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The Baseline & Prnjectlun

$1.47 Trillion in 2025 scaling to

\ e —~ “mm\ +1 2 8.6% S . $3.37 Trillion projected value |

—- e - S by 2030.
- _ otal Transaction »
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- Event management software
- expanding at a 12.2%

CAGR—from $11.52B (2025)
to $36.42B (2035).

-

The Infrastructure

- Cloud-based segments will
dominate 70% of the market
share, fueled by automation
and scalable architecture.
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Mobile Mandate

Overw emlngcn sumel
46% prefe nc?fori urchasing tickets
e @J ﬂbl evices.

A 50% decline in last-minute ticket | ' “Prefer entirely
buying. Yet, 85% of tickets are stil e F46%

sold within the final week. onsite payments.

cashless, contactless

Attendee Profile Dashboard Ee/{ avioral Shlft )

he Aging Buyer /

Late Tickets
(2025) -
Peak Age 33

Regular Tickets
(2024) -

e Avg Age 29-31

Early Birds |

(2023) -

Avg Age 27

Affordability concerns are
driving a steady rise in the

average ticket buyer age. ‘ i
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The Al Integration Funnel
How organizers deploy Artificial Intelliger_}ce acr ss@ecycie.

—

e o

.-

T-, i

Pre-Event Mid-Event Post-Event
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Al

% : 5 /

S 45% - Deploy generative Al for 50% - Deploy Al-powered ] 42% - Use Al for post-event |
- ; . . . - !
s creative concepting and theme ~ matchmaking to connect attendees -~ evaluation.

< generation. and sponsors dynamically. % |
pil 2 | | 40% - Advanced tracking of
42% - Utilize Al for automated 35% - Rely on Al for real-time attendee engagement and ROI.
/' content creation. _ d | on-site usage and logistics. - ‘ | 3 '
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Deconstructing a $20 ticket on legacy platforms (Based on

A — 3 $1.79 (The Fixed Tax) -
~ - Flat service fe\e.\
piry F
$0.74 (The Variable Cut)-
-~ . - S 3.7% service fee. B
~ - 9£ZU.UU0 | Y-

__ | $0.58 (The Processing Toll)
< 3 . - 2.9% payment processing:"

i

Eventbrite Flex PTéfﬁ_j-..

The Fixed Fee
Punishment

The unyielding $1.79 flat
fee disproportionately
punishes low-cost tickets,
driving the effective
platform fee to a
staggering 15.55%.

Organizers view ticketing
as a utility, but are paying
a luxury tax.
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The Anatomy of a Ticketing Ag eerﬁen_t '

Mapping the hidden flow of capital ___and u.__fhy high*fees persist.

Rebates

~ 40% to 60% of tlr:.ketlng fees are
~ quietly routed back to.the venue.

R
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i s
40% to 60% of ticketing fees are :?}W

quietly routed back to the venue S

W= - | H?\ t!li
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. ....H._..__."..._ § Key/Mo,ney /
Ticketing - e Annual, upfront license fees paid by THErrereT
Platform S platforms to secure exclusive selling rights. The Venue -

o p Fat.':llltjf maintenance, technology, or land
5 |E3’IES secreﬂy baked into the checkout price.



The Profitability Flywheel

The ideal financial architecture for a platform owner.

G& 0/ High initial friction. Seller CAC

- sits at $300, Buyer CAC is $15.
) Requires a 40% repeat buyer

L.\ rate by 2030 to validate spend.

Securing $7,500/month -
recurring revenue from
Concert Promotersto _
cover the $491,250 Year 1
Year 1 salary burden. |

arét: Breakve
4 by Month 18

Ao

——— -

Maintains a staggering 950% gross
_ margin. Tightly controlled variable

.
e\ 7
Ma" gin ( The Eﬂg‘“
- e ,_ ..~ costs: 30% payment processing,
" ~" "~ 20% server hosting. High AOV

_ ? _;’// -~ ($8,000 for culture seekers) scales
! the 70% commission.




The Structural Divide:
Marketplace vs. White Label
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Marketplace

Brand Ownership
Platform-first. You rent shelf space.

Brand Ownershlp
" Event-first. Full brand continuity.

Audience Data Control

Restricted access.

Platform retains the customer relationship.

Traffic Source
Ambient discovery, but high distraction
from competing events.

Fee Structure
High, compounding fees built to serve
the platform.

—

— your own ad spend.

~ Low, flexible pricing. Keeps revenue

—E—s.. : — —
'~ Audience Data Control

Complete data ownership. Segmentation
by hlstc}ry, (:|ty, and tier.

77-
Trafﬁc Source
Dlrected traffic. Captures the full ROl of

o’

= ~ Fee Structure

within your ecosystem.




The 2026 Platform Showdown

Direct fee structures across top operational models.

Platform

$0.25 - S0.60 (Flat, no
commission)

Per-Ticket Fee Structure

¥ Free trial: First 10 tickets. Lowest predictale

cost.

Tcke Talor | $0.22.+ VAT 0§00 +vaT | 1ol FSLS ket Piduiront v
SimpleTix S0.79 + 2% L No cc::tracts. Cheap alternative for mid-tier.

T@fép}ce . SU.QQ + 2.9‘?:+-$0.§0 Includes crédit card, PO, and cheque options.
E;».;entbrite _ S0.61 + 6.95% Legacy markéfplace. Most expensive at scale.
Uniw..f;_r“se_m _______ $1T99 + 2.5.% ~4 Premium fee structure.
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Tactical Deployment: Margin Recapture

Actionable tactics to instantly claw back revenue on any platform.
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Bring-Your-Own-Gateway
(BYOG)

Connecting custom Stripe
or PayPal accounts to
bypass bundled processors
reduces per-ticket
processing costs by
roughly 14%.
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Smart Tiering &
Early Birds

Deploying lower-priced
early-bird tickets captures
upfront sales momentum,

heavily reducing last-minute
marketing spend and

Customer Acquisition

Cost (CAC).

(O

Transparent Fee
Pass-Through

Utilize platform toggles to
pass fees to buyers. Radical
transparency at checkout
(e.g., explaining a venue or
charity levy) protects conversion
rates while absorbing zero

processing costs.
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The Reality of Formats: In-Person vs. Hybrid
Data definitively debunks the lingering hype around hybrid events.

The In-Person Dominance

« 59% of event professionals now
run strictly in-person events.

« 95.4% rate in-person as very or
moderately important.

The Hybrid Decline

« Companies hosted 25% fewer hybrid
events in 2024.

« 47% of organizers who ran hybrid in the
past will never run one again.

« 047% abandoned hybrid because remote
engagement is inherently too low.

» 48% believe it actively degrades the
experience for physical attendees.
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The Marketing-Ticketing Nexus >
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Data Ownership Margin Protection

Every ticket sold feeds a proprietary ™ p o Escaping the 15.5% tax allows
database. The cheapest ticket sale is _ operators to reinvest capital directly

always the one made to a buyer you into speakers, venue upgrades,
already know. = and targeted ad spend.

Custom checkout flows, dedicated
apps, and branded emails build venue
— and promoter identity, not marketplace equity. B

Ticketing is no longer just a transaction mechanism. When united with marketing tools in a white-label

ecosystem, it transforms from a massive operational cost center into a compounding growth asset.
—




The technology you rent defines
the margins you keep.

In 2026, the competitive advantage belongs to operators who reject

In 2026, the competitive advantage belongs to operators who reject the
marketplace tax, own their audience data, and treat every transaction as the
first step in a lasting relationship. The tools are here. The choice is yours.




