





To the right of the quick sale gauge you
will find information about the customer’s
relationship to you —their repeat
attendance. At the top of the pyramid,

in dark blue, is an area representing the
customers who have only purchased tickets
for events at your venue once —they have
only bought for the event chosen for this
report. For this particular event you will
see that 100 customers have not booked
for any other event. Below this, in red,

are the customers who have bought tickets

Customers Relationship to You

100

No. Visits Including This One
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for this event and one other; in yellow are

those who have booked for a total of three

events, and so on. If you want to find out which of your customers fell into each of these categories, you can click

on each of the areas in the pyramid to see the customer lists.
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The next chart (above) shows you how long it has been since the last attendance of the customers who have

attended more than once. We can see that for the event chosen for this report, 33 customers had previously

attended relatively recently, within 3 or 4 weeks of this performance. To draw out a list of these 33 customers,

click on the line to the right of the selected number. This will open a list of those customers that you can export.

We now need to move on to page 2 of the report. Click on the arrow next to the page numbers at the top of the report.
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Page 2
Page 2 of the report begins with tables showing the crossover between the event you have chosen for analysis and other events
within your database.

Top 10 Previous Events Top 10 Future Events

Event Start Date Customers Event Start Date  Custom

FAME 05/06/2000 35 ALADDIN 28/11/2000

BLOOD BROTHERS 15/05/2000 27 GREASE 03/09/z2001

PETER PAN 11/12/1999 24 BIORM AGAIN 13/11/2000

BIORM AGAIN 27/04/2000 23 CINDERELLA 09/12/2000

BOOGIE MIGHTS 09/03/2000 22 THE ROY ORBISON STORY 14/05/2001

SOUL TRAIN 21/02/2000 20 CAROUSEL 10/07/2000

THAT'LL BE THE DAY 29/05/2000 19 JOSEPH 04/09/2000

SOLID SILVER SIXTIES 25/03/z000 17 NO MAIL 10/12/z2001

HANK MARVIN 31/05/2000 16 THAT'LL BE THE DAY 28/10/2000

THE BLUES BROTHERS 22/0s/z2000 13 BLOOD BROTHERS 15/03/2004

The Top 10 Previous Events table shows us, for the customers who have made more than one attendance, which were the

most popular previous events to book for. The column Event tells us the name of the event the customers booked for, and the
Start Date is the date of the first performance in the event run. The Customers column tells us how many of your bookers have
bought tickets for both the selected Event, which we have chosen to report on, and the event listed. As this Event was a musical,
itis perhaps unsurprising that other musicals feature heavily in this crossover list. The most popular previous event was ‘Fame’,
with 35 bookers also buying tickets for this event. ‘Blood Brothers’ was the second most popular, with 27 bookers crossing over,

and so on down the list.

The Top 10 Future Events table shows us which are the most popular future events for our selected Event bookers. The most
popular future event is ‘Aladdin’, with 35 customers also purchasing tickets for this. The second most popular is ‘Grease’,

with 29 bookers crossing over. Interestingly, ‘Blood Brothers’ appears in this list too, only this time we are looking at a different
event run of the same musical —we can determine this by checking the start dates. All underlined events in both columns are

links. Click on the event name for the list of customers who purchased ticket/s to both events.

The next section of the report shows the ticket purchasing patterns according to group size. This information is shown as both

atable and a graph.
Group Size Bookers Revenue
Group Size
o 1 91 $2,937
40 % 2 626 $40,396
30 % 5 % 3 297 $27,553
o
20 % HE %0 7Y 4 290 $32,609
10 % 7% J0% 30 iy il I 116 $15,035
i o i ML T 1 IR 6 52 $8,655
1 2 3 4 5 6 7 8 9 10+ z 23 $4,869
Group Size 8 22 $5,443
9 10 $2,520
B Bookers Revenue
10+ 43 $18,887
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There are three columns to the table. The first is the Group Size. This tells us how many tickets each of the bookers has

purchased for the event we are reporting on. In this table the bookers are grouped according to these Group Size categories.

Click on the underlined number for the list of customers. The Bookers column tells us how many of our customers fell into

each of the group size categories. Finally, the Revenue column tells us the total amount of money paid by all of the customers

in each of the Group Size. So, for the Event selected, 91 bookers bought single tickets and spent $2,937 in total on those

tickets; 43 people each bought 10 or more tickets, and between them brought $18,887 of revenue to the organisation.

Please note that the following two tables in the Event Snapshot report may require additional formatting by Purple Seven.

If your Event Snapshot report does not generate these tables and you would like this information to be available, please

contact the Audience 360° Project Co-ordinator.

Discount Code Customers

ADULT 287
CONCESSION 143
EARLY BIRD 48
FRIENDS OF THE THEATRE 12
COMPLIMENTARY 61
GROUPS (10+) 48
WEB ADULT 498
WEB CONCESSION 279
WEB EARLY BIRD 79
WEB FRIENDS OF THE THEATRE 71
1,526

Tickets

857
389
115
28
268
600
2,081
1,028
689
485
6,540

Paid

$34,428
$7,780
$2,530
$616
$0
$18,887
$49,944
$22,143
$13,780
$9,700
$159,803

The columns in the chart above are as follows:

Discount Code: The codes used by box office staff to discount the tickets sold for the Event. These codes are extracted

directly from your box office system. The list of discount codes you see in this report may not be a complete list of the

discount codes in your database: only those used for sales for the individual event run chosen for this report are displayed.

Customers: The number of customers who have booked using each of the discount codes.

Tickets: The total number of tickets bought under each discount code.
At the bottom of the column there is a total of all tickets sold for the event.

Paid: The amount of money paid in total for all of the tickets under each discount
code. At the bottom of the column there is a total of all revenue from tickets sold
for the event.

The final table in the Event Snapshot displays information about the geographical
location of the customers attending the selected event. The bookers are broken
down by the postal sector they live in, and for each postal sector we can see

the number of bookers, the amount of revenue those bookers generated, and the

number of tickets they purchased.

Postcode

Bookers  Revenue Tickets

T I T

“wowow

w ok n e @

$2,545 138
$855 32
$746 3
$697 25
$693 24
$658 23
$629 23
$588
$548 18
$494 23
$486 18
$480
$466
$457 15
$374 14
$360 13
$350
$330 12
$308 16
$308
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Mosaic Analysis

Profile Reports Explained: This section allows you to understand the characteristics of your customers/
geographical catchment to be compared against a comparison file or area known as a base. The following

will explain how to interpret the information in this Mosaic NZ Profile Report.

PACGCIFIC

Pacific Micromarketing

[Your reference number

Your area or file (Target)

[Your area or file (Base)

Ao

c is a geodemographic segmentation. It is unique in that it has cemented itself as the globally accepted standard o
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Your contact:

sumer classification 1ools. It
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[Groups and 42 dstinet Types based upon thelr demographic and neighbourhoed charactaristics, In this report your customer data/catchment area has

Target % Compared To Base % By Mosaic NZ Groups

[ Target
mBase
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of your customer
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Hyperlinks: In the electronic copy of your profile you can click on the group and type headings
on each page to be able to access the descriptions through our Mosaic NZ online resource website

(Internet access required).
Target: This is the amount of your customers that belong to each Mosaic NZ group/type.

Target %: This is the amount of your customers that fall into each Mosaic NZ group/type
expressed as a percentage of the "Target” total. This helps you to identify which groups/types the
majority of your customers belong to.

Base: The total number of records in your chosen comparison that belong to each Mosaic group/type.

Base %: The number of records in your chosen comparison population that belong to each
Mosaic group/type as a percentage of the "Base” total. This helps you understand which Mosaic NZ

groups/types your comparison population belong to.

Penetration %: This percentage shows the “Target” population as a proportion of the “Base”
population for each mosaic group/type. This percentage allows you to understand the amount of
customers that you attract from the base population.

Index: This statistic indicates the propensity of each group and type to be within the realms of
enquiry. For example, if your customer data has been profiled, the index will show the propensity
of each group or type to show the behavioural trait of being a customer to your business. An “Index”
compares the “Target %” (derived from your data) against the “Base %" to produce an “Index Value”.
Values of 100 show an average propensity and mean that the “Target %” and “Base %" are equal.
Values below 100 indicate increasingly lower propensities and mean that the “Target %” is lower
than the "Base %”. Alternatively, values above 100 show increasingly higher propensities and
mean that the “Target %" is higher than the “Base %".

Index Value Chart: This visualises the index value. The centre line equals 100 where the “Target
%" and "Base %" are equal. A bar appearing to the right of the average line means that there is a high
propensity of that group/type, whereas a bar to the left of the line means that there is a low propensity.

“Target %” Vs “Base %" Graph: This visualises the differences between the “Target” & "Base”
proportions, allowing you to understand why the index value for each group/type is either high

(above 100) or low (below 100).

Ranked Group/Type Profile: A ranked profile is provided for both pieces of group and type
level analysis. They show the same information as the first profile, but this time shows the groups/
types in rank order according to their index values so that the most represented groups/types
within your customer file/ geographical area are at the top and the least represented groups/types
are at the bottom. Those that are most represented can be considered as “Key” groups/types that
have the highest propensity to buy into your products and/or services.
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Over—represented Types: The groups and types within this profile that have high index values of >200
and >130 have been coloured Red and Orange, respectively. These types have a statistically high propensity
to show the qualities or characteristics being investigated, such as consuming the products/services sold

and provided your business, for example.

Average Representation: The groups and types within this profile that have average index values of ~100 are
coloured Black. Statistically, these types have an average propensity to show the qualities or characteristics being

investigated.

Under-represented Types: The groups and types within this profile that have low index values of <85
and <5o have been coloured Light Blue and Dark Blue, respectively. These types have a statistically low
propensity to show the qualities or characteristics being investigated, such as consuming the products/services of

your business for example.
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