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Who am [?

Aaron Curran, 25 years in Australian and UK arts
marketing and management roles

e.g. Head of Marketing at Sydney Opera House;
Australian Chamber Orchestra; Sydney Symphony.

I'm an Associate of Baker Richards UK (consulting
and software specialist).

We focus on data-driven decision-making, analysing
organisational data-sets to identify opportunities.

Baker Richards has more than 400 clients
worldwide, specialising in not-for-profit arts.

See www.baker-richards.com for insights.
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Agenda

|, Introduction — what price value?
2. Key principles of price and value
3. Using price & value data

4. Observations and tips

5. Questions and chat
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You are diverse...your audiences are diverse... but what do we have in common?
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Let's talk about you! What are your key pricing issues?

Credit: Anish Kapoor, Gibbs Farm Sculpture Park
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|. Introduction - What Price Value?
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Nick Cave on the relationship between performer and audience

“Perhaps there are some performers who
see the performative process as a one-way street,
where the artist is dominant and simply delivers,
whilst the passive audience receives. Personally, | do
not see it in this way at all.

" The performer needs 'an aggressive,
critical audience, with a conscious sense of itself as an
audience, ... one whose complexity and diverse
needs can push an artist beyond comfortable limits'.

“This Is how | experience it. | feel, onstage,
that the audience is making me, just as | am
making them, in an act of shared, primordial creation.’

- Nick Cave, 2019,

from www.theredhandfiles.com

)
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Barriers to attendance in NZ — “cost, time, and lack of relevance” or conceptions of value!?

Barriers to attending centre on
cost, time and lack of relevance

Around four in ten in the culture market
cite cost as a reason for not doing more
39%). Time is also a key barrier, given
as a reason for over one-third (35%).

A preference for other |eisure activities is a barrier
for over one-gquarter (27%) of the market.

Other common reasons - affecting around
one-fifth of the market - include not having
others to go with, parking or simply not
knowing enough about what's on.
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Most common reasons for not engaging more with arts and culture

It's too expensive

| never have enough time

Rather do other things in my free time

E

| !

Den't always have others to go with

Parking or finding a carpark

| don't know enough about what's on

It's too difficult to travel to

| wouldn't understand the art / content

I'd be bored

Never anything on that interests me

Base 1,683]

Time and cost are nearly always the most
common reasons for not doing more. In reality,
most people have both the necessary leisure
time and disposable income to attend the arts.
And most of those people with leisure time
and disposable income choose to spend their
time and money doing things that take just as
long or longer and cost just as much or more
than attending the aris. A meal in a restaurant,
a night in the pub, ten pin bowling, a rugby
match are all preferred by many over arts and
culture. It is often untrue that they lack the time
or money. Instead they choose all of these other
activities over the arts. The question is why do
they do that? The answer is that they perceive
that these things will offer them better or more
guaranteed value for their time and money
than the arts. They need convincing that the
arts offers them better value for their time and
money than what they are currently spending
it on.

From Audience Atlas New Zealand, (March 2018 report, p35-36) by MHM.



Q: How much would you pay for a concert ticket!

A. It depends....
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‘Prince and Piano’ at $400 a ticket: was it too expensive ...or too cheap?!

The Spdney Morning Herald

ENTERTAINMENT MUSIC WHAT'S ON

Prince Australian tour tickets prove too hot to
handle - and too expensive

By Bernard Zuel It was always going to end in tears for most people. With a few days notice after a tour was
Updated 9 February 2016 — 5:08pm, first

whikre announced on Friday, tickets to solo-with-piano shows by a man whose passport may still show him
published at 4:47pm

as Prince Rogers Nelson, were destined to be the hot ticket item of the month, if not year.

Hot? How about so scorching it left a lot of people burnt. And this without even taking into
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Yo Yo Ma's Bach Project in Christchurch — high-price, high-value product
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Browse by Price Category Price Per Ticket/Item?

|:| Best avallable (Any price category)
Premium
A Reserve
B Reserve

C Reserve

From $145.00

$205.00

524500

$1095.00

$145.00

* Like Prince, the fastest-selling tickets appear
to be the best in the house (Premium) and

the worst (D Reserve, cheapest).



“The most expensive seats are getting more expensive; the least are getting cheaper...”

Most expensive West End ticket prices

rise as cheapest fall

B — * Artists have recognised that scalpers have
espeiinae traditionally had more to do with setting the

ceiling on ticket prices than they have.

* Artists are now selling their own tickets at
relatively-higher prices, as the market has set
expectations for higher pricing.

* These high-price tickets can offset lower-cost
s B tickets, enabling audience-access initiatives.

l'op end ticket prices for West End shanws have fsen by 19% to an average of
£117.52, with Hamilton seats the most expensive.

At the same time the average price for the cheapest Bokets has fallen by o0
o £149.34, according bo an anmal sumvey carried out by the theatre industy
new=paper the Stage.

The survey has been undentaken annually since 2012 and this is the first time
the average top-price ticket has excesded C1o0.

Afistair Smith, the editor of the Stage. said the findings appeared to back up
claims by producers that charging mare at the top aliowed them to charpe
be=s at the other end

“The mast expensive seals are petting mofe expensive and the least Article from The Guardian UK, January 2019
expensive seats are motting a bit cheaper,” he said. “What it doesn't tell you is
how many of each type there are
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Australian Chamber Orchestra — tickets priced to attract younger audiences

ACO’s Indies & Idols concerts, June 2019

The repertoire is a contemporary mix of
challenging and less-traditional

composers
e "“$30 for under 30s”
e "“$40 for under 40s”

Crucial part of their marketing strategy,
integrated across the entire campaign.
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INDIES & IDOLS

S01E

I4-23

LUTOSEAWSKI Owerture for Strings
BRYCE DESSNER Réponse Lutoslawski (Australian Premiers)

SUFJAN STEVENS (arr: Michael Atkinson) Suite from Run Rabbit

Run

KRZYSZTOF PENDERECKI Siring Quartet No
JONNY GREENWOOD Suiie from Thers Will Bs Blo
SZYMANOWSKI (arr. Richard Tegnetti} String Quartet No 2

Richard Tagnetti Dirsctor
Australian Chamber Orchestra

Tickets for Under 30s & 40s

Tickets for this tour are-available for $30 for those Under

KRZYSZTOF PEMDERECKI Thres Fieces in Barogue Style | Ana



The Cure in Sydney, 2016 and 2019 — same band but very different value propositions

MONDAY JULY 25
SYDNEY QUDOS BANK ARENA

THURSDAY JULY 28
MELBOURNE ROD LAVER ARENA

BAKERRICHARDS © Baker Richards 2018

7

Global Live Stream :

The Cure

Disintegration ™

30th Anniversary
30 May 8pm AEST B8




Muriel's Wedding-The Musical — audience participation as value proposition

* - - > - - L -
L

- ‘ONSTA(EE WEDDING -
GUEST EXPERIENCE!

.. i :.I A @ 2
- WY Muriel’'s
]
Weddmg :
THE MUSICAL
TICKETS $§99°

{WEDNESDAY MATIMEE 575}

ON STAGE WEDDING EXPERIENCE!

Muriel's Wedding the Musical

Mimane in aeed thrao vrandee
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Opera Australia’s dinner offer - a value proposition that isn't ‘stage-dependent’ at all

SHOWBIZ

See an opera and enjoy a free dinner with a
glass of wine!

This winter, see an opera at Sydney Opera House and Cpera Australia will shout
you dinnerl With this special offer, tickets to selected midweek opera performances
come with free dinner at Eastbank Dining or Searock Grill, Circular Quay.

FROM 39 - CHOOSE FROM OLD FAVOURIT

TICKET S AND RAR

£
Im
m

GEMS

[T
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MONA's $50,000 ‘Luxury Experience’ — exclusivity as value proposition

MONA offers new $50,000 private luxury experience

Matt Mafoney Locsi Hewz

[fou [y | &

View Mors Local Butinecias

Crwan Cleaning #psolaict

Servicng al poolt oode anas i oven.
Laureeston: and Davonpod o Pkl

L oa0T

Poatar Leac Rasl Eciats

Pater Lies foying saling propemdy M
L. 0361 e Flombi

Fre= Entry to oomalex
Coparn 7 gays - wa ruly have T
somaTbing for Ivernyant =
Find ot I#ang

LOCAL NEWS

The Musewin ol O and Rew Act has Dunched oo owo - day fougism experience

wiich invedves & private dionss wich (s treator David Walsh ab s cose ol ]
y Ha A hipthe CH Smith rodevelopment B
S0, pET JrECSH £ ¥
(il Stan a half-painted wall
Th. e by part of & wiider tuekam cam pakgn by Cullural Atteacteas
[ whiich sels o promote the couniiys iwonic aris and ciliers)

What's ar stake in Aborignal namang

Thie v D day MOMNA epesisnoe bcludes dinner G U Sourds pabcy debatcd
24l il g panded by wikne Ieoem Mo Wal Yy pelvate collsction as wel
5 b sEand luch el the Fard bar and desiaueat

Pabrods will be [lomnn by prlvate o lrom anyw e noAasicalia o MONA 3

Article from Australian Financial Review, (April 2019)
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* |s it elitist to offer experiences that the
majority of people are unable to afford?

* Or does it recognise and respond to the
needs of different market segments?

* Perhaps it's just designed to generate PR?

* Or to make all the other prices look less
expensive!



2. Key Principles of Sales, Price & Value
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Value and Pricing Principles

» People exchange money and time in expectation of receiving value in return

* That value can be more perceived than real

» Perceptions of value are customer-specific but can be grouped

» Key to unlocking value is price differentiation.

* If customers have options, they will show you what they value (sales or no-sales!’

» Price differentiation allows organizations to achieve multiple objectives

optimize volume of attendance

promote accessibility
~ maximize income

~  better understand barriers to engagement
» Differential prices should be value-fenced

* Cultural organizations have an enormous range of variables (value fences) available to adjust prices in order to achieve
multiple objectives.

* That flexibility is multiplied by the application of revenue management and differentiated pricing tactics e.g. dynamic pricing.

BAKERR'CHARDS © Baker Richards 2018



There are only five ways to increase the number of tickets you sell

(e

Acquisition

Get new customers

Frequency

Get customers to buy
more shows

BAKERR'CHARDS © Baker Richards 2018

7oy
Party Size

Get customers to
bring more people

20



Pricing is a fundamental aspect of all five ‘sales pillars’

* Pricing refinement adds to every sales strategy. A sophisticated pricing strategy
will:

— Increase income
—  maximise ticket sales
— AND promote accessiblility

* The cultural sector offers a huge range of variables that can be adjusted to
achieve those objectives

*  Optimising decisions on small details can add up to significant marginal gains

* Those gains are multiplied through flexibility offered by revenue management
and variable (a.k.a. differentiated) pricing

* Generates ‘free’ money to invest in your organisation and art form, increasing
sustainability.

BAKERR'CHARDS © Baker Richards 2018
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Pricing strategy is determined by four factors, and your objectives in relation to them.

Your costs
(financial objectives)

Value value-based
OFFERED pricing

Competition /
marketplace

BAKERR'CHARDS © Baker Richards 2018
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Value, in three steps...

|. Comprehend what value people are seeking.
~ Perceptions of value.

— Motivations.

2. Create relevant value to meet their needs.

— Remember this is not just what you put on stage.

3. Communicate that value effectively.

— Value not communicated is valueless!

BAKERRICHARDS © Baker Richards 2018

GOOD

SATURBRDAY

GOOD FOOD -GOOD MUSIC-GOO0D LIQUOR

SOMETHING FOR RAIE - YOU AM I
C\W. SIONERING - AUGIE MARCH

ALL OUR EXES LIVE IN TEXAS
JEN CLOHER

CASH SAVAGE AND THE LAST DRINKS
ANDY GOLLEDGE BAND

FOOD - PORTENO - MARYS - FRRNR STRONGS TACO STAND - INBOCCA
- SPARRYS JERR CHICKEN - LANSDOWNE HOTEL - VEJOES

BEER SUPPLIED BY YOUNG HENRYS - WILLIE THE BOAIMAN - BRICH
- GRIFTER - WAYWARDS - PHILTER - SAUCE BREWERIES
TICKETS - $70 - FAMILY TICKET OPTIONS AVAILABLE ~ & 80 ON THE DRY
BRILWARY PARRDE, MARRICEVILLE
- ~ SATURDAY, 31ST MARCH

GOODSATURDAY.COM.AU
TICRETS ON SALE VIA OZTIX

< SUBJECT TO COUNCIL APPROVAL
€ FBI RADIO ENTERTAINMENT

23



Everything is relative when it comes to pricing, value and consumer psychology

BAKERRICHARDS © Baker Richards 2018
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The key to then unlocking value is Price Differentiation

Sales

Price x
Sales at Single Price

= Income

Single price

BAKERRICHARDS © Baker Richards 2018

Price

25



Price range and relationships... and VALUE FENCES

E:Iecaek z;;Zr ence %
I £50

£10 25%
Il £40

£8 25%
I £32

£7 28%
\Y £25

£10 67%
Vv £15

£5 50%
VI £10
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30%

25%

20%

15% -

10% -

5% -

0% -

price band

26



‘Value Fences’

 FEach difference in price (metrics) needs to
be justified by a difference in value

* Value fences create the reason why people
will pay more

* You can add value, and you can subtract it:
lower prices, e.g. discounts, must also be
justified in order to protect value
perceptions

BAKERRICHARDS © Baker Richards 2018

PRICE VALUE

(metrics) (fences)

Value is an exchange of money, time and emotional commitment
for utility, or satisfaction of needs, wants, desires

27



‘Value fences' — justifying differences in price

Inventory

(Admissions)

Product
Date / Day / Time
Seat Location

Added Value
(Ancillary)

Priority Access
F&B packages
Bundled merchandise

BAKERR'CHARDS © Baker Richards 2018

Customer Behaviour

Frequency
Party size
Sales Channel
Time of Booking
Conditional Purchase

Demographics

Youth/Senior/Student
Unwaged
Disability/Carer

28



'‘AAA Strategy’: consider all aspects of your income strategy in unison

Subscriptions Retall

Donations Special events
Merchandise

Patrons
. . Affiliation Ancillary Sales Catering/F&B
Philanthropic
memberships Priority / exclusive service / | _
Transactional Fast Track nterpretation:

. programmes +
memberships

Conditional
purchase
Frequency
| Admissions
Party size Sales channel

Time of booking

Variable pricing by day/  Dynamic pricing /
time or differentiate Yield management

BAKERRICHARDS © eaker Richarcs 2018 product offer
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3. Using Price & Value data

BAKERR'CHARDS © Baker Richards 2018
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# |: Price Bands measure relativity of demand

Aggregate sales by ‘Price Bands' to compare price demand over time, even if events had

different reserves or pricing.

2.500
2.000 —
S 1500
&
el
E
=
=
@
2
2
<
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Average Number
of Seak

[ Price Band 5: Unsold
[ Price Band 5 Sold/Rsvd
[ Price Band 4. Unsold
=1 Price Band 4: Sold/'Rsvd
[ Price Band 3; Unsold
=1 Price Band 3; Sold/Rsvd
[ Price Band 2; Unsold
B Frice Band 2 Sold/Rsvd
1 Price Band 1: Unsold
B Frice Band 1 Sold/Rsvd
B Comps

31



#2. Time-of-Day/Day-of-Week

Changes in time-based demand can

inform pricing tactics and operational planning.

Fiscal Year

—— 2011, % Capacity Sold/Rsvd
—e— 2009, % Capacity Scld/Rsvd
—=— 2010, % Capacity Sold/Rsvd
—s— 2012, % Capacity Sold/Rsvd

100 % %
80 % —
3
e B0%
=2
»
2 o
2
3 40%-
R
20 %
,De‘: T I T I T I T T T I T
2 - & g
E £ : : k=
Merming Wanee Eveng
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Groupad By Time of Day. Day of Week

32



#3 Speed of Sales:

Creating a heatmap of ‘Speed of Sales’ reveals trends in earlybird vs late booking, informing
tactics to influence customer behaviour.

1,500

Average SoldRsvd

2007 2008 2009

BAKERR'CHARDS © Baker Richards 2018

2000 2011 2012 2013 2014 2015 20016 2017 2018
Grouped By Calendar Year

I Comps
B O wks out
B 1 wks out
B 7 wks out
I 2 wks out
I 4 whs out
Swks out
B whks out
7 wks out
2 wks out
Swhks out
10 wks out
I 17 wks out
I 12 wks out
I 13 wks out
I 14 wks out
B 15 wks out
N 16 wks out
B 17 wks out
I 12 wks out
B 19 wks out
20 wks out
I 21 wks out
22 wks out

B 23 wks out
I 24 wks out
| 25 wks out
26 wks out
27 whks out
I 28 wks out
I 25 wks out
I 30 wks out
B 31 wks out
B 22 wks out
B 33 wks out
B 4 wks out
35 whks out
B 26 wks out
I 27 wks out
I 2 wks out
B 3% wks out
B 40 wks out
B 41 wks out
B 47 wks out
I 43 wks out
I 44 wks out
I 45+ wks out

33



Average Number of Seats

Digging deeper, which reserves are selling early or late? VWho's buying them?

— — e ] —
eT =k £m =0 M| e 2k 0 <0 20 €M LT £m 0 0 <M <7
SE SR o S0 el SENE B aB LD eded o g B ed 2R 2D ap
oF af i Sg Sg|oE wl wg S 3% S SE|ui SE S5 S 38

3 2 = 2 = 3 2 = = = 2 o < = = = =
3] i bt A0 i o o fo g o] o & L] i o < i
[1e] [1:]
o o
i [14]
= 2
o 2
Stalls LogeBalc
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Grouped By Screen and Zone

The price shown in x axis Is the average of the Starting Price for that Zone across the performances selected.

Unsold
I Comps
I 0 wks out
I 1 wks out
2 wks out
B 2 wks out
B 4 wks out
5 wks out
B wks out
7 wks out
2 wks out
Swks out
10 wks out
B 17 wks out
12 wks out
I 13 wks out
B 14 whks out
I 15 wks out
I 16 wks out
I 17 wks out
I 13 wks out
B 15 whks out

R 20 whks out
71 wks out
I 22 wks out
I 23 wks out
I 24 wks out

25 wks out

26 wks out

27 wks out
28 wks out
I 29 wks out
I 20 wks out
I 31 wks out
I 22 wks out
B 33 wks out
I 24 wks out
N G5 owks out
B 3G wks out
I 27 wks out
I 22 wks out
I 25 wks out
I 40 wks out
B 41 whks out




#4:. “Hotseats”

Hotseat™ analysis of demand can be compared against scaling of price reserves to inform
rescaling tactics e.g. creation of ‘cusp seat’ sections for dynamic pricing.
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#5 Price Types by Zone:
This ‘Sales by Price Type by Zone" example shows that most inventory in the higher-prized

zones Is being sold as lower-priced subscriptions, potentially undermining revenue from single

ticket sales. Also ... watch out for all those comps! N

300 — B Comp

[ Discount
B Standard
I Subscription

Assrage Mumber of Saals

BAKERR'CHARDS © Baker Richards 2018
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#6 Price Types & Segmentation:
Custom Grouping of Price Types can show variability by customer type over time

100 %

80 % —

60 % —
[ Uncategorized
[ Company

40 9% — [ Complimentary
I Concession
[ Full
[ Special Offer

20 9% — I Ciscount (Standard)
[ Subscription
[ Tourism Promaotion

) L g I Tourism Trade
i = =11 1 1 | B e
5 o vl
2012 2014 2016 2018 2011 2013 2015 2017
2011 2013 2015 2007 2012 2014 2016 20138
Sold/Rsvd Sold/Rsvd Income

Grouped By Calendar Year

BAKERR'CHARDS © Baker Richards 2018
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So what data elements should you use for Forecasting!?

* Historical sales data is necessary for forecasting, much of which may be related to value fences.

* |deally event sales data should be grouped or coded in a unified way, enabling the creation of accurate past-
event ‘comparators’ that align with future event plans.

* Explore top level factors which can be applied across events: e.g. time of day; day of week; month of year;
genre or artform; venue etc.

* For some organisations, a repertoire scoring system can group events logically to create new comparators;
others select key variables related to specific performances, e.g. star cast, historical period, production style
etc.

» Consider elements like speed-of-sales expectations and duration-of-campaign as a complementa
approach, as they directly align with how you will market.

* Be consistent and ‘play the long game’,
testing different methodologies over time.

_ﬁ.f Copsensus FoRecas |
MEETING i

“Just add 5% to last year's
BAKERRICHARDS © Baker Richards 2018 numbers and move on!"



Example: LSO matching inventory/prices to customer segments and product offering

Target inventory highlighted

1. Super- 2. Recent

Sugmans frequents frequents

= "

5 .

2+

@ "

A ¥

B -

c

3, Recent
mufti last
minute
bargain

huntars

4. Long-term 5. Recent top Irmr:;inm:

regulars  price multis

BAKERR'CHARDS © Baker Richards 2018

e This grid links LSO custom segments with

particular inventory.

* E.g.'Super-Frequent’ segment more likely

to go to the lower scoring (more
challenging) repertoire than the other
segments.

‘Super Frequent’ also had a higher
propensity to book erther top price or
bottom price seats so target inventory for
this group was the more obscure
concerts, but not offering discounts to
bookers who have shown they pay top
price.

More information at https://www.baker-
richards.com/insights/selling-spare-
inventory-Iso/
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4. Tips and Observations

BAKERR'CHARDS © Baker Richards 2018
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Tip#|: Create price differentials to motivate changed behaviour (revenue management)

Tickets sold: 1,200

600 -
Total income: $20,500
500 -
)
ol
400 - §
E’ O Tickets sold: |,600
= @F  Total income: $29,000
E ?‘é
o
200 T —
i LLl
100 A /
Mon Tue Wed Thu Fri Sat
Ticket price $15 $15 $15 $15 $15 Put price up to

$25
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Tip#2: Review your approach to Discounting

BAKERR'CHARDS © Baker Richards 2018

always up to

o

7y

Discounting often appeals more than
a lower price because It suggests you
get more value for less.

How you describe a discount will
change how it is perceived

e.g. "2-for-1"vs '50% off".
Indiscriminate discounting is the
enemy of an effective pricing strategy

as it undermines conceptions of value.

Effective discounting
~ Standby / Rush.
~ Subsidised schemes.
— Subscription / Bulk Purchase

—  Discounts with obvious value fences
e.g. ‘Standing Room’, ‘Partial View'.
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Example: Sydney Theatre Company — "Twenties' ($20 tickets bought in person)

TWENTIES HERE

THE VERY BEST THEATRE FOR JUST $20. NO CATCHES

Our Twenties tickets makes a trip to the theatre more affordable for more people,
Twenties tickets are available for every Sydney Theatre Company show, even sald out ones.
Every Thursday at 8am, an allocation of $20 tickets are released, for the following week's performances.

Twenties tickets are limited to 2 per person for each production.

HOW TO GET YOUR HANDS ON TWENTIES TICKETS
—

-~ - )/'
- — : T * _.v
®
S ¥
SET YOUR ALARM BOOK ONLINE OR PHONE GET YOUR TICKETS
Tickets are released every Thu You can book online below OR Tickets are only $20 each and
9am for performances on the call us on (02) 9250 1929 there are no hidden fees. It's
following Mon to Sun and they that easy!

always sell fast!

BAKERR'CHARDS © Baker Richards 2018
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Example: Sydney Opera House 2-for-|" offer every Wednesday morning

Hey Aaron,
Thanks for signing up to 2 For 1 For You.

Vivid LIVE is in full swing and to celebrate we've got deals

on some of the hottest shows

Tickets are strictly limited and subject to availability.

BAKERR'CHARDS © Baker Richards 2018

GET YOUR DEAL NOW
FOR THESE SHOWS ...

M York RED star, dancer, fashion
designor and key Kayne cofaboralos,
Teyana Tayiar bringa her elecifying
prasence for @ ore-off pecfarmance {hat
will B orve ol Bee most soulhsd shows of
Winid LIVE.

Underworid
Concsrt Hall
2.4 3 June,

Legendwry British leching cuo Underworc
ane ued 0 iransform the Concert Hall
unleashing #eir signsiune mix of body
rafting heals, spectnouder Eghting and
cutling edpge slecironic sounds.

Lonnie Holley @

Utzon Room

31 May, Tpm & 3.30pm

Wisionary, oull expeimental petfonnes;
o surmnlist B8 yeaeld Alrican
Amnarican arist Lonnis Holley isa
|umtboyed peed of modern cullure, and e
is binging his unigue soriic improvealion
80 e Sydney Opera Hosn,

Wilson Parking ]

Dnly avaliabis an Wednssaays

W5 not just shows! We've made geling
here ewoar, o yoo o realy make e
ot ol al your night. Park far 520 aler
Sprm -« thof's 44% offl

44



Should you use alternative sales channels to separate discounting from your brand?

@lastﬁx Browse @ Seerch

Populs _zzt Chence uEt Added Jnder 550

5
Em B

MIEET LEN

The Monkees

Aladdin The Musical

SAVE UP TO 66 SAVE UPTO 574 Fias $69.00

In Conversation With The Soprancs Psychic Sally Ladies MNight
SAVE UP TO 542 mown $89.00 SANE 4132 rrosa $47.04 SANVE 40% reou $42.96
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How you describe a discount changes how It Is perceived

How might we describe the discount?

Imagine we're selling two seats in the venue. * But this decision also changes how the
The standard price is $20 each ($40 in total) discount affects your income, particularly
and we're going to sell them for $10 each (or over the longer-term:

$20 in total).

- $10 off a $20 ticket is 50% discount
— But 50% off a dynamically-priced $30 ticket is $15.

— Whereas $10 off a $30 ticket is still $10!
Fixed lower price ($10)

Percentage saving (50% off)
Fraction saving (/2 price)
Fixed price saving (£10 off) 70%

Multi-buy discount: __ ¥ ;.;.-" Jn : : BIOGEST

- Buy 2, save £10 per ticket

~ Buy I, get | free, BIGGEST

- 2forthe price of I, OFFERS

30%
OFF

BAKERRICHARDS © Baker Richards 2018 i




Tip#3: Target offers by price behaviour and get customers up to the ‘next step’

$ Seat Upgrade

&

$ Drink Deal

@

$ Free Program

BAKERR'CHARDS © Baker Richards 2018

Ava Yield €

$15=

®Upics
@ 81010
@ 11 t0.20

21 to 31
@ 32 to 45
@ 45 plus

$25
Y

$35
d

$45
g
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Tip#4:  Trial new value fencing — e.g. ‘Secret Seat’' ENO example

Secret Seat

Buy a £20 unallocated seat in advance and be guaranteed a seat worth £30 or more on the night - you could even be in the stalls
or dress circle!

BAKERR'CHARDS © Baker Richards 2018
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Tip #5: Explore what Dynamic Pricing means for you

When can dynamic pricing help?

* When demand is difficult to forecast
* With patterns of late booking

*  When positioning demands consistent pricing, but
demand says otherwise. ..

* Creating an enhanced benefit to customer groups
e.g. members or subs who access flat-rate pricing
for additional tickets.

BAKERR'CHARDS © Baker Richards 2018

When might it not be right?

* An organisation with a high proportion of loyal,
frequent customers who all book early

*  Where dynamic pricing does not fit with the overall
iIncome strategy

*  Wiaiting until you're 80% sold out and putting the
prices up too latel!
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More Dynamic Pricing Tips

* Be open about what you are doing with your customer messaging
» Plan ahead: spot opportunities early and act quickly
* Measure impact and (re)evaluate strategy

* Don't fall into the rut of ‘same-offer-to-the-same-people’.

Pricing Guide

BAKERRICHARDS © Baker Richards 2018

TICKET PRICES

PLEASE NOTE: the earlier you book,

the better the price. Ticket prices in both
theatres are guaranteed until 22 March,
and are then subject to change.

For the latest prices, please call

01243 781312, visit cft.org.uk/pricing

or scan the QR code at the top of the page.

FESTIVAL PAVILION

BARNUM

Previews/Press Night ~ £15 E23 £31 £35
Evenings/Matinees £16 £24 £34 E£40
MEVILLE'S ISLAND

Previews/Press Night ~ £15 £23 £29 £34
Evenings/Matinees £16 E24 £33 £37

SECTION

MINERVA THEATRE

THE PAJAMA GAME
Previews/Press Night £25.50
Evenings/Matinees £31.50

IFONLY /ARTURO UI/
ANOTHER COUNTRY
Previews/Press Night
£24.50
Evenings/Matinees
£30.50

THE WITCHES

£17 £20

e M
¥
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Example: Royal Opera House uses price ranges to communicate prices to customers

It is still possible to communicate differentiated pricing when you have many prices per performance. The Royal Opera
House website does this by giving the range of prices currently available for each performance:

Monday 16 April 2018 7 30pm Last few tickets |
Main Stage £82-£105 ey
Conducted by Marfin Yates

Niifiez. Bolle Sambs: Stiv Brunsil S |
Vassiley, Orchestra of the Royal Opera House

Thursday 19 April 2012, 1L200pm 100+ tickets =
Main Stage £4-£80 [REES

Conducted by Martin Yates

Hamilion, Kish, Zucchetti, Hinkis, Gartside.
Yassiley, Qrochesira of the Roval Opera House

Thursday 19 April 2018, 730pm 100+ tickets _
Main Stage £23-£105 [k

Conducted by Martin Yates

Hayward, Bonelli, Campbell, Calvert, Saunders,
Vassilev, Orchastra of the Royal Opera House

BAKERRICHARDS © Baker Richards 2018
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Tip#6:  Analyse customer behaviour to challenge price and value myths and perceptions

Segment 2 3 4 5 6 7 8 Grand Total
Infrequent
Infrequent Infrelquerlrc Frequent Frequent Inﬂfquent Super frquent Infrequent Very low yield
, Very high yield ) o Mid yield Very low yield o .
Low vyield Very low Low Yield High yield Mid discount Very high Mid yield Very high
Description Mid discount =Y Mid discount Low discount oy he Mid discount discount
discount Lapsed discount . .
Recent Lapsin Recent Recent Very earl Recent Lapsing Lapsing
Late booking -apsing Late booking  Early booking ry eary . Late booking Very late
Mid booking booking Early booking .
booking
Bookers 11,240 12,353 [1,476
Average Seasons Attended 2.1 _—
Face Value Discount % 13% _ | 4%
Average Value £511
Average Season Value £147
Average Yield £50
Max Yield £70
Min Yield

£32
Average Weeks in Advance

Average Days between Attendances

BAKERRICHARDS © Baker Richards 2018
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Tip#7/: How you present your prices matters!

$30.01

Consider Price Thresholds and the Psychology of Round Numbers

BAKERRICHARDS © Baker Richards 2018
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How you present your prices matter — Top Down, Not Bottom Up

This is the effect identified in experiments that people are more heavily influenced by the first
information they receive, because later evidence is interpreted in light of the beliefs already

formed by first impressions.

Intelligent Envious
Industrious Stubborn
Impulsive Critical
Critical Impulsive
Stubborn Industrious
Envious Intelligent

BAKERRICHARDS @ Baker Richards 2018 Sutherland, S. ‘Irrationality’, Pinter & Martin, 2009, p.18
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Tip#8:  Analysing what's not selling tells you as much about value as what is sold

BALCONY Number of Times lssued
1-13

L GRS LOTVEODE BHEEGFOIOLGVED L ®  (4seas)

K GRG0 eREEEHeHSEedH i heh SRl ORiHRD K - 14-19

J SRS D O DT TOOTODODODIDIIIDIDDOO 9S8 90000 J (358 seats)

H SDOODORO OSSP e deeRee L UDOOODOIDOT H o 20-21

G DRS00 eeo000000009 o000 eeeleed D0 G (335 seats)

E @§8eeeeeeee 0090 0000 DI 0OI000000DIISeeeee0ee98e ¢ (1067 seats)

2 0006606 B LInavailable

C COeOSoODoOoIe eoesetssdese e9ee o eee o ool ee C (103 Seats)

B SOO0009e999000000000009000008900090008 0 00000000 B

D000 A O2HTed000000006000000H0eRROeD DR BeT A ODDO
BOX D BOX H Sest ranking across
[ ] OS99 full auditorium
BOX C BOX G # issued includes
00ee D008 comps unle._ss price
BOX B BOX F type filter applied
D OO0
BOX A **S5tage™"® BOX E

Total Mumber of Performances: 22
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Tip#9:

Q
I

Start \

TOUCHPOINTS
o

Customer Journey — consider touchpoints in relation to price and value offers

Vi r Journey
(=3
Tourism Industry e .
Ouigabaci ,
Trwenl webuites do 5. Triphdvasor| '
. Transportation
Trawel -
"’“""'m"':""“ :?;: Grounds o
Garden Q
Farking Garage e " I
Word of Mouth :u;knrw Outdonr extitrit g:,gﬁ;fgs
:amv:; ~
i 2 -
S M ion _S==<
Sidwralk exhibils
,q 4 T Orientation Help &
\ -—— Mustum basners ey desk
| ST Y o - ot cart ’ Places to Mest
i ] ' \ v - " mumm / & Rest
\ 4 ~ Elathrooes.
L X S O omat o
I v ¥ ~ lria appn I M shog
; s Banches
\ ~ I
! \"l/
I \ Digital Planning m ~a
I o/ Tools ~ \ Exhibits
Saarch Eng t isti ™~ Collestion osyects
Wen Hangn::s‘amus ESII: r,n. LDQIS o qx b [ irswractive exhibios
Transit apes iHopston, fng check ~ \ Tentuial piacards
Bkeshare! it el ~ \ Progectans
Mesting point =~ N Exhisit audio
Butrooms s 0L Thesters
-~
S| Resources =

Marketing m:"‘
Errait
Adds. Matile spps

Smimsenan Chasrel

ORGANIZE THE TRIP

Talephane Lise

ARRIVE AT CAMPUS

in museum/galleries/halls

Smithsonian
Office of Visitor Services
MNexi Steps
Hodile phone  Info desk

: e e

L Inter-building - &"ﬂmzaﬂ,‘

6 transit Cofmsied pamghiets

Ecalasors Actilaciy from interactive
! Unstwegreuns axhisits
& Welkwrnys
-
-
= ~ o Y 7 3 o -~ -
\ 4 N ’
Q 3 , o
\ i Q rd
~ —
| Mebile Device i 4
et ) Share
\ menguw% e £ & Consarzas n
A ’ Triends :’:-’lﬂ‘";h-
? o “MEX|T Back to the World b
4 [rim— oiar il
People ! 7 Parking garage "
iy / ’ Building Exit Taxi
7 Exit signarge Sidewalk sgnage
Otharvistors  J Sovieity Cammgus sinage
P - - Deors
7 o Soum Mal underground
= Escalalors

= :: - Garsen
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EXPERIENCE A BUILDING

LEAVE A BUILDI

Credit: Smithsonian Museum
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Tip #10: Ensure “innovative” pricing synchs with customers’ needs and understanding

HOME NEWS = THE GUIDE MUSIC = FESTIVALS FILM - COMEDY = ARTS = CULTURE ~

Inaugural Good Saturday Festival Cancelled

* Berlin Phil's‘Platinum Reserve' @ $495 = success

* Good Saturday — no all-day ticket for on-sale = fall

BAKERR'CHARDS © Baker Richards 2018
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Tip #11: Accessibility initiatives must ensure they are ‘on-brand’ and connote value

AFFORDABLE TICKETS

Tickets to the opera dont have to cost a fortune. All kinds of people from all walks of life come to the opera, and we'd love to see you there, too! We're here to show you how to get
cheaper opera tickets (hint: affordable tickets don't always leave you in the cheap seats). You can also check our seating reserve maps and theatre plans.

SYDNEY & MELBOURNE

ENTER THE BALLOT FOR $20
TICKETS

The Susan & isaac Wakil Foundation Access Program
offers opera tickets at the greatly reduced price of
$20.

These tickets are allocated using a ballot system.
Enter the ballot for your chance to access tickets $20
tickets to the opera.

SYDNEY & MELBOURNE

MAZDA UNDER 30S YOUTH
SUBSCRIPTION

Under 30?7 A youth subscription costs just $67 per
opera, in B, C or D reserve. Bargain, (Some operas and

BAKERR'CHARDS © Baker Richards 2018

SYDNEY

STANDING ROOM TICKETS

At the Sydney Opera House, standing reem tickets are
available for most performances. A standing room

ticket literally means you will stand for the
performance in a suitable part of the theatre,

Standing room tickets cost $46, plus an $8.50
transaction fee.

To book. call our box office on 02 9318 8200 (Monday-
Friday. 9am-5pm).

SYDNEY & MELBOURNE

STUDENT RUSH

Are you a full-time student? Bam! With appropriate ID,
you can buy a $45% ticket from the Arts Centre
Melbourne or Sydney Opera House box office from

SYDNEY
PARTIAL VIEW SEATS

At the Sydney Opera House, you can buy tickets for
the balcony boxes for most performances, These
seats have a limited view of the stage — theyre
sometimes referred to as listening seats.

They cost 345, plus an $8.50 transaction fee.

To book, call our box office on 02 9318 8200 (Monday-
Friday, 9am-5pm).

SYDNEY & MELBOURNE

LOGE SEATS & CHEAPER RESERVES

Look out for cheaper seats on the 'select you own
seat’ map on our website. The loges (on the sides of
the circle) include some seats priced at $45* and $72%,
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Tip #12:

HATIDHAL KSW FPERFORMING ARTS

Opera for One means no more lonely nights in front

ofthe TV

By Jufic Power

Eanuany £, 1019 — 2530w

o

f v & A A

“ Lasva 3 pommant

TODAY'S TOP STORIES

INDIGEHOUT
Seott Morrizon copmmitted to
constitutional recognition
FOURSEY FROM THE HEART

My friemd fears for the Ulura
Staterent under Scott
Torvizon - but Tdon't

SYDNET METRD

Kew driverles trains face first
peak-hour tast in Sydney
1 heotar g

CLASS ACTSON

Dymn Davie was an "opera virgin® — until last Thursday. That was when Mz Davie saw La Boheme

by Opera Austreliz as part of 2 new program that promizes operz lovers who coms on thair own

that "they'll not be alone™

Widowsad more than 10 vears ago, Mz Davia, 64 of Peakhurst, now chooses 1o live alone. Yot last
wear sha felt her lifs was shrinking. Shawas doing less and spending ‘mors nights in front of the
TV,

o she decided to trv new thingsz.

LA Y

ot
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You must research and respond to your audiences’ changing needs

OPERA FOR ONE

Keen to see that opera but don't know anyone to go with? Love opera but your partner
falls asleep? Opera buddy maved away?

You're not alone, In fact, it's the number one reason we hear why people don't get to see the shows they love. But
that's all about to change ...

Come to the opera on your own and we'll make sure you're not alone. Book tickets for any of these dedicated
performances and you'll have someone to talk to at interval.

Meet our host for complimentary drinks and nibbles an hour before the performance. A member of our creative
team will give a talk to get things going. and then you'll have something to chat about with others attending by
themselves. Then take your seat for the opera, together with your new companions. (Did we mention you'll save 10%
on your B Reserve ticket, too?)

wWe'll send you a guide before the performance with tips on what to expect. a [ittle bit about the opera and some
conversation starters.
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Questions and chat

Helping cultural
organisations achieve their
commercial potential

///. g /'/ﬂ ~ -
{ S 7 K

Aaron Curran

//_---
¢

Admissions Pricing Memberships, Segmentation +6| 425251 121
Subscriptions &

i
J i Dornations | aaron@aaroncurran.com.au
~ -~ -~

www.baker-richards.com/
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