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Introduction

We’ll be talking through

• How leaky is your bucket?
• Plugging holes

• Are you adding Value?
• It’s all about give and take

• Growing your “fans”• Growing your “fans”
• Free ways
• Non-free ways

• Insights from Seatwave
• Rapid growth insights

• Summary
• QA



Who are we?

Pure360

• Fastest Growing ESP in Europe

• Over 2000 happy users

• We pride ourselves on being

Seatwave

• Largest Ticket Marketplace in Europe 
*

• Largest independent ticket business in 
Europe *

• Over 1 million tickets on sale on the 
network• We pride ourselves on being

approachable
knowledgeable 
human .... 

network
• 10 European country sites
• Launched Feb 2007
• Over 11,500 fans online selling tickets 

now!

* Comscore Sept 2009



Why are we going to talk about buckets

Unsubscribe rates vary from 1-2% 

How many do you lose a year?
@2% a send – 1 a month?
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How do you value your list?

Number of subscribers
X

Engagement Factor
X

Conversion rate Conversion rate 
X

Order Value
=

List Value



How leaky is your bucket?

Cue crass image of bucket:

• Obvious indications
• Unsubscribes
• Spam Complaints

If people start to remove them selves from your list or start marking you as spam ABOVE your usual attrition rate then this is a strong indication that you have a leaky bucket



How leaky is your bucket?

• Less Obvious
• Lower open/click rate
• Poorer conversions

More difficult to track as it can be an incremental change over an extended period – always a good idea to compare similar campaigns from a year ago to today and see what has changed – because it will have changed!



Relevance is key to conversion rate

How does Seatwave keep an eye on conversions/response rates?

• Content in the market shapes the message
• Over 1 million tickets gives a lot of promotional options
• No promoter bias – demand led
• “When to coupon and when not to coupon”
• Monday – Weds – Friday sends – all differentiated• Monday – Weds – Friday sends – all differentiated
• Promote right offers to right buyers



How leaky is your bucket

• Obvious costs
• Wasted budget getting them 
• Less sales/leads

££

Every £ spent acquiring new subscribers is less effective. Whatever you are trying to achieve it will be harder with less engaged subscribers.




Have you got a leaky bucket?

• Less Obvious costs
• Impact on brand
• Deliverability issues

49% consumers make a point 
of NOT buying certain 
brands or services.

81% of these attribute their 
reason to a bad personal 
experience with the brand 
or its representatives

Massive impact of making people unsubscribe on your brand.
Many ISP’s are now using “engagement” metrics as a factor in deciding where to deliver your message to.



How not to fix the bucket

This is how you DON’T fix a leaky bucket

• Make it hard to unsubscribe
• Massively counterproductive

• Fill it up faster
• Law of diminishing returns
• Poor use of budget • Poor use of budget 

Pet hates 



The Seatwave Approach

• Allowing to opt in for receive a few more – gives you more 
chances

• We follow the big players for our Opt outs – its competitive
• Give people what they want – they will stay



How to fix a leaky bucket 

ADD VALUE

• Consider why people signed up 
• Then ensure you are delivering it



Seatwave View – price watcher

• Our Price watcher 
service benefits 
buyers and sellers

• Ever changing market 
place allows price 
information stats

• Users can change • Users can change 
frequency at will



How to fix a leaky bucket 

Not sure – then ask!

• Ask
• The people who opt out
• The people who convert
• Reviews

People that take the time to unsubscribe are the ones that are usually quite happy to answer a question or 2. People that buy are again very happy to review your service – part of that can be what drove them to your site in the first place or what value they see in your emails



Seatwave View – Post gig emails

• Post gig email sent to buyers as 
they leave show

• Linked to review centre – we 
welcome the feedback

• Up selling ltd edition merchandise

• Show other gigs they may like



How to fix a leaky bucket 

Give and Take

• What have you “given” recently
• Content they can only get from you 
• Industry insights 
• Offers before they are on the site



How to fix a leaky bucket

Start as you mean to go on

• Welcome them
• Shows you care
• Lets them know what to expect
• Opportunity to convert straight away 

60% of companies don’t send welcome emails
30% haven’t contacted after a month!




OK now what?

You’ve plugged the gaps, now grow your base for free

• Leverage what you have 
• Your subscribers already know all the 

prospects you need



OK now what?

• Integrate
• With your social media
• With the phone activity
• With your literature



OK now what?

Shoot for the conversion – hit the sign up?

• Make your signup forms prominent
• It’s a great back up plan

40% of visitors will complete a signup form if they perceive a benefit in doing so



OK now what?

A captured email address is marketing spend “banked”

• Two stages are better than one
• Little by little

40% of visitors will complete a signup form if they perceive a benefit in doing so



A few points on what NOT to do 

• Things to avoid
• Email Harvesting 
• List append services
• Buying “generic” data

• If you are collecting a lot of data
• Consider going double opt in
• Track  - everything • Track  - everything 



Rapid Growth

You have the budget and you want people - FAST

• Lead Generators
• Quick 
• Depending on order value can be great value
• Experts in their field

• Questions to ask• Questions to ask
• Dedicated or shared campaign
• Can you offer a prize to offset the cost?
• Get references

• You must:
• Instigate a welcome program
• Identify them within your base



Rapid Growth

Dedicated Campaigns

• Using your existing channels
• Change focus
• Custom landing pages



Seat wave base growth

From 0 in Q1 2007 – base touching 7 figures

Seasonal growth spurts

New territories spike the base



Conclusion

We’ve talked through

• How to plug a leaky bucket?
• Plugging holes

• How to add value?
• It’s all about give and take

• How to get more subscribers”• How to get more subscribers”
• Free ways
• Non-free ways

• Insights from Seatwave
• Questions?


