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. INTRODUCTION



In this new report, Ctrl+Reach brings its expertise to deliver a detailed
analysis of the dynamics and key levers of ticket sales. We derive concrete
recommendations and practices from this analysis to sustainably boost the
performance of your marketing actions.

We will explore several key questions:
« What are the purchasing behaviors based on event types?

« Which communication channels should be prioritized to increase your
sales?

« How can you implement effective tracking of potential and confirmed
purchases?

« How can you calculate your return on investment (ROAS) and ensure
the profitability of your campaigns?

This report is based on the analysis of hundreds of campaigns conducted
by Ctrl+Reach, from which we have extracted actionable best practices.
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[Il. ANALYZING SALES
TRENDS



Each type of event has its own identity and, consequently, its own sales
dynamics. Purchasing behaviors are shaped by the nature of the offer, the
target audience, and the urgency of the purchase. Clearly understanding
these specificities is key to implementing an effective and optimized
marketing strategy. To illustrate these variations, we will analyze the
dynamics of three types of events within the music sector: club nights,
concerts, and festivals.

A. Club Nights

The nature of club nights is to bring together highly varied buyer profiles:
fans of the lineup, groups of friends, last-minute indecisive individuals, or
spontaneous visitors. This diversity is even more pronounced because local
competition heavily influences the dynamic (number of competing nights,
city size, etc.).

Right from the announcement, depending on the lineup and the organizer's
notoriety, a first wave of purchases may be more or less pronounced. If the
hype is strong, the event may even sell out before it takes place, thus
canceling the need for digital marketing.

In @ more classic scenario, we often observe a similar curve:
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15 to 20% of sales at the announcement, followed by a 30-day quiet period (lull), a
revival/relaunch at D-10 (25% of sales), and a significant increase during the week
of the event. The majority of sales occur in the last 48 hours.



B. Concerts

For a concert, there are three key factors: the artist's fanbase, the event's
location, and the venue's size. The initial adoption is often strong (30 to
50% of the capacity filled by the artist's fans), followed by a quieter phase.
This phase can, however, experience several spikes, depending on the
marketing actions implemented.

Finally, the final capacity filling generally occurs a few days before the
event, when the audience organizes their weekend, spurred by more
pressing communication aiming to encourage the purchase.

When an artist shares the ticketing link organically (stories, newsletter,
etc.), conversion spikes are systematically observed. It is therefore
essential that they maintain active communication throughout their tour or
before the concert to maximize these effects.

In summary, filling a concert venue is the result of a good alignment
between the location and the venue's capacity relative to the fanbase,
combined with active, long-term promotion.
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40% of sales at the announcement, followed by a 20-day lull (15% of sales).
A revival/relaunch at D-20 (20% of sales),
and increased communication at D-10 (25% of sales).
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C.Festivals

The particularity of festivals lies in a much more volatile and dynamic sales
curve than other types of events. It is therefore crucial to occupy the media
space with strategies adapted to the key moments of the pre-event period.

The adoption curve generally follows the following pattern: an initial spike
appears upon the announcement, followed by increases during major
communications (opening of pricing, artist lineup announcement 1, 2, 3...).

Beyond the on-sale date, the challenge is to maintain or relaunch the
interest of potential buyers over the medium/long term (4 to 6 months) by
deploying specific methods to stimulate engagement and purchases.
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20% of sales at the festival announcement, and another 20% of sales
at the lineup announcement. Regular re-engagement through newsletters.
Increased communication at D-50, D-30, D-15, etc.

D. Strategic Conclusion: Amplifying Peak Moments

The analysis of the specific dynamics of these different formats highlights a
fundamental point applicable to any sector: the importance of identifying
key adoption moments. These periods correspond to natural conversion
peaks (project announcement, ticket office opening, new pricing tier).

Digital marketing is most effective when used to amplify these peak
moments rather than simply compensating for a dip in sales.

To maximize your results, it is imperative to shift from a "catch-up" logic
to an "acceleration" logic by capitalizing on your event's natural
momentum.
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Not All Communication Channels Are Equal

All communication channels play a key role in converting prospects into
buyers, but not all have the same impact in terms of sales rates. Beyond
acquisition, it is essential to invest in audience reactivation and retention, as
retaining an already engaged audience is far more profitable than starting
from scratch.

Among the most effective channels for sales conversion are the direct
communication channels: emailing and SMS. Indeed, these media allow for
the direct targeting of the most engaged individuals who have previously
shown interest by providing their contact information. These "superfans"
are not only receptive but also more inclined to purchase again, which
reinforces the importance of a continuous loyalty strategy.

Emailing stands out for its effectiveness, with an average sales conversion
rate of approximately 1% to 5%. However, for highly targeted strategies
such as presales, abandoned cart reminders, or urgent offers, this rate can
increase significantly, sometimes reaching 10% to 15% (or more).
Concretely, this means that for every 100 emails sent, an average of 1to 5
sales are made, but significantly more in these specific scenarios. SMS
marketing, for its part, also presents a high conversion rate, which can
reach 2% to 5% on average, and can also climb significantly in the case of
very urgent offers or relevant reminders.

In comparison, the average sales conversion rate for a campaign on social
networks (Facebook Ads, Instagram Ads) is typically between 0.5% and

2.5%.
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Emailing and SMS, therefore, allow for significantly higher conversion
performance, illustrating the power of direct communication channels to
mobilize and convert an already engaged audience.

However, social media platforms (such as Instagram or TikTok) remain a key
lever for engaging and nurturing a community. Stories and posts published
directly on an account generate strong engagement thanks to their
authenticity and proximity to the audience. An audience engaged on these
platforms will subsequently be easier to convert via direct communication
channels, acting as a formidable reservoir for building this "warm" audience.

Finally, video channels, such as TikTok and YouTube, play a major role at
the beginning of a campaign to increase awareness and generate interest.
They help capture the audience's attention and generate interactions but
are less suitable for direct conversion. By integrating them into a global
strategy, however, they can feed a continuous engagement cycle, where
each interaction strengthens the relationship with the audience and
facilitates future conversions.

Multi-Touch and Sales Increase

To maximize the chances of conversion, it is essential to adopt a multi-
channel strategy. By multiplying the contact points with a single individual,
the probability of them purchasing a ticket is reinforced. For example, a
prospect might discover a video of previous events on YouTube or TikTok,
receive a newsletter announcing the next event, and then see publications
and stories shared by the organizer or the artist.

This strategy, which relies on repetition and diversity of formats, is a
powerful lever for maintaining interest and prompting action. Multi-channel
is not just a strategy, but an imperative in an information-saturated
environment. Studies by marketing specialists Sojern and Omnisend have
shown that campaigns combining multiple channels saw their conversions
at least double compared to those using only a single channel.
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A potential attendee might therefore see an advertisement on Instagram
(Channel 1), search for the event on Google (Channel 2), visit your website
(Channel 3), and register via a reminder email (Channel 4). Without this
synergy, the conversion is lost.
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V. TRACKING RESULTS
AND ACTIONS



Now that we have reviewed the communication channels and the multi-
channel strategy, let's focus on the element that allows results to be
multiplied: measurement and tracking.

To successfully manage campaigns, data analysis is imperative. Precisely
understanding and quantifying the return on investment of every euro spent
is essential to optimize targeting, evaluate content quality, and refine the
overall budget allocation. We will now detail the crucial process of data
retrieval (pixels, APIs, etc.), which is the foundation for relevant analysis
and confident decision-making.

1. The Tracking Tools: The Pixel

The Tracking Pixel is the first building block of your data infrastructure. It is
an invisible piece of code installed on your ticketing platforms.

Its Strategic Role:

« Action Measurement: Recording key visitor actions (page viewing,
event viewing, payment initiation)

o Funnel Identification: Tracking cart additions and abandonments to
detect friction points in the purchasing journey

« Targeting Optimization: Feeding advertising platforms (like Meta) with
valuable behavioral data

Performance Example: Imagine a fan who visits your concert page, adds a
ticket to their cart, and then forgets it. Thanks to the Pixel data, you can
display a targeted advertisement on Instagram or Facebook with a precise
and inciting message, such as: "Last tickets available!".

This is how the Pixel allows you to precisely measure the effectiveness of
your campaigns, from the initial click to the final purchase, passing through
all intermediate steps (cart addition, abandonment, etc.).
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Installation Process: We identify two installation methods, depending on
your ticketing technology:

Simplified Method (Unique ID): This method, adopted by the majority of
ticketing platforms, is the simplest and fastest to implement. It consists of
retrieving your Pixel's ID from your advertising manager (generally in Meta
Ads Manager > Business Settings > Data Sources > Datasets & Pixels).

This is notably the case on most modern ticketing platforms, where you
simply copy this ID and paste it directly into the dedicated field (for more
information, you can contact your account manager). To use it with
Ctrl+Reach, the process is just as simple: you just need to share it with us,
and your account manager will instantly link it to your account to activate
full tracking.

Manual Method (Code Insertion): Often necessary for proprietary or older
platforms. In this case, you copy the full Pixel code and send it to your
developer for manual integration. It will also be necessary to configure the
events (purchase, page views, add-to-cart). Once installed, sharing it with
our organization allows Ctrl+Reach to associate it with your account.

2. The Tracking Tools: The Conversion API

If the Pixel acts as an observer on your website, the Conversion API
(Application Programming Interface) is the direct and reliable
communication channel between your server and the advertising platform
(Meta). It is essential to bypass the growing limitations of browser-based
tracking (ad blockers, cookie refusals, connection issues).

Key Feature: Data Robustness

o Real-Time Transmission: The API ensures that the ticket purchase
information is instantly transmitted to the platform, even if the Pixel
could not fire (e.g., browser blocking tracking)

o Tracking Complex Conversions: It allows for precise tracing of
transactions involving multiple steps, offline payments, or external
systems (PayPal, Stripe, mobile apps)

o Cart Value Assessment: The AP| sends back the exact cart value, thus
providing the most reliable data for calculating the value generated in
Euros by your advertising actions.
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Within the framework of the Conversion API, data transmission is designed
to comply with privacy standards. The website sends transaction
information to Meta's servers, which associate them with user profiles using
anonymized and hashed identifiers, without violating the GDPR.

This data fidelity allows Ctrl+Reach not only to display accurate
performance figures but also to build ultra-precise audiences for
retargeting, such as:

« "All those who bought a ticket for an event in London."
« "Those who abandoned their cart on the payment page."

The Conversion API requires a technical configuration to ensure that key
transactional events (purchase, add-to-cart) are correctly sent. This
configuration is often integrated and proposed during the initial Pixel
installation, allowing for easy verification via the Meta Events Manager.

The joint use of the Pixel and the Conversion APl is the standard
methodology for high-performing marketing. This combination ensures that
all data from your ticketing site is transmitted to the platform and,
consequently, to Ctrl+Reach. You benefit from a more complete and reliable
data collection, essential for knowing the real impact of your ads on your
sales and revenue.

Metric Performance Improvement (Average)

Cost Per Result (CPA) - 13% (reduction in acquisition cost)

"Purchase" Conversions + 20% (more attributed purchases on average)

Attributed Events + 19% (better overall visibility of tracking events)

+ 44% (average conversion rate of a lead into a

Lead Quality qualified lead)

Average Performance Gains Observed When
Moving from a "Pixel Only" Setup to a "Pixel + Conversion API" Setup
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Regardless of the technical condition encountered (slow website, use of ad
blockers by visitors), this combination ensures the continuity of data
collection and transmission, thus offering your campaigns a solid foundation
for optimization.

The Tracking Tools - The Proprietary Integration

We are currently working on an even more personalized and reliable
integration, aiming to return first-party data to the user and integrate new
organic and complete data directly into their dashboard.

Examples of Potential Features:

o Automatic retrieval of buyer emails

« Automatic creation and feeding of retargeting audiences (buyers, cart
abandoners, page visits, etc.)

o Combined reports (organic and paid)

o Share of paid results in overall ticketing

« Calculation of advertising impact on venue filling and sales, according to
specific periods

o Suggestions for targeted re-engagement campaigns on already
engaged audiences

Data from the Pixel- Tracking activities on the
user's browser

e Page Views

e Number of Purchases

e Add to Cart

e Behaviors...

This does not work for leads who have refused
cookies and/or are using ad blockers, etc.

Data from the Conversion API - Tracking activities
on a web server

e All Pixel Data

e Purchase Value

e Revenue

This data complements the Pixel to consolidate
collection points and get as close as possible to the
real results.

Event CTRL+REACH

Pass 2) (PASS - Late)
€99

o PassVendredi (Late)

_D_ €59

_ﬁ_ Pass Samedi (Late) 5
e Data from the Proprietary Integration

e Emails

e All purchases linked to ads

This data serves to validate the exact sales figures,
thereby finalizing a complete attribution, and also
to collect first-party data from the sales site: buyer

emails, etc.

CHECKOUT - £99
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Which Metrics Should Be Observed?

To precisely evaluate the performance of advertising campaigns, it is
necessary to rely on a set of metrics. The main ones are detailed below:

Advertising Metrics

These data allow you to evaluate the effectiveness of your campaigns and
how your audience interacts with your ads. These metrics help optimize
your creatives, your targeting, and maximize the impact of your advertising
budgets.

0Qo ‘«;)j Y
A ¥
Reach: The number of unique Impressions: The total Clicks: The number of
people exposed to your ad number of times your ad is clicks on your ads or links
displayed
O
QQ O
Engagement Rate: The percentage Engagement : User interactions with
of people who interacted with your your content (likes, comments,
content shares, etc.)

Sales Metrics

These are the main data points to observe for measuring the effectiveness
of conversion into sales and therefore the impact of your advertisements on
audience transformation. They help you identify the friction points where
customers drop off and optimize the user experience to boost conversions.

W, = ©

Purchases: The total Add to Cart: The number of Checkouts Initiated: The
number of finalized times a ticket was added to number of times the payment
transactions the cart process was launched (even if
not finalized)
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Cost Metrics

These are the main data points to observe to understand the effectiveness of
your advertising performance and, consequently, your audiences. They help you
allocate your budget toward the best-performing campaigns and reduce
unnecessary spending.

@@ b@ 2 i&@

Cost Per Purchase: The Cost Per Intent (Add to Cart + Cost Per Click (CPC): The
average cost for each sale Checkout Initiated): The cost average cost for each click on
realized for each "purchase intention" your advertisements
milestone

Revenue Metrics

These figures reflect the financial health of your marketing actions and determine
whether or not you are reaching a break-even point on your ads. They allow you
to justify your marketing expenses and adjust your strategies to maximize
profitability.

O @é =B

a -]
Average Cart Value: The average Revenue: The total turnover ROAS (Return On Ad Spend):
amount spent per transaction generated by sales The percentage of revenue

generated for every Euro spent

on advertising
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What is ROAS?

ROAS (Return On Ad Spend) is arguably the most crucial metric for
evaluating the profitability of your marketing efforts. It doesn't just measure
the effectiveness of an ad, but its capacity to generate revenue.

What is ROAS in Concrete Terms?

ROAS is a simple ratio: it indicates how many Euros of revenue are
generated for every Euro invested in an advertising campaign.

o If your ROAS is 3: this means that for €1 spent on advertising, you
generated €3 in revenue.

« If your ROAS is less than 1 (for example, 0.5), this means you are losing
money on that campaign.

In short, ROAS is the indispensable tool for justifying marketing expenses
and knowing which campaigns are actually profitable.

How to Calculate Your ROAS?

Total Campaign
Revenue

ROAS =

Total Campaign
Cost
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Within the framework of digital marketing campaigns aimed at ticket sales,
the precise calculation of the total revenue generated is fundamental for
evaluating the true profitability (ROAS) of your actions. Determining this
campaign revenue reliably and exhaustively often represents a real
challenge for marketing teams.

Advertising platforms (Meta, Google, etc.) systematically provide a cost per
conversion (CPA). However, while they confirm that a transaction has
occurred, they do not always guarantee the transmission of the detailed
information related to that transaction (monetary value and quantity).

The main challenge lies in the fact that, depending on your technical
configuration and that of your ticketing site, it is not always easy to
determine:

= =

The type of ticket sold: Early Bird? The number of tickets per
Standard ticket? Premium, etc. transaction: Does a "purchase"
Without this information, the correspond to a single ticket or a
monetary value of the purchase cart of four? The revenue generated
remains unknown differs considerably

These details (value and quantity) are crucial for moving from a simple
"cost per conversion" to the real revenue. Access to this data depends
directly on the type of tracking solution you have implemented:

« Pixel Only: The transmission of the cart value is often limited, or even
absent.

o Conversion API: The server directly sends the cart value but may
require specific configuration on the ticketing side.

o Proprietary Integration: The most reliable solution, as it allows for the
direct cross-referencing of exact sales data from the ticketing system
with advertising attribution data.

Let's see how to approach these different scenarios to reliably determine
revenue.
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To concretely illustrate the challenges and solutions related to revenue
evaluation, we will rely on a fictional event and campaign scenario.

In this exercise, our campaign generated 244 transactions (sales). However,
the ticketing system offered three types of tickets, with variable prices:

« 200 Early Bird tickets (at €50 each)
» 650 Standard tickets (at €60 each)
e 150 Premium tickets (at €80 each)

We will now address two methods for calculating ROAS:
1.The Quick Method: This allows for easily determining the advertising
break-even point and quickly evaluating its effectiveness.
2.The Complete Method: This offers a more advanced approach to
obtaining an ROAS as close as possible to the financial reality of the
campaign.
1. The Quick Method: Calculating ROAS without API Tracking
This method allows for the calculation of an approximate ROAS when you
only have the raw conversion data provided by the Pixel (without cart value
or ticket quantity). It is essential for a first approach to profitability.
Scenario Example (Pixel Data):
« Total Advertising Spend: €3,500

» Sales (Transactions) Recorded: 244

o Cost Per Sale (CPA): €3,500 / 244 sales = €14.34

Step A: Determine the Representative Average Price

Since the Pixel does not give you the cart detail, you must estimate the
average value of a transaction. This estimation is done by determining a
representative price for your tickets.
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Three calculation options are possible:
o Average Price: €63 (Simple average of all tariffs)
o Median Price: €60 (Central value of the prices offered)

« Weighted Average Price: €61 (The most accurate, as it incorporates
the sales volumes of each ticket type)

Step B: Estimate Global Revenue

To obtain the revenue from the 244 transactions, you must take into
account the number of tickets sold per cart:

o Average Ticket Price Used: €61
o Average Number of Tickets per Cart: 1.3 (This data must be checked
directly on your ticketing service, as it is much more reliable than a

standard estimate)

Estimated Revenue Calculation:

Number of Sales x Average Ticket Price x Average

Estimated Revenue = Number of Tickets per Cart

Estimated Revenue = 244 x 61 € x 1.3 = 19,349.20 €

(This estimation helps compensate for the lack of precise data on the total
cart value reported by the Pixel alone.)

Step C: Calculate Approximate ROAS

19,349.20€
ROAS = = 5.53€
3,500€

Conclusion: Your estimated ROAS is 5.53. This means that for every Euro
spent on advertising, you earn back approximately €5.53 in revenue.
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2. The Complete Method: Calculating ROAS with API Tracking

Thanks to the API tracking, you obtain new, much more faithful data this
time around, and these will very often be superior to those you could
estimate.

Here is the new data for a spend of €3,500:

Sales: 244

Cost Per Sale (CPA): €14.3 per ticket sold
Revenue: €21,886.8

Average Cart Value: €89.7

To calculate the ROAS, you will therefore divide your real revenue by your
expenses:

21,886.80€
ROAS = = 6.25€
3,500€

Therefore, for every Euro spent, you earn back €6.25.

The ROAS of your campaigns is calculated automatically by Ctrl+Reach by
cross-referencing advertising spend with the real revenue reported by
ticketing services. These performances are currently made available via
your Account Manager. Note that this data will be directly integrated and
viewable in the Ctrl+Reach application starting in early 2026, thus offering
immediate and autonomous visibility into the profitability of your actions.

Key Results

53

Performance ROAS

Return on Investment

€5571.04

Display of ROAS and generated revenue
in the Ctrl+Reach application.
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This report demonstrates that the maximization of ticket sales relies on a
precise balance between the art of engagement and the science of data
automation. In conclusion, campaign effectiveness now relies on four
inseparable pillars:

1. Mastering Life Cycles

Analyzing sales dynamics is the essential starting point. Whether it’'s the
late surge of Club events (majority of sales in the final 48h), the initial
adoption peak for Concerts driven by the fanbase, or the long-term
volatility essential to Festivals, identifying these key moments allows you to
move from a "catch-up" logic to an "acceleration" logic.

2. The Power of Multi-Touch

A multi-channel approach is no longer an option but a necessity to double
your conversions. By multiplying intelligent touchpoints (Email, SMS, Social
Ads, Retargeting), you create a consistent ecosystem that supports the
customer from discovery to final purchase, ensuring that no signal of
interest is wasted.

3. Tracking Rigor

To transform these efforts into measurable results, tracking is fundamental.
By coupling Pixel efficiency with Conversion API reliability, you ensure
complete data collection (+19% global visibility on attributed events) while
respecting user privacy.

4. Result-Oriented Culture (ROAS)

Finally, ROAS becomes your strategic compass. It allows you to validate the
profitability of every euro spent and justify future marketing budgets with
confidence.

The success of a campaign is no longer decided at the time of its launch,
but in the quality of its preparation. By analyzing your curves in advance
and structuring a reliable data collection process, you transform event
marketing: It is no longer just about "broadcasting" a message, but about
orchestrating an intelligent and multi-channel response to your
audience's behavior.
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