












PRINT-AT-HOME TICKETS



ADVANCE TICKETS



SCANNING PRE-SOLD TICKETS



OR SELL AT THE GATE





I’LL SEND THE SLIDES IF YOU LEAVE  
YOUR BUSINESS CARD!



OUR MOBILE OBSESSION























MARKETING OPPORTUNITY



More Than 

1/2
Of all 

consumer
s use 

mobileFIR
ST



71%71%
Of total digital 

minutes in the U.S. 
come from mobile 

devices



Average time 
browsing on a 
smartphone

per month

87 
hours

Average time browsing 
on a desktop34

hours

per month



“I-want-to-know, 
I-want-to-go, I-

want-to-do and I-
want-to-buy 
moments.”

MICRO-MOMENTS ARE SIGNIFICANT

Think with Google  calls these the: 



MICRO-MOMENTS ARE SIGNIFICANT

Micro-moments are the moments throughout 
the day, when a consumer instinctively 
reaches for their smartphone to find 
something. 

Source: www.biznessapps.com



MY MICRO-MOMENTS



WEBSITE



SEO: MOBILE-FIRST INDEXING
In late 2016, Google announced it would begin ranking 

search results based off of the mobile site, not the desktop 
site. 

Your website needs: 
• To show the same content regardless of desktop or mobile 
• To perform well, within normal mobile standards  
 



Source: www.biznessapps.com



SPEED MATTERS

Source: www.biznessapps.com



RESPONSIVE & MOBILE FIRST DESIGN



RESPONSIVE LOGO DESIGN



MOBILE-FRIENDLY ECOMMERCE

• Online sales are growing at almost 10% 
annually 

• Online retail will account for nearly 20% of 
total sales in 2025 
• More than 30% in 2030 

• And about 50% in 2035
Source: www.forbes.com



MOBILE-FRIENDLY ECOMMERCE

More consumers are entrusting their phones 
with access to their bank and credit card 
information

Source: www.biznessapps.com











MOBILE MARKETING PLAN



84%
Smartphone & tablet users

Turn to their devices while  
watching TV



29%
Searching for information

Related to what they are  
watching



HAVE A MOBILE PLAN
• Consider your other advertising efforts (TV, 

Radio, Outdoor, Print) 
• Anticipate your customer’s needs for more 

information 
• Provide relevant and useful content on your 

mobile site & social media



MOBILE + VIDEO = SUCCESS



Source: www.biznessapps.com



CREATING COMPELLING CONTENT

Aspirational! 



CREATING COMPELLING CONTENT

• Step 1: Set some goals! What are you trying 
to achieve? 
• 4 Types of video: 

AWARENESS  



Awareness Video
INFORMATIONAL 
• Dates 
• Time  
• Location 
• How to BUY tickets



Awareness Video
INFORMATIONAL 
• Dates 
• Time  
• Location 
• How to BUY tickets



CREATING COMPELLING CONTENT

• Step 1: Set some goals! What are you trying 
to achieve? 
• 4 Types of video: 

AWARENESS 
ENGAGEMENT  



Engagement Video
• Short & sweet 
• Ask your audience to  

participate with comments,  
likes & shares



CREATING COMPELLING CONTENT

• Step 1: Set some goals! What are you trying to 
achieve? 
• 4 Types of video: 

AWARENESS 
ENGAGEMENT 

PRODUCT 



Product Video
• Show your product off! 
• Top tourism attractions 
• Behind the scenes 
• Unique restaurant /  

experience highlights 



CREATING COMPELLING CONTENT

• Step 1: Set some goals! What are you trying to achieve? 
• 4 Types of video: 

AWARENESS 
ENGAGEMENT 

PRODUCT 
SUPPORT 



Support Video
• “How To” Tutorials 
• Walk your customers through  

a process 
• Ex. How to plan your day at  

the Festival!



85% of Facebook video is being watched 
with the sound off.

DID YOU KNOW?

39% of consumers are more likely to finish 
videos with subtitles.

Source: Animoto

43% of consumers decide to watch a video 
to the end in under 15 seconds.73% of consumers decide to watch a video 
to the end in under 30 seconds.



LIVESTREAM VIDEO



Source: www.biznessapps.com



WHAT WILL WE MISS IF DON’T WATCH?

Live streaming gives people the human connection they 
want with the brands they follow.  
• 81% of consumers on mobile devices watched more live 

video in 2016 than in the year before, according to 
LiveStream 

•   80% would rather watch live video than read a blog post 
•   82% prefer live video over social posts

Source: www.digitalsummit.com



CREATE A CONCEPT



WHAT’S YOUR STORY?
• Who is your target audience?  
• What is your key takeaway message?  
• Create an outline/storyboard to ensure you have a beginning, 

middle, & end. 
•  Keep it authentic! (no scripts!) 
• Keep their attention – marketing videos should be less than 1 

minute long. 
• Determine the production value 



BE AUTHENTIC
Don’t try to be a better version of yourself; 

try to be your most authentic self. 
• Stop worrying about how you look and sound so you can 

focus on content. 
• Train your eyes – when shooting on a smartphone, look 

about a half an inch behind the front of the phone.



AT YOUR DESTINATION
Use for: 
• Candid video streaming – LIVE! 
• Announce special events & promotions 
• Live Q&A Sessions with important figures/entertainers 
Remember: 
• Place ads on Facebook even for live content



GOOD QUESTION!



CO-HOSTS ARE OUR FRIENDS



YEAR-ROUND CONNECTION



GETTING THE WORD OUT
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https://fbookmedia.files.wordpress.com/2016/10/161027-scheduled-live-e28093-guide.pdf



MAKE IT A ROUTINE



MEASURING YOUR RESULTS









WHAT TO MEASURE
• Impressions: the number of opportunities someone has 

for watching the video. 
• Views: are the number of times someone watches a 

video. 
• Play rate: a measure of how engaging your video is 

(calculate by dividing views by impressions). 
• Engagement rate: a signal of when viewership drops off.



REUSE GOOD IDEAS



GEO-FENCING



MORE CUTTING EDGE TECHNOLOGY



AMBIENT COMPUTING / VOICE ACTIVATED



AUGMENTED / VIRTUAL REALITY



More Free Online Marketing Tips!
Website www.saffire.com  
Facebook  TeamSaffire
Twitter  @TeamSaffire  
Instagram TeamSaffire
Pinterest saffire
YouTube saffirestudio
The Amplifier www.saffire.com/podcast

Questions?



Jessica Bybee-Dziedzic
Director of Partnerships, Saffire

jessica@saffire.com


