
Effective Single Ticket 
Retention Strategies for the 

Free Night of Theater 2007 Program



Who is TRG?

� Consulting firm that specializes in providing marketing 
counsel and services to America’s arts community

� Clients represent every performing arts field: 
� In 2007, TRG will work with about 300 clients

� Focus: increasing revenues and audiences



TRG Corporate Profile

� Operate two integrated service groups:
� Marketing consulting 

� Database analytics and management
� Community Database



Are Single Ticket Buyers Important?

� TRG National Response Report
� Combined results from all TRG direct mail campaigns

� Superior results for Single Ticket Buyer lists
� 78% of all subscriptions sold to past single ticket buyers

� Single ticket buyers 8 times more responsive

� Nationally, every single ticket buyer name is worth $4.51
in subsequent subscription revenue



Single Ticket Buyer Churn

� TRG Migration Analysis
� Alarming attrition trends for single ticket buyers

� 50% of single ticket buyers never return

� For largest organizations - tens of thousands of 
patrons lost every year

� Over Acquiring - Under Retaining



A solution through Add-ons

� Migration Analysis 
evaluates impact of 
add-on purchases

� Multiple purchases in 
first season make 
patrons “Stickier”
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Single Ticket Retention Program

� Collect Information - Don’t let walk-ups walk away

� Assimilate – Identify them within your audience and 
begin making them family 

� Retention – Invite them  back



Collection:
Don’t let walk-ups walk away

At $4.51 per name (or MORE) in future revenue at 
stake - you can’t afford to let a single person get away!!!



Collection: Point of Sale Plan

� Be Prepared for Front of House Issues 

� ASK for the information

� Consider Incentives

� Collect the Cards



Assimilation

� Quickly add new names to database
� Data entry (Staff, Volunteers, Paid, 

etc.)

� Outside support (Hygiene and 
Merge/Purge)

� Segmentation: Distinguish new from 

returning patrons



Retention

� Act Quickly: Don’t allow time to cool off!

� Acknowledgment
� Say “Thank You”

� Let them know you know they are new

� Be helpful, suggest something they would like

� Incentive/Offer



Case Study

Houston Ballet

2005-2006 Single Ticket Buyer Retention



Project Overview

� 83% of new 05-06 Subscribers were single ticket 
multi-buyers. 

� Sought increased loyalty of single ticket buyers 
� Encouraged same season repeat purchase

� TRG experience – power of  same season single 
ticket purchase

� Project: 1st time STB retention campaign



Project Methodology

� The Target:
� Nutcracker first-time single ticket buyers

� The Offer:
� 50% off next single ticket purchase

� Romeo & Juliet - Story ballet, great name recognition 

� Rock, Roll & Tutus - Mixed rep ballet to “The Rolling 
Stones”



Project Methodology

� The Channels:
� Direct mail - “Print On Demand” web print

� Email – TRG Interactive Services

� Messages dropped the week following the performance 
attended



Direct Mail Piece



Direct Mail Piece
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Direct Mail Response Analysis:

342Orders

33%Cost of Sale

$12,177Total Expense

$37,678Incremental Revenue 

3%Response Rate 

11,372Mail Quantity
Distribution of 

Responses

70%

27%

3%

Romeo & Juliet

Rock Roll & Tutu's

Both



E-Mail Response Analysis:
By the Numbers

Distribution of 
Responses

70%

30%

Romeo & Juliet

Rock Roll & Tutu's
*Note: These people also got direct mail

170Orders

4%Cost of Sale

$675Total Expense

$18,728Incremental Revenue 

4.5%Response Rate 

3,775*E-Mail Quantity



Additional email analysis

Opens Open Count Click Count Click percent Responders Response Rate
1 1,026            110 11% 75 7.3%
2 258              24 9% 20 7.8%
3 108              14 13% 6 5.6%
4 65                13 20% 4 6.2%
5 33                3 9% 4 12.1%
7 14                5 36% 1 7.1%

� The fewer opens, the stronger the purchase behavior

� Strong creative and ease of order is critical!



STB Retention Program Continued

� Nutcracker retention program success allowed HB to 
continue with subsequent shows

� Direct mail response rate: 5.53%
� (Almost double Nutcracker’s 3% response rate).

� Mailed to 1,302 households (vs. 11,372 for 
Nutcracker)

� Generated $8,000k in incremental single ticket sales
� Total expense:  $1,100 
� Cost of sale:  13% (vs 33% for Nutcracker)



Final Campaign Results

05-06 STB Retention Combined 
Results (Half Season)

600+Households 
Reactivated

21%Aggregate 
Cost-of-Sale

$15,000Program Cost

$70,000Incremental 
Revenue

� Houston Ballet plans to run 
this campaign on all shows 

� Long term benefits of STB 
retention is not yet fully 
defined

� New HB subscriptions are 
up this year



What’s Next?

� Retention programs that mimic first time subscriber 
retention programs

� Pre-event communications

� Logical, transactional, social

� Multi-buying offers tailored to prospect
� Directed communications that address benefits to STB

� Includes subscription offer
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