DE-RISKING THE FESTIVAL

SELLING OUT BEFORE THE LINEUP DROPS
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AVG. PURCHASE WINDOW:

134 DAYS
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L i1 4 / TARGET EARLY REVENUE:

30-40%

An operator’s playbook for
shifting from lineup-dependent
marketing to system-driven,
behavioral ticketing.

Powered by 7am.io



THE VULNERABILITY OF THE ; .
EXPONENTIAL SALESCURVE T

| i |
L
[fi _i_ B
¥ THE BLAST CURVE
THE DE-RISKED ZONE: -
SECURING EARLY CASH FLOW AND I
BASELINE ATTENDANCE. | |
I —— I — . — | '|
i 1
SYSTEM STATUS: OFERATIOMAL i | ‘
DATA STREAM: REAL-TIME |
RISK ASSESSMENT: HIGH
OFTIMIZATIDN REQUIRED s - |
e —= ! THE DANGER ZONE: SOFT FORECASTS, '
TIGHT CASH FLOW, AND WEATHER-
DEPENDENT WALK-UPS.
il
= =1
' TELEMETRY READOUT jruum |
- = | I == q == I_—
WAITING FOR THE LINEUP TRAINS BUYERS |
TDWAIT-ITFDREESURGAN'ZEHST{] I-||'|||i||i.|l|l|I|I||I||.I|J||II.|I|I.|I||Ij'|:||ll-|ll||I-I|||'|||||-|II|II|.||||||I|.r||I
RELY ON LATE-GAME, HIGH-COST AD
i il s e e 100 10 20 30 40 ) 60 70 ) 10 DAY O
CONDITIONS TO BREAK EVEN. TIMELINE (DAYS)

LI i L __ &




'ELEMETRY SUMMAR

BEHAVIORAL SEGMENTATION
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THE PSYCHOLOGY OF BRAGGING RIGHTS AND ASSURED SECURITY

THE SUPERFAN'S NEED FOR SECURITY THE CURRENCY OF PRIDE

¢ ACQUIRED HEDONIC NEED ¢ SECURING EARLY BIRD INVENTORY
PROVIDES A SENSE OF ACCOMPLISHMENT
¢ FEAR OF MISSING OUT (FOMO) ¢ SOCIAL PROOF GENERATION
@ WILLINGNESS TO BUY EARLY SIMPLY el ¢ HIGH-DEMAND EVENTS TRANSFORM
TO GUARANTEE A SPOT THE TICKET INTO A STATUS SYMBOL

-
FANS PURCHASE IMMEDIATELY TO FEEL SAFE AND SECURE. THE PERCEIVED VALUE OF THE TICKET

INCREASES WITH SCARCITY, TRANSFORMING EARLY BUYERS INTO ORGANIC BRAND AMBASSADORS.
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THE PRE-LINEUP HYPE FLYWHEEL
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l (Selling the culture and
atmosphere, not the stage) J
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3 Deployed two cinematic campaign
=) =) videos focusing on food, culture, and
- IMMEDIATE SELL-OUT r AUDIENCE vendor success.
/ SOCIAL PROOF PRE-REGISTRATION
(Generating FOMO and (Capturing intent and . : 0
ey | il ol Result: 300+ t_mket sales and 80%
= | e | - vendor retention secured completely L

before the lineup drop.
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AUDIENCE REGISTRATION AS THE FIRST LINE OF DEFENSE

BLOCKS BOT NETWORKS CAPTURES FIRST-PARTY DATA
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THE GLASTONBURY MODEL. Requiring profiles before tickets drop turns a passive audience into a quantifiable database, allowing

organizers to adjust ad spend based on concrete, early-buyer data rather than speculative projections.
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THE GOLDEN RATIO OF TIERED PRICING

LAST-MINUTE
REMAINING INVENTORY
PRICE: 25-30% ABOVE REGULAR

REGULAR ADMISSION
40% OF CAPACITY
PRICE: BASELINE

EARLY BIRD
30% OF CAPACITY
PRICE: 25-30% BELOW REGULAR

LATE BIRD
30% OF CAPACITY
PRICE: 15-20% ABOVE REGULAR

LAST-MINUTE

REMAINING INVENTORY
PRICE: 25-30% ABOVE REGULAR

EARLY BIRD generates
upfront working
capital.

The 25-30% discount is
the mathematical sweet
spot to incite urgency
without irreparably
cannibalizing total
revenue.

Target 30-40% of total
sales in this phase.




THE PRESALE HIERARCHY ARCHITECTURE

TIER LEVEL ACCESS WINDOW AVERAGE CONVERSION RATE ACCESS MECHANISM

VIP 48 HOURS 85% CONVERSION SINGLE-USE ALPHANUMERIC CODE
PREMIUM 24 HOURS 65% CONVERSION GATED FAN-CLUB LINK

STANDARD 12 HOURS 45% CONVERSION EMAIL SUBSCRIBER TRACKING LINK
GENERAL PUBLIC SALE 25% CONVERSION OPEN ACCESS

INTEGRATE DIRECTLY WITH FAN DATABASES TO ISSUE UNIQUE, TRACKABLE TOKENS.

A NEVER USE GENERIC PASSWORDS (E.G., "FESTIVAL2026"). THEY LEAK TO SCALPERS. MODERN PRESALES J




SPATIAL TIERING AND THE EARLY BIRD FAN PIT

STAGE

| THE EARLY BIRD FAN PIT

Allocate an initial, discounted batch of
premium, front-of-stage access. This
secures vital upfront revenue from
W high-spending loyalists who buy for the
experience, not just the lineup.
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THE AUTOMATED TRANSITION ENGINE
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SYSTEM ACTIVATED:
SEAMLESS ROLLOVER INITIATED.

STATUS: DRAINED (0% CAPACITY). STATUS: FULL (100% CAPACITY).
ALLOCATION EXHAUSTED. SALES WINDOW DPEN.

SYETEM STATUS: OPTIMAL DATA FLOKE AUTOMATED

ELIMINATE HUMAN ERROR DURING CRITICAL LAUNCH WINDOWS. AS SOON AS THE INITIAL ALLOCATION EXHAUSTS,
THE SYSTEM MUST INSTANTLY ROLL OVER TO THE NEXT PRICE POINT. THIS PROTECTS MARGIN AND MAINTAINS
HIGH-VELOCITY SALES MOMENTUM SEAMLESSLY.
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NAVIGATING THE SCARCITY BOOMERANG EFFECT

THE SWEET SPOT

CALCULATED PNL ALIGNMENT.
SELLS OUT FAST ENOUGH TO GENERATE PR,
N, LARGE ENOUGH TO FUND OPERATIONS. ol s

= PR T
B 3
" OVER-ALLOCATION | UNDER-ALLOCATION
70O MUCH EARLY BIRD QUOTA. TOO LITTLE QUOTA. SELLS OUT IN SECONDS.
FAILS TO SELL QUT. RESULT: FRUSTRATED FANS, SCALPER BOT
RESULT: BRAND DAMAGE, LOSS OF HYPE, | APTACKS, MISSED EARLYICASHIRLUW. gl
SIGNALS LOW DEMAND.
L =)
3
SCARCITY MARKETING ALTERS CONSUMER PERCEPTION. IF AN EVENT CANNOT SELL OUT ITS LOWEST TIER, THE MANUFACTURED
URGENCY BACKFIRES. OPERATORS MUST ALIGN INVENTORY CAPS STRICTLY WITH HISTORICAL DEMAND DATA.
-




TACTICAL INTERVENTIONS FOR THE
MID-CYCLE SLUMP

y
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THE FLASH SALE

Deploy during sales lulls.

24 to 48-hour strictly timed windows.

Limit by quantity to enforce scarcity.

Use to push fence-sitters into commitment.

THE GROUP DEAL

Leverage social dynamics.
“Buy 4, Get 1 Free”.

Turns an enthusiastic solo buyer into an active
brand advocate recruiting their network.

Spikes average order value.

THESE ARE TACTICAL INJECTIONS. OVERUSE TRAINS THE AUDIENCE TO WAIT FOR DISCOUNTS,
PERMANENTLY UNDERMINING YOUR BASELINE PRICING STRUCTURE.
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MISSION CONTROL:
TELEMETRY AND HEALTH METRICS

y - ——
| PRESALE CONVERSION RATE INVENTORY SELL-THROUGH
15-25% / 60-80%
TARGET | OF ALLOCATED PRESALE CAPACITY |
y/ 7
EMAIL OPEN RATE AVERAGE PURCHASE WINDOW

29-35% 134 DAYS -/

|
/4

BENCHMARK UP FROM 105 DAYS # |
b . | S/
A
TRACK REAL-TIME SALES VELOCITY TO ENABLE DYNAMIC PRICING SHIFTS. IF VIP ALLOCATIONS HIT 75% CAPACITY FASTER
THAN MODELED, AUTOMATED 15% PRICE INCREASES CAPTURE PEAK DEMAND FROM LATE-DECIDING HIGH-INTENT BUYERS. |

|
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THE UNIFIED BEHAVIORAL

TICKETING SYSTEM
/4
PRESALE ——

y/ 4 v HIERARCHY | EVENT
AUDIENCE CINEMATIC REGISTRATION /4 - DE-RISKED: -
MOTIVATION ~» MARKETING ~> GATEWAY /4 ' g 40§E%E‘I,QEE':’UE

AUTOMATED I . |
Yy y b e Ly PRE-LINEUP
ENGINE —
y. _
By fusing scarcity psychology, strict tier math, and automated platform technology, organizers |
neutralize weather risks and lineup dependencies. The result is total operational control. o




