DE-RISKING THE FESTIVAL

SELLING OUT BEFORE THE LINEUP DROPS
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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.
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BEHAVIORAL SEGMENTATION

REPLACES DEMOGRAPHIC TARGETING OPERATORS USE TICKETING AND MARKETING DATA T TRIGGER SPECIFIC
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MOTIVATION: ARTIST ROSTER.
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THE SOCIAL SCENE N MOTIVATION: GROUP INCLUSION. ~ BUY 4, GET 1 FREE.
SEEKER / TRIGGER: FOMO & GROUP DEALS. BRING THE CREW.
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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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|Deploying the scarcity
trigger)
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