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    >  In Puerto Rico, Ticketpop is a Box Office Smash

 

 

By  Rick  Redding

The  Ticketpop  outdoor  kiosk,  displayed  by  Pro- Tech  at
KioskCom.com  2005  in  Las  Vegas ,  was  by  itself  an
impressive  kiosk  application.  A visually - attractive  enclosure,
eye - popping  graphics  and  a well - documented  business  plan
provided  assurance  that  the  kiosk  would  get  positive
feedback  at  the  show.
 
What  may  have  put  it  over  the  top  in  the  eyes  of  judges  for
the  Fourth  Annual  KioskCom.com  Interactive  Excellence
Awards  was  something  else,  however.  Since  the  kiosk  was
entered  in  three  categories,  three  different  sets  of  judges
came  to  the  Pro- Tech  booth  in  the  center of  the  show  floor
to  see  the  Ticketpop  kiosk,  a  complete  ticketing  solution  for  events  throughout Puerto  Rico .
 
For  each  set  of  judges,  a  group  of  five  Ticketpop  staff  members,  led  by  executive  vice  president
Manny  Moroles,  enthusiastically  participated  in  the  kiosk  demonstration.  These  smiling  ambassadors
not  only  put  the  kiosk  through  its  paces  flawlessly,  they  conveyed  a sincere  belief  in  their  product
and  backed  it  up  with  answers  to  every  question.
 
The  Ticketpop  kiosk  won  first - place  awards  in  all  three  categories  it  entered:  Best  Kiosk  Deployment
in  a  Retail  Environment  –  Small  Deployment;  Best  Kiosk  Deployment  for  Travel,  Hospitality  and
Entertainment;  and  Best  New  Kiosk  Deployment  –  Small  Deployment.   
 
In  Puerto  Rico ,  the  Ticketpop  name  is  now  as well - known  as Ticketmaster  is  in  America .  The  island
is  about  the  size of  Connecticut  and  has  3.8  million  residents,  with  about  one  million  in  the
Metropolitan  area  near  San  Juan .
 
And  Ticketpop,  owned  by  a financial  services  company,  has  been  a pioneer  in  the  development  of
kiosks  for  ticket  distribution  since  2002,  when  it  first  tested  some  wall - mounted  units.  These  were
located  in  lobbies  at  Caribbean  Cinemas,  a  100 - screen  movie  chain.
 
Later  in  2002,  the  company  said  its  kiosk  initiative  was  instrumental  in  obtaining  exclusive  ticketing
service  rights  to  the  Coliseo  de  Puerto  Rico,  an  18,000 - seat  arena  that  was  to  open  in  September
2004.
 
Ticketpop  worked  with  Diebold  to  design  and  install  30  full - service  kiosks  in  2004,  primarily  in
branches  of  Banco  Popular,  banks  owned  by  the  same  financial  services  firm  that  owns  Ticketpop.
 
In  2005,  Ticketpop  unveiled  its  first  outdoor  kiosk  at  the  new  Coliseo  de  Puerto  Rico.  The  Pro- Tech
kiosk  was  placed  near  the  facility’s  box  office,  and  since  the  show  Pro- Tech  has  delivered  an
additional  10  more  near  other  box  offices,  university  campuses  and  high - traffic  locations,  according
to  Pro- Tech  president  Peter  Kaszycki.
 
Another  potential  outlet  is  in  the  pilot  stage  in  Puerto  Rico ,  Kaszycki  said.
 
“There  are  185  Subway  (sandwich  shops)  in  Puerto  Rico ,  and  we’re  working  on  a cross - marketing
program  with  Ticketpop  and  Subway,”  he  said.
 
A kiosk  installed  in  the  Subway  would  display  software  for  ticketing  in  the  morning.  At  11  a.m. ,  the
software  on  the  kiosk  would  be  switched  to  an  ordering  device  for  lunch.  Then,  at  2, the  customer
could  choose  the  Ticketpop  screen  or  the  Subway  screen,  Kaszycki  explained.
 
Ticketpop’s  literature  makes  the  business  case  for  kiosks  clearly.  It  distributes  tickets  online,  through
call  centers,  retail  stores  and  box  offices.  Of  those  outlets,  only  online  and  kiosk  sales  do  not  require
human  assistance  or  commission  sharing.  The  kiosks  also  require  card - based  payments,  enabling
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another  company  strategic  objective.
 
In  the  Ticketpop  brochure,  prepared  for  the  KioskCom.com  show,  Ticketpop’s  marketing  initiatives  is
fully  detailed,  incorporating  kiosk  signage,  print  advertisements,  radio  and  television  spots  and  ATM
promotional  screens.
 
The  company  hired  an  independent  research  firm  to  see  how  it  was  going  with  the  public.  It  found
that  72  percent  of  clients  were  very  satisfied  with  the  purchasing  experience  with  Ticketpop.  The
company  scored  well  with  the  public  for  speed,  ease  of  use and  loyalty.
 
While  the  focus  at  KioskCom.com  was  on  Pro- Tech’s  outdoor  kiosk,  Ticketpop’s  existing  kiosk
distribution  network  includes  30  kiosks  at  bank  branches  and  18  ticket  dispensing  units  at  movie
theaters.
 
The  Ticketpop  team  closely  studies  the  results  of  its  efforts  and  monitors  the  ROI  of  its  kiosks.  The
impact  of  the  kiosks  has  been  seen  in  better  relationships  with  venues  and  event  promoters,
reduction  in  the  need  for  call  centers  and  box  office  staff,  according  to  the  company’s  report.
 
More  measurable  is  the  sales  results  for  2004.  Kiosk  tickets  sales  tripled  from  2003,  while  sales  at
retail  outlets  have  spiraled  steadily  downward.  The  percentage  of  card  transactions  has  jumped  from
50  to  65  percent.  The  company  said  that  its  break - even point  for  tickets  sales  is  150,  and  that  75
percent  of  its  bank  kiosks  already  exceed  that  threshold.
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