x Here's Your Ticket: :
* . The Digital Path to Live Events

Advertising, online and offline, is how most
ticket buyers find out about live events
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%ﬁ BUYING TICKETS

Online is the most popular way to buy tickets
Of all ticket buyers:
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Most popular events
Sports @ . Concerts @
Baseball I 41% | Rock/Pop I 320
Football I 30% Country/Folk s 16%
Basketball L 7% @ Metal/Punk mEE 14%
Racing n 5% | AltRock ] 10%
Hockey u 5% : Rap/HipHop m 6%
Theater . Famil
& 2.2
Broadway L 36% : Circus L 36%
Off-Broadway N 20% | Ice shows I 20%
Dance | 10% @ Kid'sshows N 10%
Opera u 6% | Magic u 6%
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