VT SPOTLIGHT

{

“The Palace is very well

}

known for the live concerts that we bring to Louisville, but trying to
turn that leaf on the dark days that we don’t have shows means making
sure that it’s also a special event destination.” — SYDNEY O’BRYAN
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Based on concert and event grosses from Dec. 1, 2013 – Nov. 30, 2014, as reported to Venues Today.
NO. OF SEATS

TOTAL GROSS

1. Bridgestone Arena, Nashville, Tenn.

VENUE, LOCATION

20,000

$26,715,124

ATTENDANCE SHOWS

336,388

42

2. Tennessee Perf. Arts Center, Nashville

2,472

$12,267,798

205,111

153

3. KFC Yum! Center, Louisville, Ky.

22,000

$11,270,332

200,033

25

4. Ryman Auditorium, Nashville, Tenn.

2,362

$6,648,160

123,204

62

5. Thompson Boling Arena, Knoxville, Tenn.

26,128

$1,547,703

28,730

9

6. Rupp Arena, Lexington, Ky.

23,000

$934,661

13,775

3

7. The Bank of Kentucky Cntr., Highland Heights 9,400

$897,618

29,881

16

8. FedEx Forum, Memphis, Tenn.

$880,493

19,071

2

18,500

9. War Memorial Auditorium, Nashville, Tenn. 1,789

$700,063

20,964

21

10. Palace Theatre, Louisville, Ky.

$584,324

13,769

7

2,700

Compiled by Daniel Gray, HotTickets@venuestoday.com

CREATIVE SUCCESS CONTINUED FROM PAGE 35

point-of-sale place,” said Petrullo. “The marketing elements that surround this location
really define that company. The actual bar is
only 1,000 sq. ft., but the sponsorship area is
probably 3,000 sq. ft.”
In November 2011, KFC Yum! Center
worked with sponsor Norton Commons, an
all-inclusive housing community, to build a
full-sized porch and model home on the main
concourse. Pregame and postgame broadcasts
are filmed at the house, a feature that
appealed to Norton Commons’ creative marketing.
“The idea of a sponsor just wanting a sign
doesn’t work anymore. We’ve been moving
forward rather rapidly on engaging our sponsors with a little more meat in their elements.”
With all that went on in 2014, Petrullo is
already excited for the new year and “booking
another 30 shows.”
Contact: (502) 690-9011
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SELF-SUSTAINING MOVES
TPAC becomes more independent while reaching the Nashville community

In a town inundated with musical talent and
entertainment options, the Tennessee
Performing Arts Center (TPAC) in Nashville,
Tenn., was still able to enjoy a record-breaking
2013-2014 season, seating almost 400,000 people and bringing in about $20 million in ticket
sales with an economic impact of $64 million
and an 8-percent increase over last year’s Top
Stops gross.
Broadway continues to be a popular draw
for TPAC, which curates a 10-12 week
Broadway series each year. Four weeks of
“Wicked” certainly contributed to the standout
season, selling more than 70,000 tickets.
Disney’s “Beauty and the Beast” and “Jersey
Boys” were also popular Broadway offerings.
In recent years, TPAC has moved to
become more self-sustaining, seeking to have
more control over its scheduling and fan inter-

actions. After deciding to drop Broadway
Across America as their presenter, leadership
at TPAC has built independent relationships
in the Broadway world to increase Nashville’s
reputation after proving that audiences will
respond to shows. These relationships allow
TPAC to get shows during their first national
tours, which is how “Newsies,” “Kinky Boots”
and “Once” will all be part of the 2015 series.
With Broadway Across America, Tony
Marks, director of Communications and
Public Relations, said they had less control over
how they marketed and sold the shows, which
was hard not to have in a city like Nashville
where timing is important, as you don’t want
to be going up against some other major event.
“It’s a smaller city with the entertainment
options of a much larger city,” said Marks. “It’s
a tough town to sell a ticket. If you don’t have
local control over how you target your show or
who you’re reaching out to, you can miss the
target.”
TPAC also dropped Ticketmaster and are
now an independent ticketer. Marks said the
move allows them to provide better customer
service to their ticket buyers and engage them
in what they do as a performing arts center.
Community outreach continues to play an
important role in TPAC’s mission, first
through five signature educational programs
that have reached all 95 counties of Tennessee.
Each year, Marks said their programs engage
30,000-35,000 kids of all ages, encouraging
them to pursue their own artistic abilities.
TPAC often acts as a place for new pilot programs for education and other community initiatives as well.
CONTINUED ON PAGE 38 >

