anymore - which is very convenient. And I 14 

think the same thing’s gonna start happening for 15 

consumers. They’re gonna want to carry around less 16 

and less things that can be stolen and keep it on a 17 

device in which their - in their mind, can be secure. 18 

So, as we talk mobile ticketing, we’ve talked to all 19 

the different technology. I think, when we talk the 20 

fan of the future, is really technology. So, as - as 21 

we’re developing a - the ticketing, I think, no matter 22 

what platform you’re on, it’s always pushing the 23 

button in innovation, in - if you see ideas out there 24 

that maybe aren’t even in the ticketing world, let’s 25 

talk about ‘em - let’s - let’s you know, let’s push 26 

our ticketing provider, our ticketing software 27 

company to do things that maybe um… like grocery 28 

stores I’ve seen in some areas, they’re doing where 29 

you can scan and order your food and it’s delivered 30 

to your door. So we’ve talked Amazon and all that 31 
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stuff that Amazon is doing, there’s no reason we 1 

can't start looking at those trends and pushing in the 2 

ticketing company. I would say the airline industry - 3 

you know, they’re far advanced of the ticketing 4 

industry and we’re - we kinda follow them. So, 5 

airline industry started picking your own seat a long 6 

time ago. But airline industry is now, again, they’re 7 

charging for prime seats. You’re charging more for 8 

the legroom, which is again, the dynamic pricing. 9 

We came into play in the ticketing world a little bit 10 

later. In airlines you had mobile boarding passes 11 

well before you had mobile ticketing for um, 12 

concerts and hockey games, et cetera. So also, look 13 

at the airline industry - what’s their next trend in 14 

what they’re doing, and maybe that’s gonna start 15 

being the trend in kind of what we’re doing in our 16 

industry, in our ticketing. So, that’s really kind of 17 

all from the ticketing side, and I hope that ah, you 18 

took something away from this. And um, I hope that 19 

it was enjoyable.  20 
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