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As an event and festival organizer, you 
want to effectively target marketing efforts 
in order to grow your event ticket and mer-
chandise sales. At the same time you need to 
maximize pricing and return on your adver-
tising investments. You know this but may 
feel uncertain where to start your analysis. 

Using data to analyze your efforts to de-
termine the most effective approach allows 
you to continually improve and eliminate 
campaigns that may not work as antici-
pated. To help you understand your options 
and frame your efforts, keep reading to learn 
more about the following analytics primer.

Step One: Know your audience. 
Gather the basics first. Identify the key 

items you would like to know which are ac-
tionable. Start with these types of questions:

Is my event regional? Are there 
specific geographic locations that I 
should target?
Do my ticket buyers find my site 
directly, through a google search or 
from specific referrers?
Is there something specific about 
my event that I should highlight by 
referral channel or demographic? 

Use your online ticketing site to gather 
key contact (i.e. name, email, phone, ad-
dress and zip code). There is often a temp-
tation to ask a long list of demographic 
information from ticket purchasers. Before 
you add additional questions of your 
customers, ask yourself “What will I do?” 
with this “critical” information. Often 
clients need to focus first on the basics as 
they don’t have the time or budget to run 
heavily segmented campaigns. 

We would encourage you to ask for 
corporation name if the purchase is for 
business entertainment purposes. It is im-
portant to know what % of your tickets is 
sold to business vs individuals. You may 
also target specific affinity groups such as 
clubs or forums.

Some of our clients only process ticket 
orders online, others allow for phone and 
in person orders. For analysis purposes, it 
is critical to gather the same information 
from your offline purchases and track 
them with your online purchases.

Once your online site and offline track-
ing process are in place then link your 
online ticket site to google analytics. This 
tool will help you target geographic sales, 
determine the origin of sales and discover 
the highest spenders. If you have an event 
or festival merchandise site link it too!

It is also helpful to understand your 
ticket consumption rate. What is your ac-
tual gate count or the number of people 
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who actually enter the event venue 
compared to the number of ticket sales? 
Do you have a high or low no show rate? 
If you sell a higher priced event pass, how 
many people actually return multiple 
times in one week … is the value there or 
do they come once and never return? And 
do they buy the event pass the next year 
or do they buy single tickets the next year.

Step Two: Be effective in your 
advertising

Your event advertising is up and running. 
Do you know which event ads, social media 
sites, websites, coupon offers, web ads and 
email campaigns are driving the most sales? 
Are you conducting campaign analysis? 

Consider the following analytic tools: 
Use tracking promo codes on ads. 
Capture the codes on your ticket-
ing site at time of purchase to help 
source your campaign. 
Identify the most effective key 
words to use in your campaigns via 
Google analytics. 
Eliminate ineffective campaigns by 
studying bounce rates or people who 
leave after only viewing one page.
Volume of sold and complimentary 
ticket types (i.e. VIP packages, ticket 
packages, single tickets). 
Know your best referrals and fan-
to-fan shares. Look at your social 
media analytics.
Layer this information with tradi-
tional zip code analysis.
Which event campaigns work? 
Compare effectiveness year to year 
by checking your sales data on your 
online ticketing reports. 

Tip. Once you know the best sources -- re-
ferring sites, blog mentions, event calendars -- 
you might consider carefully placed advertis-
ing or publicity efforts to boost your presence. 

Step Three: Timing your ticket 
sales

Now that you have a full sales cycle of 
data, stop to analyze the trends.

Early sale. Are you properly incentivizing 
early sales? Do you have a lower price entry 
point or an incentive item? Is it worth it? 
Can you attract these people back later? Is 
this just an awareness period? 

Mid sales cycle. Timing to switch to 
normal pricing, no incentive? Too early, 
too late?

Event Week. You are probably not 
surprised that the week of the event is 
normally the most popular sales period. 
When did you increase pricing? 
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Which earlier ticket purchasers come 
back to upgrade or add premium items? At 
what point is it appropriate and effective 
to offer additional sales opportunities.

What is your cancellation policy? Is 
it effective? Gather info on why ticket 
purchasers cancel. 

Step Four: Maximize sales 
opportunity. 

Now that you have your marketing and 
pricing strategy working and tickets are sell-
ing ask what other opportunities exist to 
make sales that your customers would like. 
Do you have event apparel that could be an 
add-on sale? In our experience these add-
on sales can add up and increase customer 
satisfaction significantly. Don’t miss out on 
this opportunity to maximize your return 
while enriching your relationship with cus-
tomers while improving brand awareness.

Step Five: Conduct renewal 
analysis.  

Use prior purchase reports to evaluate 
historical patterns. Who renews? Do you 
review zip code data to determine income 
range? Do your ticket purchasers have the 
means to buy more tickets, packages or 
merchandise? Who should be included 
for up sale or premium campaigns? 

What categories of ticket buyers have 
the highest renewal rates? Corporate or 
individuals? Member or non-member? 
Singles or married couples? Specific  
age groups?

Have you surveyed the previous year’s 
ticket buyers to understand what options 
are the most desirable? For example have 
ticket buyers rate their likelihood to at-
tend the event based on a list of enter-
tainment options.

Step Six: What is your forecast?
Now it is time to consider the future. 

Trends based on economy, length of adver-
tising, effectiveness of campaigns and past 
purchase history can help determine your 
sales forecast for next year. Layer this infor-
mation with pricing models to consider the 
path to your attendance and pricing goals.
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