etting ready for the use of mobile devices for shopping

and completing transactions is so two or three years ago.

“People were saying at that time how mobile is com-
ing and how everything is going to be on mobile devices
and now we look at where we are and I think we are
already there,” said Amanda Severs, director of client

services at digital marketing agency Rockhouse Partners.

Severs and a group of her contemporaries will serve as panelists at
the International Entertainment Buyers Association’s 45th Annual
Conference Oct. 10-13 in Nashville on the topic of Mobile Ticketing and
Marketing: More Data & Dollars.

“T don’t think that mobile is necessarily the next thing. I mean,

everybody is on their phones nowadays and so for us from a marketing

perspective there are a lot of interesting things going on with social
media and onsite data capture through mobile apps at live events,”
Severs added.

Those in the entertainment buying world are the lucky recipients
of the mobile boom that makes capturing data and selling tickets easier
for marketers. The numbers tell the story.

“According to Internet Trends, more than five billion people have a
mobile phone,” said Joe Kustelski, CEO of international web-based tick-
eting service provider Etix and panel moderator. “In the United States,
just over half of the time spent per day with digital media is happening

CONTINUED ON PAGE 67 -
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ARTIST PROFILE

From Radio

to Arenas

Fashionable, sweet, fun, loving and

kind are only a few words that

describe country music’s up and

coming radio star Kelsea

he 21-year-old Knoxville, Tenn.,
native saw a whirlwind of success
in the past year, touring with big
like Lady

Antebellum and Jana Kramer, and

she’s holding tight to her good
morals and kind demeanor as she climbs to the

country headliners

top.

“To be able to be a part of the wave of
women on country radio, it's amazing,” Ballerini
said of her new success. “I've gone to CMA festi-
vals for years growing up, waiting in line with
people I'm friends with now.”

In May, she released her debut album, The
First Time, reflecting raw emotions about love,
family and friends. Her hit singles called “Love Me
Like You Mean It” and “Dibs” are on the album,
and she’s not slowing down anytime soon.

She absolutely loves to write songs, and
she’s constantly working on her next big hit.

As she steadies herself for a big opening
tour in 2016, she’'s reminded by her mother to
remain humble and kind.

“She’ll text me and she’ll say, remember
who you are and remember why you're doing
this,” Ballerini said.

Ballerini.

Her music videos and warm spirit have a
way of tying fans to Ballerini and — perhaps
more than anything — she has the right energy
for the industry, said her manager Fletcher
Foster, president and CEO of Nashville-based
Iconic Entertainment.

“The first time | saw her on stage, and not
only the way she was interacting with fans but
the way she presented herself, it was immedi-
ate,” Foster said about his willingness to manage
her career. “l thought, ‘This is undeniable in my
mind."”

He felt compelled to take her to the market-
place, and it was well worth the risk, he said. “I
just believed in it from the very start,” he said.

Now, he’s working on finalizing her 2016
opening tour, which will be announced in
November, and he continues to solidify good
working relationships within the industry.

Ballerini is enjoying the ride, and she’s
beaming with excitement about what’s next for
her career.

“Never in my wildest dreams did | want to
do this for a living. | wanted to be a vet,” Ballerini
joked. But she started writing songs when she
was 12 years old, and it turned out the road led

her to the entertainment industry, not the veteri-
nary business.

Yet she still loves her furry friends and her
three-month-old Labradoodle named Dibs acts
as her road companion when she’s on tour.

As she’s continued to branch out in the music
industry, headlining artists have begun to embrace
her, not only in person, but also on social media. In
March, Taylor Swift tweeted, “Driving around with
the [@KelseaBallerini EP on repeat.”

Ballerini’s goal is to become a big headlin-
ing act, opening at large arenas to a sea of fans.

“My dream has always been, to do the big
bells and whistles arena tours. | want to headline
those one day, that's my goal,” she said. “It's cool
to support these big acts and watch them in the
arena, because that's what | want.”

Interviewed for this story: Kelsea Ballerini and Fletcher
Foster, (615) 454-6795
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VIDEO ON MOBILE... CONTINUED FROM PAGE 65

on a mobile device. Mobile video is a big thing with us right now because
that accounts for over half of all data consumed from a mobile device.

“That number is continuing to grow, so if we think about how we
market live events there’s a very high correlation between people con-
suming video images and that translating into a better conversion rate. I
think for all marketers there is the fact that the behaviors are changing
and people are consuming video all around content. As a marketer your
job is to show, don’t tell. People seck compelling content, but they’re
much more likely to click the big button to view.”

Kustelski said that more than 50 percent of all page views on the
Etix platform are through a mobile device, whether phone or tablet.

“The way that we think about it is that over 30 percent of all our
transactions happen on a mobile device,” he said. “When we think about
the critical moments for a marketer, there are two moments. One is
what we call the ‘T want to know’ moment, when people are sitting
around talking about the show and they pick up their phones and get the
answer right then. Our job is to get that ‘I want to know” moment and
translate it into an ‘I want to buy’ moment. That ‘T want to buy’ moment
is happening increasingly more on mobile devices.”

QA
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kA2 ZCODMAN
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Kustelski said those moments are encouraged by creating an opti-
mized mobile experience for the consumer.

“That’s basic stuff,” he said. “Just recognize that people are looking
at content on small screens. Give people the mobile opportunities and
experience that they deserve. Have a big buy button. Have forms that
are easy to fill out for transactions. We've all tried to buy something on
a mobile device where that wasn’t the case but we all know what it can
be like when it’s done well.”

The importance of creating compelling content, having a respon-
sive website and more is underscored when it comes to marketing to
Millennials, where an Internet Trends study shows that 87 percent of
that audience never put down their cell phones.

“They put it next to their bed when they sleep and when they wake
up they check their smart phone,” Kustelski said. “So we know that 87
percent of the most attractive target audiences we have are glued to their
phone. That really tells us it is not only very, very important today but it
is going to continue to be more important.”

Design is also a consideration that must be addressed for mobile
devices. A solid design makes the video and content resonate in a more

CONTINUED ON PAGE 68 >
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VIDEO ON MOBILE... CONTINUED FROM PAGE 67
favorable way with the user and is more likely to end in a buy.

“As we think about what we call UX, the User Experience, it real-
ly is about designing for mobile first,” Kustelski said. “If you design it
well for mobile it will look great on a big screen. The converse is not
necessarily true. We're very much advocates of a mobile-first approach
to User Experience design.”

Severs said that she works with a number of venues from a market-
ing perspective, and one thing she notices is that smaller venues try and
bite off more than they can chew, at least at the outset.

“We have done some work with venues that are super small, and
we tell them that before you start doing all the fancy stuff and trying to
build a mobile app and even more so trying to maintain a mobile app to
really focus on what you can do with your existing channels to optimize
them for mobile,” she said. “That really starts with the basics of making
sure you have a responsive website that adjusts well on mobile devices
and tablet devices. Then also email marketing. We see email marketing
as probably one of our biggest drivers for all of our clients. At least 65
percent of our clients have emails being opened on mobile devices.”

Severs said that her company tries to instill in its 100 to 115 active
clients the importance of measurement.

“That is really just making sure that before you jump the gun and
try to spend your marketing dollars in a lot of different ways to really
look at what’s working first,” she said. “We try to focus people on the
fundamentals and getting those aligned because you're selling the most
tickets through your website and after that probably through your
email. Make sure those things are as optimized as can be before you start
focusing on social media or online advertising.”

Severs said she can foresee some innovations coming such as target-
ing consumers based on location services.

“A lot of people say, “‘Whoa, this is really creepy, kind of like Big
Brother,” she said. “But I think we are going to see more of that. You
might have expressed interest in seeing an event such as Disney on Ice at
the Bridgestone Arena in Nashville. You may have just looked at the
page or clicked on something. But while you are at the Children’s
Museum down the street you might get a notification about a reminder
to purchase tickets for the event.

“Then you go to the event. You visit the merchandise stand and
then you pass the beer stand for a Budweiser and you get a notification
on your phone for a discount on beer or something like that.”

Severs said that the data capture component holds her greatest
interest and is an area where so much more information can be obtained
that can be turned around and marketed to consumers.

“The average order size for a ticket purchase is generally around
three tickets,” she said. “But we really only have the information of the
one person who bought the tickets. I think when we look at how we
identify those other two people who are at the venue but did not give us
their information ... that’s the whole challenge that marketers and tick-
eting companies face today is identifying those people. That’s where
everybody is kind of moving when they try and capture people’s informa-
tion on site. The whole purpose is to turn those people into long-term
customers and generate that loyalty over time. We're definitely going to
see more of that.”

Interviewed for this story: Joe Kustelski, (919) 653-0508; Amanda Severs, (434) 953-
8668
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