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Profiling on-line ticket buyers

Each year since 2001, ts.com has sent out email questionnaires to people who purchased tickets from client organisations who want to participate in the research.  In 2004, we joined forces to explore in more detail customers’ attitudes to the online purchasing process, ecommerce and new technology.  18 organisations participated in the project resulting in 6,931 responses to the email survey and a useful profile of on-line customers.

Does online purchasing attract new audiences?
5% of all respondents to the email questionnaire were first time attenders at the relevant organisation.  But if you have undertaken self-completion questionnaire research in your organisation, you will have noticed that certain types of customer are more likely to respond: in particular, they tend to be older and to be more frequent purchasers.  The Swan Theatre in High Wycombe and Newbury Racecourse volunteered to help us test if this was true for email questionnaires.  During the two week research period, all their online customers were asked to respond to a short questionnaire at the end of the ticket buying process.  They also asked three core questions of their telephone and counter customers.  In both venues, this showed that new and infrequent customers were significantly under-represented among respondents to the email questionnaire.

A third of Wycombe Swan’s online respondents were either new customers or had not attended in the past 12 months compared to 13% of telephone/counter customers.  Twice as many of Newbury Racecourse’s online respondents were new or had not attended in the past 12 months as the telephone/counter customers.
Does buying tickets online appeal to a particular sort of customer?

Online ticketing seems to appeal to people from the whole cross section of each organisation’s customer base - occasional, frequent and very frequent ticket buyers.

The frequency of attendance (that is specifically attendance not purchase) of email respondents who are customers of arts organisations matches within 4% the frequency breakdown of attenders of any performance in a theatre as described in the British Market Research Bureau’s Target Group Index (TGI).

Customers of arts and sporting organisations who responded to the email questionnaire are much less likely to be aged under 25 or over 55 than internet users participating in NOP’s Internet User Profile Survey
 and attenders of any performance in a theatre responding to the TGI research.  They are significantly more likely to currently use or own mobile phones and DVD players and are early adopters of digital radio with 83% claiming current ownership.

Do customers stick to using particular methods of buying tickets?

Half switch between different methods of buying tickets with 53% of all respondents to the email questionnaire who had bought more than once purchasing by other methods as well as online and 47% always doing so online.  53% of telephone/counter respondents at Wycombe Swan and 40% at Newbury Racecourse had purchased tickets via the organisation’s website at some time in the previous 12 months.  
What do online ticket buyers think of the service?

On the whole, customers are satisfied by the experience of buying tickets online via ts.com’s service.  In some venues, there are clearly aspects of either the ticket purchasing process or the website that are problematic for customers.  In particular these are navigating the website, the availability of tickets, the speed of the process and, for some, the lack of options for buying multiples of tickets or particular discounted tickets and the inability to see which seats the customer is purchasing until after they have clicked on the ‘buy’ button. 

Do online customers prefer purchasing online and, if so, why?

Online customers purchase sports, arts and entertainment tickets using the internet relatively frequently.  They find it quicker and easier than purchasing by telephone.  Customers of some organisations appear motivated to use the internet by the difficulty they face getting through to the sales office on the telephone.   89% say they would prefer to buy tickets online through the organisation’s website than by telephone or in person. More than half say they will buy sports and entertainment tickets online more often in the future.

Are online customers frequent internet purchasers?

ts.com’s online customers were much more likely to have recently bought products or services over the internet than average internet users with four out of five purchasing in the past four weeks.  They are not, however, buying the same kinds of products or services as average internet users and it seems that they are purchasing less frequently than the 3.9 times per month identified in the NOP World research.
How do customers want us to communicate with them?

The vast majority of online ticket buyers want updates and information about promotional offers by email.  The proportion of ts.com’s research respondents preferring to receive promotional offers by post has fallen from 24% in 2003 to 6% in 2004, although in some arts venues the season brochure is still important and so significantly more of their online customers request mailed information.
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