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Each year 1n the UK,
there are

.~ 6 million empty seats




7| That’s £80m of unsold |,
tickets L]




At this workshop 1In

Sydney today..




"= we have thousands of [

" empty seats between us ﬁ'
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"= _but currently earning
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But our theatres and
concert halls aren’t




the

rows of empty seats




Our subscription
schemes
aren’t filling them




- Our sponsorship contra &=

deals aren’t filling i
them
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Our advertising

isn’t filling them




Our season brochures
aren’t filling them






Because these are

sales-focused
techniques
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They are all aimed
at the core audience



They are not aimed

at non-attenders
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"= Not surprisingly, they [
" remain non-attenders {







We need a stronger

marketing focus
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4 We need new thinking.. 1
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reach out..
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..beyond the current
audience




"= We need to understand |
why people attend



And why they don’t
attend




Some beople do

experience real
barriers



But for most,
Jjust
lack of persuasion




They’re not sure that
what we’re offering 1Is
what they want
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% time and money finding




(1t’s not easy getting i %
your :
s money back afterwards) i it
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Not attending 1Is
habit-forming
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Would you buy a car

without driving It
first?




Do you try on shoes

before you buy them?







They’re iInterested
but won’t book




We’ve got the seats
but can’t sell them
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A low-cost match

made In heaven




- Actually,.a profitable

I match

made 1n heaven




- It’s easy and cheap to
find potential
attenders



Test Drive speaks

to them directly




It takes the work

out of booking




It takes the risk
out of booking



It explains and
enthuses




It creates excirtement
and anticipation



It makes you

an offer you can’t

refuse




InN-win...
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Happy new attenders

impressed with full
house



(they talk about you
» to everyone they know)



Paying attenders

impressed with full
house



(book earlier next
time?)
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7| Performers love a full [,
house i
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You get new audiences i

and a new 1ncome
stream
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It has to be done
properly



It’s not papering

or discounting




It mustn’t alienate

existing paying
audirences



It shouldn’t

devalue the tickets




You must follow-up

and nurture new i
audrence

e o



Up to 35% come back
and pay







They” 1l pay back your
Hmodest investment this
year



" spend in the next ten



It makes a short-term 1
profit i
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"% But it’s not a short-
term tactic




strategy
for audience
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Because 1t makes a
profit.




.1t doesn’t need

ongoing subsidy




in not
bolted-on to your




"= Only stop when you’ve |
» no empty seats left i




How big would you

like your audience?




How biQ would you

li1ke your ticket
Income”?



I can see the dollar

sSIgns 1In your eyes




"= But fuller houses also |
» unleash creativity.. i



They underwrite

artistic freedom




We could take bigger
risks







Every night more

seats go to waste




While marketing
% budgets are stretched



.~ All the more reason to i

- convert empty seats
Into cash




