
PLATFORM OVERVIEW
Ticket sales should always come 
first, but event organizers experience 
event ecosystem challenges that 
get in the way.
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CHALLENGES: 
1. Lack of resources

2. Lack of event expertise

3. Standing committee org style

4. Lack of reach

5. No centralized team management

6. No centralized database

7. Low ticket sales

8. Sloppy on-site event execution

9. Redundant/rudimentary processes



QUICK CASE STUDY: UBC



EVENT ORGANIZATION: CAMPUS SEGMENT

VOLUNTEERS 
80%

PAID 
20%

100%  
STUDENTS

Paid Staff Lifetime: 1 Semester - 4 Years 
Recruitment: 
Typically elected into position with defined tenure


Objective:  
Manage groups of high-turnover volunteers to sell out events 

Volunteer Lifetime: 1 Semester - 4 Years 
Recruitment: 
Search and discover which volunteer positions are available 
that make the most sense for a students resume 


Objective:  
Use rich volunteer experience as leverage in resume by 
wearing as many hats as possible in a limited timeframe
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ON-SITE VENDORSVENUE STAFF EVENT ORGANIZATION

Coordinate volunteer teams

as you would a standing 
University Project


Volunteers take standing 
roles in ecosystem’s  
traditional event functions

Tradition Sales Approach
Nonprofit/Student Goals

Low Learning Curve

Since the institution has its own internal 
distribution opportunities (clubs, 
social events, career fairs) volunteers 
typically (and successfully) use traditional 
selling approaches like booth sales, 
campus contests, and feet-on-the-street.

Because the goal of the E.O. is to 
sell out events and break even, 
volunteers work to complete 
participation requirements by 
selling all of their tickets, focusing on 
ticket counts over generated 
revenue, by hardcopy-in-hand

Because each role is dedicated to

the simplified task of selling out by 
ticket count, with low-complexity 
and low shelf-life, all processes for 
end-to-end event execution must 
entail low learning turnaround 
time and simple adoption



PROBLEMS & SYMPTOMS
Problem 1:  
Happy with traditional ticket sale 
approaches (internal dist. infrastructure) 
 
Symptoms 1: 
1. Sees Showpass as a ticket printer

2. Sees Showpass as inventory tracker 
3. Sees Showpass as hardcopy register

Problem 2: 
Campus Segment is an anchored feature 
complete market (only needs ticketing) 
 
Symptoms 2: 
1. Vulnerable to ticketing competition

2. Not long-term committed 

3. Acct MGMT/Service Sensitive

4. Ticketing register focused

Problem 3:  
Smart Device disconnect from overall 
event management platform 
 
Symptoms 3: 
1. Adoption limited to high level members 
2. Console acts as admin pull mechanism

3. Seems as afterthought add-on

Problem 4: 
Students can’t connect platform use with 
individual volunteer participation objectives 
 
Symptoms 4: 
1. Volunteer uninvolved in platform

2. No platform adoption

3. No platform commitment

Problem 5:  
Learning curve too long for volunteers with 
short-term tenures 
 
Symptoms 5: 
See symptoms 4



SUPPORT CYCLE OVERVIEW





SALES OPS OPPORTUNITIES
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SALES CUSTOMER LIFECYCLE  
WHAT ARE WE DOING WRONG AND WHAT DO WE NEED?
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Everything that happens before  
sales engagement with prospect

All interactions with lead to  
complete a sales transaction & set up 

for post-engagement stage

All interactions and processes  
post-contract close to prepare 

customer for relationship phase

E.G. LEAD GENERATION E.G. CRM STUFF E.G. ACCOUNT MANAGEMENT

EXERCISE



Lead Generation Sales Cycle 
Management

Sales Resource 
Management Product Differentiation Pricing Strategy

Current 
State

How do we reach and 
qualify leads? 
 
Are there channel/
partner opportunities?


Are there integration 
opportunities that will 
produce leads?

How long does it take for 
us to close a deal?


Why does it take this 
long?


How can we adjust 
velocity?

How many hunters and 
farmers do we have?


Can we start using other 
parts of the organization 
for account management

We sell ourselves as a 
ticketing company

Ticket Sales 
Dependencies? 
 
Is this something to 
be considered?


Is this something to 
be considered right 
now?

Internal 
Options Trial Campaigns

Adding Markets:

- Add sports

- Travel Verticals


Eliminating Markets:

?


Adjusting Markets with 
New features: 
?

Opportunity for sales 
organization breakouts?

Market Need Features: 
Team mgmt features - 
push notifications


Market Evolving 
Features: 
Seller Network 
Universal Barcode 
AR Box Office 
FB Integration

Revenue 
Protection / Ticket 
Sales Enablement 
Program 
- Critical Acct Mgmt 
- On-Site Support 
- Ticket Sales 
 
[Alex & Jess M?]

External 
Options

Industry Events


Approach integration 
companies for cross-
promotions? 
 
Approach software 
solutions in related 
spaces

Dip into small volume 
sales with better 
product marketing for 
inbound

Offshore call centre?
R.O.I. against E.B 
- Ability to serve 
analysis

ANOTHER WAY TO BREAK IT DOWN


