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ABSTRACT 

The use of personal computers (PCs) has mushroomed in the United States during 

the last decade. The arts have followed this trend cautiously. The box offices of many 

theatres, large and small, still use hard, or paper, tickets for both single ticket events and 

for season or series subscriptions. 

This dissertation is the first in-depth study of current computerized box office 

systems and their use in specific theatres. The methodology of the project is a case study 

comparison of two large academic theatres, two small academic theatres, and two 

professional theatres and the systems they use. The theatres involved in the study are 

Brigham Young University, Imperial Theatre, Papermill Playhouse, Pennsylvania State 

University, Southwest Missouri State University, and University of Arizona. Emphasis is 

on the opportunities or problems that led the organizations to automation, and the 

selection criteria and process each theatre used to choose a system. A discussion of 

information collection, fixnding sources, training issues, and practical apphcations is 

included. Each theatre administrator/box office manager outlines the advantages of the 

system chosen and its ability to meet the needs of the theatre, and discusses their "wish 

list" for the perfect automated box office system. 

This study includes an overview of the computerized box office systems, 

highlighting their technical requirements and features. Samples of box office reports and 

tickets produced by the systems are presented. 
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CHAPTER I 

INTRODUCTION 

The use of personal computers in the United States has mushroomed in the past two 

decades. The arts, taking their cue from industry, have chosen to follow this trend in a 

slower, although no less creative, fashion. 

The Problem 

One of the leading applications of computers in American arts organizations today is 

that of the computerized box office system. Many theatres and other arts organizations, 

seeking ways to modernize their sales operations, have found themselves overwhelmed by 

the choices in technology. Their questions range from, "What do I look for in a system?" 

to "How can I push the envelope of technology to be on the cutting edge of this 

development?" 

Some arts organizations fear the rush of technology. "Synthetic intelligence, 

dehumanization, high tech design, biological engineering; high speed data processing: 

projections of what already exists are set in front of us like a highway down which we are 

careening at increasing speeds. We pretend to be victims of the process like the driver of a 

runaway vehicle. As a result of our unwillingness to be responsible we are in a perpetual 

state of fiiture shock. "̂  Although some theatre persons have reservations, technology has 

proven an asset to those theatres who have embraced the technology and have 

computerized their venues, What is the impact of computerized box office systems on 

American theatres today? 

1 James Bierman, "Automated Theatre: Theatrical Futures from the Recent Past," 
Journal of Popular Culture Fall. 1984:171. 



American arts organizations that endeavor to automate their box office fiinctions are 

faced v^th several challenges: they may employ arts managers who have a solid 

background in the arts or in a business-related area, but lack the technical expertise to 

select or install such a system; or they may feel uncomfortable due to their own lack of 

knowledge. The data experts with whom they deal while attempting to purchase a system 

can be technical wizards, but may have only a limited knowledge of the arts or the 

particular organization's needs and opportunities. The problems, then, range from 

selection and installation of an automated box office system to training, evaluating, and 

stabilizing the application used to manage the theatre's most important management 

information. The primary purpose of this study is to analyze six American theatres, 

comparing then' approaches to selection, training, utilization, and satisfaction with an 

automated box office system. 

The melding of American theatre and automated box office systems is still in its 

infancy. While gathering data in preparation for this project, the researcher became aware 

of a paucity of information regarding the selection of a computerized box office system, 

specifically comparing different types of theatres and the products they are using. Much of 

the available data is generated by vendors of computerized systems, but little information 

is available from the arts administrators or researchers point of view. Many American 

theatres have or will have computerized box office systems in their theatres, so a study of 

the needs and experiences of these managers is needed. 

A comprehensive study and evaluation of each available product and every theatre 

that uses it is beyond the scope of this project; however, this study will provide a 

preliminary examination of the desirable characteristics of an automated box office system 

and the opportunities encountered by the theatres using them, and will provide a beginning 

from which other research may be initiated. The information contained in this study will be 

usefiil to several groups. Primarily, arts administrators involved in the decision-making 



process regarding computerization may use this study as a starting point for data 

collection by examining the methods used by the administrators chronicled here. Arts 

organizations automating for the first time or a theatre considering upgrading or changing 

their system may wish to compare their product selection with some of the systems 

described in the study, and college and university academic theatre departments may use it 

as a model for additional research projects. Finally, developers and vendors of 

computerized box office systems will find it useful as a needs assessment tool so that they 

can anticipate and meet the data generation needs of the arts organization clients. 

Survey of Literature 

The wntQT has found no evidence of published work or projects relating to the issues 

addressed specifically in this study: 

• the selection criteria and process involved in the purchase of a computerized box office 

system; 

• description of and satisfaction with a chosen product; 

• a "wish list" of other desired, but not included, functions; 

• funding, training, and opportunities provided by the system. This lack of representative 

literature suggests that there is a gap of information in these areas. Based on that gap, 

an overview of literature pertaining to computerized box office systems follows. 

Arts Administration Academic Texts and Manuals/Handbooks 

Management and the Arts by William J. Byrnes examines the role of data in the 

structure of an organization. It provides an overview of the management information 

system, along with an excellent representation of the data network (see Figures 1.1 and 

1.2). Byrnes feels that the role of an automated box office system can be an integral part 

of an organization's Management Information System (MIS). An MIS is defined as "a 



mechanism designed to collect, combine, compare, analyze, and disseminate data in the 

form of information. "2 Data "...comes to us in the form of facts and figures, which we 

process to form a meaningful conclusion."^ which we use to form a "...regular pattern of 

information. "4 A sample MIS for a theatre, with an expanded view of the data network 

functions, appears in Figure \.V: 
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^William J. Byrnes, Management and the Arts, (Boston: Butterworth-Heinemann, 1993) 162. 

3Ibid. 

Îbid. 

^William J. Byrnes, Management and the Arts. (Boston: Butterworth-Heinemann, 
1993) 164-165. 
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The automated box office portion of the MIS may be invisible to many people inside 

and outside the organization. However, its effect on the theatre can predict the 

organization's success or be the harbinger of failure. Although Byrnes' text provides a 

good schematic of an MIS and its structure, it does not detail the preceding process of 

selecting the mechanism through which the information flows, which is provided in this 

study. 



Stephen Langley's Theatre Management and Production in America , widely used in 

undergraduate and graduate arts management curriculums, also provides an overview of 

the management process in arts organizations. Langley proposes that current cuts in 

funding from such traditional sources as the National Endowment for the Arts and 

regional arts-funding organizations have led arts administrators to become more aware of 

their bottom-line. With less money ifrom these sources, the organizations are forced to 

earn more of their operating capital; thus, studying patron demographics, carefully 

targeting a high yield consumer market, and providing a user-friendly atmosphere for 

patrons has made computerized systems much more attractive to these theatres. They 

strive to increase income as the extra-mural funding sources decrease their support. 

Administrators have become more aware of personnel costs, and strive for more efficiency 

as computerized box office systems streamline the tedious and labor-intensive tasks of 

marketing, subscriptions, fund-raising, and report generation. A good source for a broad 

overview of arts management theory, Langley does not address in detail the selection and 

evaluation process for a computerized box office system. 

Journals. Articles, and Major Findings Related to the Impact of 
Computerized Box Office Systems on American Theatres 

The majority of research and pubHshed reports specific to selection and impact of 

computerized box office systems has been published within the last decade and a half, 

closely following the development of the personal computer. One of the earlier studies 

was Robert Holley's report, "Theatre Communications Group's National Computer 

Project," in which he explained that organizations have begun to recognize that they have 

made costly mistakes through their lack of vigorous and efficient record keeping. "As 

computer technology improved and associated costs spiraled downward, computerization 



came suddenly within the realm of possibility for a number of arts organizations. "̂  As the 

number of computer-literate employees joins the workforce, the once formidable task of 

computerizing seems less daunting. Holley's report was the work that piqued the curiosity 

of arts administrators in the early 1980s. His examination began and ended with the 

prospect of computerizing on the horizon. From a historical perspective it is a valid work, 

but it is not current enough to take into consideration the needs and criteria of theatre 

MIS systems in the 1990s. 

A second article, "Computerizing Theatre" by Timothy Bay, examined the role of the 

computer in theatre. "For a long time everybody thought that it was only real technology-

minded computer wizards who could work these machines. Now people are aware that it 

is not that difficuh after all."'̂  While helpful in explaining artists reaction to technology. 

Bay's article focused on the use of computers in technical theatre, not on the information-

collecting process. 

Two articles published just a few years later indicate the rapid rise in the prevalence 

and acceptance of computerized systems in the theatre. "The University of Texas Tracks 

with dBII" by Lev^s E. Louraine, Jr. and Edwards and Herberts "Computer Databases 

for the Performing Arts" examine this trend and provide us with a framework of 

understanding for a database. Many theatre administrators have been exposed to basic 

software applications through education or day-to-day necessity. The standard desktop 

apphcations may include word-processing programs such as WordPerfect or Microsoft 

Word, used to generate text-based data in the form of letters, memos, and reports; 

spreadsheet programs such as Lotus 1-2-3 or Excel, used for accounting and financial 

^Robert Holley, "Theatre Communications Group's National Computer Project," 
Journal of Arts Management and Law. Spring 1984:28. 

''Timothy Bay, "Computerizing Theatre ," Theatre Crafts. April, 1983:69. 



documents; graphics programs such as PowerPoint or Harvard Graphics used to make 

sHdes and presentations; and databases Uke Access, dBASE, or Paradox, used to manage 

information that can be quickly queried to retrieve pieces of the information. It is within 

the framework of database tools that most automated box office systems are written. 

A Database Management System (DBMS) can be compared to a ".. series of post 

office boxes, in which each box has a unique number and contains a letter or piece of 

information [which] the DBMS program is able to retrieve when requested to do so 

because it knows the appropriate "post office box" number."^ This kind of relational 

database not only collects and stores information, but can be queried or sorted by using a 

key word ovfielcP. Boolean queries, using the operators "and" or "or," are a component 

ofa good DBMS. 

Computerized box office systems are divided into three types: customized, integrated, 

and modular. Customized systems can be developed according to the needs of the 

organization. This type of automated box office system will meet the needs of the user, but 

is very expensive and time consuming to develop. Additionally, since no other 

organization will be using that system, it is impossible to compare experiences or receive 

system upgrades without funding them. An integrated system, a cohesive unit of MIS 

functions designed to work together, assists the user in selling tickets and some other 

management areas, but may not meet all of the administrative needs ofa theatre. A 

modular system has many of the necessary modules or components that are needed to 

provide a detailed view of all the MIS functions; if a theatre cannot afford to purchase all 

of the modules, it can start with an automated box office system and later add other 

^Lewis E. Louraine, Jr., "The University of Texas Tracks with dBII," Theatre 
Crafts, April, 1985:14. 

^Christopher Edwards and Ian Herbert, "Computer Databases for the Performing 
Arts: Tandem and International Bibliography of Theatre," Theatre Notebook. 1985:149. 

8 



modules such as marketing or fund-raising. ̂ ^ These two mid-80s articles furnish an 

excellent explanation of the fiinctions and types of databases, but they do not take into 

account the process of selecting such a system for a theatre. A solid computerized box 

office system, if tied to an MIS system, may contain several of the follov^g features. 

A user-friendly ticketing procedure for point-of-sale tickets is a requirement. 

Organizations need to sell single tickets quickly and easily. It should allow credit card 

purchases and credit authorizations, with the possibility of electronically transferring funds 

to the organization's bank. Season tickets in many venues are also purchased at the box 

office window, so the organization must be ready to deliver them using the computerized 

box office system. An obvious audit trail is a must. A helpfijl feature is batch processing, 

which allows transactions from peak times to be authorized or recorded in a group during 

off'-peak hours. Seating charts, sales reporting, an easy exchange process, and ticket 

output are a few of the options to be considered. The use of dialogue boxes, hot keys, and 

date inquiries are helpful to quickly move through the system and serve the patron. It may 

include a remote access option so that terminals can be spread through a building or city. 

Closely tied to the ticketing module is the reporting portion of the system. A good 

system allows the user to easily move from one module to another, so that needed data 

can be quickly accessed. Nightly box office reports are critical, both to keep an eye on 

earned income and to monitor marketing efforts. Annual reports can prioritize information 

about earned income per show, per season, though individual, subscription, or series sales. 

These reports are the first step in the financial analysis and planning required for the 

success of the theatre. Some packages provide a graphing capabiUty to generate visual 

aids for the reporting process. Customization must be possible, so the system cannot be 

extremely proprietary. Security issues, such as who gets access to what report or which 

lOKen Heim, "Computerized Ticketmg," FUNWORLD July 1994:97. 



people can sell tickets, is a consideration that should be addressed in the reporting module 

Some organizations also bar code the back of their tickets so that marketing/attendance 

data can be captured by a scanner at the door and real time data can be reported. 

A purchasing module that tracks purchases made by the theatre and keeps a list of 

vendors with whom the organization frequently deals is helpful but not an absolute 

necessity for most theatres. A purchasing module, however, can be tied to an accounts 

payable module, so that orders are automatically posted. 

The marketing portion of the system should be specific to the venue and be able to 

accommodate several facilities, scheduling, and performances. Telemarketing materials, 

such as sales letters, coupon subscriptions and promotionals, should be easily accessed. 

This module must be integrated with the patron history information. The patron database 

must include, at a minimum, patron name, address, phone, and type of order (single tickets 

or subscription). Other desirable information to have on hand: preferred seating, preferred 

night of attendance, credit information, birthday/anniversary dates, and information 

regarding the media presence of the theatre (e.g., "How did you hear about this 

theatre/performance?"). Criteria or pivot tables are advantageous to search/report on 

selected patrons or specific trends in the theatre. 

An income module for income generated through concessions, rentals, school tuition, 

and related sales should tie in to the accounts receivable component. Fund raising should 

have a module that tracks corporate and individual giving. It should be tied to the 

marketing module to insure that appropriate corporate/foundation information is presented 

on marketing materials ("Sponsored by American Airiines") and to guarantee that the 

angels of the theatre are not accidentally contacted by the telemarketing department to buy 

a "2-for-l" late season subscription to the summer musical after underwriting the show. 

How does an arts organization prepare to computerize its box office area? The first 

step prior to investing in a system is to observe and identify the parts of the organization 

10 



that need to be automated, If this recommendation cannot be made in-house, many 

vendors can evaluate the needs of a theatre. ̂ ^ While an organization's wish hst might 

include automating the entire enterprise, budget restrictions can force them to start with 

one component (usually the box office) and add modules as availability of money allows. 

Once an interest in computerizing the box office has been expressed, management 

should examine the market of products available. A first contact should be Box Office 

Management International (BOMI). This organization represents box offices around the 

world, and they sponsor an annual convention every year to discuss opportunities and 

problems of the ticketing community. "They are an objective source for locating the names 

and numbers of all the software vendors on the market. "̂ ^ 

A call to each vendor on the Hst can gamer information about their product. Vendors 

have proven an invaluable resource for the uninitiated, supplying background information, 

updates on the latest information technology, and news about the competitors products. 

When talking with a vendor, a well-prepared box office manager v^ll be able to tell them 

what platform the organization prefers (DOS, Windows, Macintosh), the annual and 

anticipated number of tickets sold per year; existing hardware and software, if any; 

number of terminals needed for the system (e.g., three for the ticket windows and two for 

administrative tasks, like running reports); and an estimate of the organization's budget 

for the project. 

In exchange, that box office manager expects to get certain information from the 

vendor. How much their average system costs; additional hardware/software/network 

connections needed; available support from the vendor, training needed for the staff. 

iiKen Heim, "Computerized Ticketing," FUNWORLD July 1994:97. 

î The Search for Box Office Software (Specialty Microware, 1994) 1 
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procedural changes that the box office needs to make; and other theatres that are using the 

vendor's system are just a few of the pieces of information that might be discussed on the 

first phone call. 

Once this information has been gathered from each vendor, the box office manager's 

next step is to cull through the programs and eliminate those that are not appropriate for 

the organization. Based on other criteria, some automated box office systems may be 

rejected, even though they are good tools. A system that is too expensive, not user-

fiiendly, without good patron history capture capabiUties, or hardware intensive may not 

meet the needs of the theatre as well as another program that is less expensive, easier to 

use, or captures vital information. Comparisons must be made and compromises must be 

struck. 

Once the hst of automated box office systems has been narrowed down, the people 

responsible for the decision must conduct an in-depth evaluation of the remaining 

programs. It is a good idea to soUcit the opinions of the management sector who will be 

paying for the computerized box office system, and it is critical that the staff members who 

will be using the system be involved, as well. 

During this process, some obstacles may be encountered that could make automating 

difficult? A big obstacle, according to Doug Small from Easy Computer Systems, Inc., ^̂  

is resistance to change. Many box office employees are accustomed to the system in place 

now, or may have some computer phobias to overcome. Some clients are looking for the 

perfect system, an unrealistic expectation, according to Steve Geib from Select Ticketing 

Systems. "No system does everything; there is a frequency of notion that one system will 

do it all...[Pick the] one that best suits your needs."̂ '̂  Geib also feels that, "Arts 

13 Doug Small, personal interview, 1 December 1994. 

14 Steve Geib, personal interview, 2 December 1994. 
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organizations do not necessarily have a strong conscience about the bottom line," so they 

may not be as concerned with investing the necessary capital to get the best system on the 

market. 

Some organizations resist automating because of the unknown factors involved, 

reports TicketStop's Ken Heim, especially if they have not had contact with a theatre that 

has successfijlly computerized. Some times, "The devil you know is better than the devil 

you don't. "15 Fear of information lost during a computer crash or integrity of data is a big 

factor. Theatres resisted this computerized change because they were waiting for the right 

technology to come along. The organizations used to "make change m cigar boxes and 

muffin tins, then people came along with cash registers. Now [cash registers] don't seem 

like such a big deal"i^ and soon computerization will not, either. Although Heim observes 

that, "Many theatres are still running their box office much Uke the Ford Theatre ran it's 

box office the night Lincoln was shot,"i'̂  he also asserts that "All theatre box offices will 

be automated by the turn of the century."i^ 

Methodology 

Given the lack of published and objective information on this topic, this study uses 

personal interviews and empirical research to provide information about the impact of 

automated box office systems on specific theatres. The writer identifies five areas of 

concentration in selecting, implementing, and evaluating a computerized box office 

system. The categories and descriptions are: 

15 Ken Heim, personal interview, 1 December 1994. 

16 Ken Heim, personal interview, 1 December 1994. 

17 Ibid. 

18 Ibid. 
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1. The Organization. This category includes information regarding: 

a. Location, 

b. Type of theatre, 

c. Type of productions, 

d. Patrons; 

e. The System. This category includes information regarding: 

f Software, 

g. Training, 

h. Opportunities/problems, 

i. Support; 

3. Selection. This category includes information regarding: 

a. Process, 

b. Evaluation of systems, 

c. Criteria, 

d. Final selection, 

4. Practical Applications. This category provides information regarding whether or 

not the system: 

a. Meets the needs of the theatre, 

b. Meets the criteria, 

c. Works for the theatre; evidence of bugs, 

5. Conclusions. This category includes information whether or not the system: 

a. Matches the needs of the theatre, 

b. Matches the expense^udget, 

c. Is flexible and upgradable, and 

d. Contains everything the theatre wanted in a system. 

14 



Organization of the Study 

The information in this study will be presented in the following manner. Chapter I 

provides an introduction to the project and a review of literature in the field. Chapter II 

provides six case studies of individual theatres and their experiences in selecting and using 

a computerized box office system. The theatres are divided into three categories: two 

small-to-medium academic theatres, two large academic theatres, and two professional 

theatres. An overview and analysis of each automated box office system used by theatres 

represented in the case studies will be presented in Chapter HI. Chapter IV will discuss 

conclusions, compare criteria and methods of selection, and provide recommendations for 

further research. 

15 



CHAPTER II 

CASE STUDIES 

Case Study One - Southwest Missouri State University Tent Theatre 

The Organization 

The Southwest Missouri State University (SMSU) Tent Theatre is a 35 year old 

institution in Springfield, Missouri, that has produced such acting luminaries as Kathleen 

Turner, Tess Harper, and John Goodman. One of the few active tent theatres in the 

country, when combined with the 8 show Mam Stage theatre and Black Box offerings, it 

sells nearly 20,000 tickets per season. According to Lynn Danforth, Theatre Production 

Business Manger, the organization had used an automated box office system for about 

two years, and for the last five years has been using the Easy Box Office System. Prior to 

the implementation of its computerized box office systems, the theatre utilized hard 

tickets. 

SMSU's box office sells single tickets for the Main Stage, and single and season 

subscription tickets for the tent theatre. Season subscribers to the tent theatre receive a 

booklet of coupons for the summer season and can redeem each coupon for a ticket to any 

performance. The black box theatre uses only general admission tickets. That venue is 

generally used for student produced and directed shows. The theatre prints its own 

tickets, and the face of the ticket includes the seat number (when applicable), show day 

and date, price, and ticket category (adult, senior citizen, student, staff, or 

complimentary). 

In addition to the Tent Theatre, which seats more than 400 patrons, the Box Office 

also supports the indoor Main Stage Theatre, which seats 500, and a black box theatre 

seating about 100 people. Tickets are sold for dance events, as well. The box office is 

also responsible for tracking sales of concessions and other items such as fans, picnic 

lunches, and memorabilia for the tent theatre. 
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The System 

The Easy system is run on the DOS platform; Danforth asserts, "I hate Windows!" 

As a former computer programmer, she finds the Windows operating system difficuh for 

new users to learn and awkward for a systems analyst to customize. The theatre has 3 

workstations (one doubles as a server) and chose IBM clones for its hardware 

components. 

The automated box office system used by the company supports credit card 

purchases, and, although it captures information such as patron name, phone number, and 

type of ticket purchased, this information is not fed into a marketing module. The box 

office has a hand-written log of season subscribers that Danforth enters into a database 

progrjim called Smart® to generate labels for mailings. The theatre plans to upgrade its 

automated box office software within the next few months, and the new version may 

include the database features, but Danforth is not going to give up the old system just yet. 

She finds that the box office employees, usually students, are not always computer hterate 

or box office hterate when hired. "I'm not sure I would want them to be putting this 

information in the database,"i^ she says, so she maintains quality control of the patron 

database by transferring it to her PC from the handwritten log. 

Once they are sold, a dot matrix printer prints the tickets on ticket stock purchased 

from a local vendor. SMSU spends about two hundred dollars a season on paper stock 

for all of its performances. Currently, the theatre presents five performances of eight 

shows per season on the Main Stage (about 40 performances), 33-35 performances in the 

Tent Theatre and a varying number of dance productions Although their subscription 

base is lower than previous years, a fact Danforth attributes to the increase in 

î Lynn Danforth, personal interview, 8 April, 1995. 
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entertainment competition from the Branson area, the tent shows still play to about 95% 

capacity each summer. 

Selection 

When asked if the decision to automate the ticket office involved input from the box 

office employees, Danforth unabashedly says, "No!"2o She explains that, as a graduate 

student and Box Office Manager at the time, it did not bother her to be excluded in the 

decision-making process. Since all of her employees were work-study students, many 

from areas at the university other than theatre, theu" opinions would have been based on 

little box office experience. An interim department head chose the first computerized 

system, and after working with hard tickets, the box office employees were wilHng to give 

any new method a chance. 

Five years ago, when SMSU installed the Easy Box Office system, they were ready 

for a new system with fewer of the constraints the old one had displayed; the vendor who 

sold their first system had gone out of business, so it was time for a new program. The 

Easy Computer Systems (Easy) vendor, located in nearby Branson, Missouri, approached 

the theatre with their product. Hoping to produce an automated box office system that 

would meet the needs of the entertaiimient theatres in Branson, the vendor offered SMSU 

a free system in exchange for acting as a Peta, or testing, site for the software. In 

exchange for the software, the theatre would report any problems to the company, who 

would correct them before selling to the Branson market. Although the theatre helped 

Easy locate a few bugs in the apphcation, Danforth says that, "In the last few years we 

have had zero problem calls"2i to the vendor. 

20 Ibid. 

21 Ibid. 
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The software may have been free, but the hardware was not. University funds of 

about ten thousand dollars were secured to purchase the three workstations and three 

printers that equip the ticket office. As a peta site, support for the product was free, and 

initial training was provided by Easy. Later, Danforth assumed the role of trainer for her 

new employees. Because the SMSU theatre program is performance-based, Danforth 

finds it hard to hire theatre majors to work in the box office. Rehearsal and performance 

demands on their time prohibit students from working during the hours Danforth most 

needs them, so very often the staff" members are students from other departments. Despite 

the fact that they may come into the box office with httle or no computer knowledge, 

Danforth insists that the system is so easy for new users to learn that within a couple of 

hours, she can have new staff selling and recalling tickets at the window. When asked 

how long it takes a new employee to use the product to its fiillest potential, she says with 

a laugh, "I'm not sure /'w doing that yet"22, but feels that within a week or two students 

can sell, exchange and refund tickets and generate daily reports. The biggest problem 

after they have been employed for a few months is "Keeping them from surfing the 

Internet during slow periods!"23 Students who have worked within the theatre's box office 

are well prepared for a job in Branson. Over 30 of the theatres there use the Easy 

software system, so their experience enables SMSU students to find work easily in the 

area. 

Practical Apphcations 

During her eight year tenure at the theatre, Danforth has worked with hard tickets, 

both automated box office systems, and the Smart ® program, a works software that 

22 Ibid. 

23 Ibid. 
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includes a database, spreadsheet, and word processor. When asked why the theatre does 

not upgrade to some of the industry standard desktop apphcations, such as Lotus, Excel, 

Word, or WordPerfect, she answers, "As long as Smart works, no one wants to get 

anything new."24 Danforth also uses the software for accounts payable and purchasing, 

and for her other duties which include budgeting for the technical areas, ordering scripts, 

concessions manager, and acting as secretary to the theatre's General Manager. 

What were some of the opportunities or problems that SMSU faced when the first 

new system went on line? "Initially," Danforth reports, "the box office wasn't networked, 

so we had just one workstation, which didn't work at all during the rush of ticket selhng 

before curtain time. I fought hard to get the three workstations we have now."25 The first 

system did not actually save information until staff members ran a closing report at the end 

of the night; if a power loss occurred, as it did on several occasions, all patron/sales data 

from that performance was lost. 

Conclusions 

If the Theatre Production Business Manger could revise her system, there are a few 

things she would like to have in her box office, including the ability of the software to 

print out labels for ticket envelopes so that staff members would not need to write patron 

names on will-call envelopes, and a thermal printer for faster, quieter ticket printing. 

These minor addendums, however, are offset by the things that the system does 

particularly well, like the end of the day report. The software provides a shift report of 

each sales clerks transactions that enhances tracking of ticket procedures and money. 

Report generation is easy, and Danforth says that "The auditors like that. They can come 

24 Ibid. 

25 Ibid. 
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up with a Comp Ticket List and a Tickets Sold Report"26 for record keeping audits The 

Tickets Sold Report tracks how many of what types of tickets were sold per day or by 

show. 

Comparing the first computerized box office system with their newer system, the 

Theatre Production Business Manger says, "The number of problems [from the Easy 

system] were almost zilch. We had a minor problem with our keyboards, but after 

discovering a key combination to reset the keyboards, everything was okay."2'7 

What was the hnpact ofa computerized box office system on the SMSU box office? 

The most obvious impact was the increase in the speed of ticket sales. Computerization 

"...cut down tremendously on the number of house seats needed for box office mistakes. 

We still keep some house seats, but we hardly ever need them now."28 Danforth also sees 

an improvement in accountabihty. "Money comes out right at the end ofa shift without 

fudging. It also takes much less time to finish up [the report process]; one hour after the 

show opens we have our deposit ready, reports finished, and have backed up the data."29 

If this manager had to evaluate, choose, install, and use a new computerized box 

office system, what would she do differently? She ticks off a mental list: rearrange the 

physical locations of the hardware in the box office and investigate several of the ticketing 

programs available. She regrets that the new upgrade is their first upgrade in four years, 

despite the fact that Easy has added newer features to their program several times prior to 

SMSU's expected upgrade. She would also add a tape drive to backup her system. 

Although Danforth may prepare this wish list, she insists that she is happy with the 

26 Ibid. 

27 Ibid. 

28 Ibid. 
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automated box office system her theatre is using. No computerized box office system is 

perfect, but the Southwest Missouri State University Theatre likes the Easy system 

because, "It works well for us!"^^ 

Case Study Two: PaperMill Playhouse 

The Organization 

The PaperMill Playhouse (PMP), located in Milbum, New Jersey, sells about 450,000 

tickets per year. They have one stage and present about 400 performances each year, not 

including special events. Although the Playhouse has been computerized for several years, 

a new system was needed to allow for the expansion and growth of the theatre, according 

to Jeff Fleming, Systems Analyst. In August of 1994, a new system, ArtSoft from Hill 

A&E, replaced the previously automated box office system . This was done as the 

PaperMill became a part ofa consortium of eight arts organizations, called ArtsNet of 

New Jersey/New York. The group, all located in a 100 mile radius, set up a Local Area 

Network (LAN), with a file server located at the McCarter Theatre in Princeton, NJ. The 

theatres in the group mclude: McCarter Theatre, George Street Playhouse, Crossroads 

Theatre, State Theatre, New Jersey Symphony, New Jersey Shakespeare Festival, Geva 

Theatre, and the PaperMill Playhouse. 

PMP has about 42,000 subscribers. When selhng single tickets, they collect patron 

data (name, address, phone) and sales data (performance name and time). PMP uses 

patron information for marketing purposes. PMP promoters direct mail newsletters and 

season brochures, and announcements regarding other offerings such as seminars, 

symposiums, and children's subscription series. A sister theatre, the McCarter Theatre, 

employs a telemarketing staff, and, "Shortly after the curtain goes up on each 

30 Ibid. 
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performance, members of the sales and marketing staff will begin generating lists of ticket 

holders. The next morning, the telemarketing staff will go to work pitching subscription 

packages to the nonsubscribing attendees."^i Prior to the automated box office system, 

"...the business staff often waited up Jo three days for the proprietary and aging LAN-

based apphcation to produce the attendance rosters-time enough for audience members' 

enthusiasm to have cooled, along with chances for subscription sales."^2 

The System 

The ArtSoft system at the PaperMill uses the Unix platform. The box office has nine 

workstations, not personal computers (PCs), and the network server is at another theater. 

Three PCs are located in the marketing area, two are used in the development area, three 

are used in the general administration area, and one PC is in employed the finance area. 

Subscription services houses the most PCs with 14. An advantage of the ArtSoft product 

is that it is an integrated system, which allows the different divisions of the theatre to 

communicate with each other and extract data as needed. Ticket printing is done in the 

box office area, with a thermal printer used for single tickets for speed, and a dot matrix 

printer used to print season tickets. 

Initially, training on the ArtSoft system was done by the vendor, but Fleming and 

Pollack soon became sole providers of instruction on the system. The box office staff, 

ranging in age from early 20s to over 60, was amenable to the training, but some came to 

the training with computer phobias. "Even though they had used the other system, their 

skills weren't really transferable, except for the general concept of what the system was 

31 Deborah Ashbrand, "Client/server system boosts theater ticket sales," 
INFOWORLD Dec 27,1993:50. 
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for.33" "Employees w h o hke the system think it has great potential, and they are willing to 

learn new things. Some [staff members] were worried about learning [the system] because 

it w a s completely different from the old one and they had to learn from scratch.34" The 

b o x office module was the first piece o f the system installed; marketmg and fiind raising 

were installed later, so the box office staff had the opportunity to spot any glitches in the 

program prior to its introduction to the other PMP staff members. 

The theatre sells the space on the back o f then- tickets to advertisers to earn revenue, 

but currently does not bar code them. Bar coding may be a possibihty in the future for 

ease o f exchanges. "Most o f our work is in exchanges since w e are a subscription house, 

and it must be fast."35 

The new system was financed from the theatre's capital budget. The initial output 

w a s about $300 ,000 for hardware, $60 ,000 for software, and nearly $30 ,000 for annual 

support. The support contract may be the most critical part o f the financial outlay, as 

Fleming indicates that, "We are constantly upgrading the system, especially the 

subscription module.. ." to take advantage o f improvements and new technology.36 The 

server equipment and initial installation is housed on the campus o f Princeton University at 

the McCarter. Almost "...three times what the theatre had planned to spend,"37, it was 

financed through the support o f the McCarter Board o f Directors. Alan Levine, director 

o f both sales and information services, contracted with three vendors throughout the 

mstallation. "Hill Arts & Entertaiimient Systems o f Guilford, Conn., installed its 

33 Ann Pollack, personal interview, 2 2 April, 1995. 

34 Jeff Fleming, personal interview, 14 April, 1995. 
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ArtSoft/SQL, a SQL-based ticketing and fund-raising system that ties into Sybase Inc 's 

Sybase relational database. The system lets performing arts organizations use a variety of 

third-party front-end tools to get at the sales and marketing information that is the heart of 

their business.3^ The theatre "...contracted with ComputerLand to install the Ethernet 

lOBase-T network with a Novell NetWare file server. Sprint Communications Corp. was 

hired to build the WAN [Wide Area Network]. Within two months, the McCarter's 

business office was equipped with... a Sun Sparcstation 2 database serve, Compac 486 

LAN server, and 38 workstations (32 PCs and six terminals)."3^ 

An advantage that the Hill Arts & Entertainment system offers is the abihty to unlock 

data within a database. Most DBMSs lock data so that it can be accessed by only one 

user or query at a time. Since the theatre, unlike a grocery store where many identical 

items are purchased, offers a myriad of items that can be sold in many combinations, it is 

vital that more than one staff member at a time be able to access patron data. With the 

Hill system, one staff member can sell a ticket while another updates the subscriber's 

address file. 

Selection 

Fleming, a former box office manager and current systems administrator, is actively 

mvolved with Box Office Management International (BOMI) and had networked with 

other box office professionals and was famihar with other systems. With his background 

in both box office management and the technical side of automation, he "... felt 

comfortable picking out a system. "4o He and other PMP staff members researched new 

38 Ashbrand, p. 50. 

39 Ashbrand, p. 50 

40 Jeff Fleming, personal interview, 14 April, 1995. 

25 



systems at the BOMI Conference two years ago, looking for an automated box office 

system that would meet their needs. They investigated some systems, narrowed the 

selection down to three or four, then verbally rated them and selected ArtSoft. 

The staff members liked ArtSoft's reporting capabilities, and the fact the product is a 

Sybase system [created by the Sybase company] which allows for flexibihty m reporting, 

capturing information, and in using and incorporating third-party software, like a word 

processor or spreadsheet. Not everyone in the organization uses the same software 

products for word processing or spreadsheet needs, so the PMP staff supports users with 

WordPerfect Office and Microsoft Office, and runs on both DOS and Windows platforms. 

Fleming sees, as some of the challenges in selecting and implementing a new system, 

the vast amount of cooperation needed to deal with the other arts organizations who are 

members of the consortium. Since money was pooled to lease the system, financial terms 

between the consortium members had to be negotiated. Although he feels that all 

consortium arts organizations are "...pleased with the system, sometimes we're all 

frustrated v^th it, and with our growing pains in getting used to it. It will really be about 

two years before everyone on the staff at all theatres is comfortable with it."4i 

Practical Apphcation 

A big advantage in selecting this system was the opportunity to network with the 

seven other theatres who were using ArtSoft. With the computer network completed, 

they will sell tickets for each theatre at every venue, allowing for more point-of-sale 

marketing. Eventually, Fleming indicates, the consortium may provide patrons with a 

centralized 800 number and may take ticket orders through the Internet. 

41 Jeff Fleming, personal interview, 14 April, 1995 
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An efficient automated box office system also may mean an efficient box office staff: 

at the McCar te r Theatre , " . . . the theatre has increased it box office hours without 

expanding hs 16-person customer service staff. Because the new system permits staffers 

t o process or t rack a ticket sale much more quickly, two people can do the work that 

previously required four. As a resuk, the ... box office is open an additional 31 hours a 

week."42 

What might be the biggest disadvantage of the new system? "Lack of control" 

answers Flemmg.43 The U n k server that controls the system is in a theatre 100 miles 

away. On the day of this personal interview, the server was dovm for about 20 minutes, 

and, while systems analysts at the McCar ter Theatre worked feverishly t o bring it back up , 

the P M P staff could only wait. 

Pollack, the box office manager, was very specific about the benefits derived from the 

n e w automated box office system. Discount tickets, which previously required several 

s teps, can n o w be transacted in just one step. More reports are available for generation, 

and even though P M P does not currently utilize all of the report functions from ArtSoft, it 

will implement them in the future. Pollack says the system, " ..has so much potential that 

w e d o n ' t even use it all."44 

Los t gift certificates were difficult, at best, t o track with the old system, but now 

leave a much clearer audit trail. With ArtSoft, the ticket history is much easier to t rack 

in case o f double-seating, although that problem rarely happens with the new system. 

That same history can be used to " t i e" subscribers together if two patrons share a 

42 Ashbrand, p.50. 

43 Jeff Fleming, personal interview, 14 April, 1995 
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subscription, hve at the same address, but have different last names or credit card 

numbers. 

Efficiency is Pollack's favorite benefit from the new ticketing process. She has 

worked with hard tickets in the past, and also other automated box office systems, and 

says that, "Closmg reports, v^th hard tickets, took at least one extra hour, and the hard 

tickets were harder to track if there was a problem at the box office window. "45 The new 

system also saves time in that it is not case sensitive, a vital factor during last minute 

transactions right before curtain time. 

Conclusions 

When asked how the consortium hopes to benefit from the ArtSoft system, Fleming 

and Pollack cited several advantages. Pooled financial resources allowed them to choose 

a more sophisticated system than single-theatre purchasing power would have. PMP will 

benefit from the connection with the other theatres, and sales opportunities will increase 

due to their theatres exposure at the other theatres box office windows. Patrons may be 

more hkely to buy a ticket to the George Street Playhouse if they can purchase h as they 

exchange their tickets at the PaperMill. This cross-theatre connection may also allow 

them to reach new audience members on a single ticket or season subscription basis. 

The ArtSoft system will also allow PMP to deliver a higher level of customer service, 

as single ticket purchases and exchanges will be faster and require the collection of less 

information at the window. The consortium hopes to add additional theatres to their 

group, and the system will grow as the list of theatres expands. Additionally, the theatres 

45 Ann Pollack, personal interview, 22 April, 1995 
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may eventually share patron data, although they do not share development information at 

this time. 

Other arts organizations in the consortium have seen process improvements since 

instituting the new system. In Princeton, "Not only has the McCarter improved its cash 

flow and seen a 20 percent rise in subscription sales, it has also unveiled marketing 

materials that stand out in a crowded local market. The theater has also reduced its 

computing costs by installing a WAN..." used by the other theatres in the group.46 

This system has also allowed the individual theatres to retool their marketing media. 

Invoice-looking forms were replaced with "...illustrations that include each subscribers 

name. The DBMS then churned out the forms in order of the theater's seating 

arrangement. Then, prior to each performance, the business staff fanned out through the 

theater, taping the personalized notices to each subscriber's assigned seat. When the 

theater-goers arrived, they found classy, customized renewal information awaiting 

them. "47 The immediate renewals, coupled with the savings from the usual postage and 

repeated mailings cost, provided a cash flow boost to the theatre. Additionally, the 

consortium members benefit from the new technology by reducing Information Systems 

[computer support areas] staffing needs. "Before, each theater needed staff for backup, 

server maintenance, and performance tuning-and each paid those costs individually. By 

pooling their resources, they have reduced costs and workload..."48 by relying on fewer IS 

professionals to do more work efficiently. 

INFOWORLD Magazine, after studying the McCarter Theatre, offers some advice to 

arts organizations looking to automate their systems: 

46 Ashbrand, p. 50. 

47 Ashbrand, p. 55. 

48 Ashbrand, p. 55. 
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"Get help: Don't try to do everything yourself Hire consuhants that specialize in 

working with companies like yours. Look for a proven track record. 

Look for expertise: Choose your vendors carefully, according to their strengths in 

certam areas, such as LAN experience, or apphcation development know-how. 

Automate: Acquire technology that lets you automate as many of the daily 

mamtenance functions as possible, such as server and workstation backups and database 

cleanups. 

Train support staff and end-users: establish a regular, ongoing training schedule to get 

support staff familiar with the new system and to train end-users on the new 

apphcations."49 

Case Study Three: Pennsylvania State University 

The Orgztnization 

Pennsylvania State University (PSU) houses a university-wide ticketing group that 

sells tickets to theatre, dance, and music events, and also to the many sporting events on 

campus. The 45,000 student campus in State College hosts over 250 ticketed events each 

year at sites "...varying from the 310 seat Pavilion performing arts facility to the 94,107 

seat Beaver Stadium where Big Ten football is played."5o Additionally, the arts areas 

ticket for 17 outside groups in the community. 

The audience for these events in not hmited to students and faculty on campus. Many 

local residents and state-wide patrons travel to see the arts performances and sporting 

events. "Penn State needed to reach ticket buyers as far away as Florida for football and 

49 Ashbrand, p. 55. 
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200 miles for concerts."51 The school needed to maintain many box office sites and to link 

them together, and the athletic and artistic departments needed to track 

development/patron contributions and tie them to preferential seating choices. 

Attendance at PSU events continues to increase each year, and as it does, the university 

also needed a fast, efficient system for purchases and exchanges, and for cash, credit card, 

and phone transactions. Formerly, PSU had used Ticketron, selling their tickets at the 

Ticketron outlets. Initially, PSU was a beta site for the ticket-selhng company's 2000-

series mainframe. The university was also a beta she for Ticketron's PC Ticketron 

system, where Ticketron provided them with PCs and a Novell Local Area Network. The 

Ticketron group declared bankruptcy and was sold to TicketMaster. Having heard 

rumors of the impending sale, the PSU staff had begun to think about a new 

computerized box office system, but scrambled to find an in-house system after having 

only 48 hours notice that their current system would be discontinued. The group had to 

switch to a hard ticket system for a few months, while hurrying to find an automated box 

office system that would be efficient, be able to handle the large quantity of tickets sold 

through the university, and would be easy for permanent and student staff members to use. 

A group of four ticketing professionals was put together with Jill Baldi, former Arts 

Ticket Manager and current Revenue Manager of the Bryce-Jordan Center, at the hehn. 

Other team members included the Athletic Ticket Manager, a Penn State purchasing 

agent, and an outside consultant. 

The System 

Financed by funding secured through the Vice President for Finance, the PSU group 

chose the PASS System from Select Ticketing Systems as their automated box office 
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system. Baldi declined to cite a specific price, but allowed that the group was allotted 

"...an extensive budget."52 The system hnked Beaver Stadium, the Recreation Hall, 

Eisenhower Auditorium, Schwab Auditorium, The Playhouse and The Pavilion with one 

automated box office system. This system is especially valuable because"Ticket buyers 

are no longer required to know who is sponsoring an event and when and where it is 

taking place to purchase a ticket. .. .Campus-wide events are now consohdated under one 

ticketing system so the university can facilitate ticket purchasing with one calendar of 

events for athletics and arts. And, unlike before, telephone orders can now be processed 

from all venues."53 

The DOS-based system offers several features that appealed to the PSU group, 

specifically, "Ease of operation, easy to train people to use, and graphics. "54 The Select 

system is designed with color-coded screens and hght pens, so that box office employees 

can "point and ticket" quickly. 55 "Customers hke the graphics. They enjoy being involved 

in their seating placement by seeing it on the screen. We hke being able to seU 1000-1200 

walk-up tickets for two ticketing terminals within an hour to an hour and a half The 

bottom line is-it works!"56 , says PSU's Bud Meredith, Athletics Ticket Manager. 

Each box office in the PSU network is fully computerized. There are seventeen 

athletics workstations and 27 workstations in the arts areas. The three-tiered installation 

began in August, 1991, and was completed in January, 1992. The first tier was the 

performing arts area. Tier two included the athletic ticket offices, and Tier three 

52 Jill Baldi , personal interview. M a y 5, 1995. 
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concluded with all of the sateUite box offices across campus. The campus plans to have 

state-wide satellite box offices by next spring. Currently, the box offices have Select 

terminals that are fully integrated with the Novell systems in place on campus. Each box 

office also includes thermal ticket printers for individual sales and high-speed ticket 

printers for subscription packages. PSU sells the back of their tickets and generates 

enough revenue to recover the cost of ticket stock, ahhough they hope to recoup that cost 

and generate additional revenue next year. 

An initial concern for the box office staff members was that the support department 

for their new product".. .was not up to par at first. They have improved tremendously."57 

Now the support function is highly rated by PSU staff. When the Ticketron group 

dissolved, many vendors approached former Ticketron clients, but were overwhelmed by 

PSU's size and diversity and could not make a sufficient commitment to customer service. 

Baldi and her colleagues listened very carefiiUy to the complaints about support from their 

ticketing colleagues across the country when choosing a system. 

Training was very easy, and Baldi maintains that, "Within a half hour, I could have a 

student selhng tickets at the v^ndow."58 The box office staff, most of them PSU students, 

were eager to learn and easy to teach, as many of them aheady possessed some computer 

skills. Initial training was provided by the vendor. Baldi notes that some of her BOMI 

colleagues complained about lack of training by the vendors from whom they purchased 

their systems, but she insists, "You must be assertive!"59 about asking for and getting 

sufficient training on a new system. She also hones her skills by attending a training 

session sponsored by the vendor for one week each year 

57 Jill Baldi, personal interview. May 5, 1995. 
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Selection 

As the group discussed the available options, their criteria was complex: they needed 

a system that could track development, manage season subscriptions, schedule hundreds 

of events on a muUi-venue campus, collect complete and valuable marketmg mformation 

from season subscribers and individual ticket buyers, and create a database with account 

histories and patron data, all the while selhng thousands of tickets each day. 

PSU ticket personnel wanted an in-house system so that they could control the flow 

of tickets and the data collection. In January, Baldi traveled to Atlanta to attend BOMI, 

the Box Office Management International Conference. Jill Baldi visited with the ticket 

vendors at the conference and viewed the systems. After analyzing them, she was able 

immediately to eliminate some. Several of the systems may have been appropriate for the 

fine arts areas, but were unable to handle the volume for the sports stadiums. After 

initially viewing the systems, several vendors were invited to campus to demonstrate their 

systems for the group. After another round of eliminations, the group pared down the 

prospective vendors, then traveled coast to coast to see how the products worked after 

being installed in venues like Penn State. 

According to Baldi, "We went with Select because they could meet most of our 

needs.60 " Asked about choosing a DOS system over Windows, she says the selection 

committee ".. wasn't interested in Windows when we picked the system in 1991. The 

sports areas had never been in a PC environment, so DOS seemed easier."6i Baldi 

indicated that they may upgrade to Windows when they add 70 workstations later this 

year. 

60 Ibid. 
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Practical Application 

The box office employees have adapted to the new system well. "Our ticket 

operators say that we have made their jobs too easy! We are handling greater volumes in 

less time and still discovering unique opportunities for marketing that we never had 

before!"62 according to Baldi. This system also helps PSU improve marketing efforts by 

"...giving [them] information based on demographics, ticketing history, and point of sale 

market research. [It also runs] highly targeted fiind development campaigns, administer 

frequent buyer programs, and can even help with selling advertising on the reverse side of 

the tickets."63 

Conclusions 

As a resuh of the Select system, PSU has increased attendance at events and earned 

more income. Consequently, more money can be spent on advertising, and the data 

collection module of the system allows for better target marketing, compounding the 

success of the system. 

Additionally, the new automated box office system has helped the staff become more 

efficient. PSU was chosen as the Box Office of the Year by the BOMI members in 1994, 

a feat that Baldi credits to the new system and a diligent staff. 

PSU is also investigating the Internet for marketing and sales purposes. So far, due 

to lack of security on the Internet, they do not offer services there, but Baldi mdicates that 

may change in the future. 

62 Penn Sta te Universi ty (Syracuse: PASS*" Case Study, 1994) 1 
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This ticketing professional also has high words of praise for university-wide ticketing. 

She chaired the first roundtable on ticketing between arts and sports, and was amazed. 

'There were people sitting around the table who were doing the same thing at the same 

university who had never met each other!"64 She recommends to others who are looking 

for an automated box office system to network with other departments at their institution, 

rather than compete with them. The new system allows the different areas to share 

marketing information, although Baldi is quick to point out that there is "...more to 

marketing than exchangmg names and addresses. A subscriber who buys tickets to the 

theatre would not necessarily be interested in season tickets for basketball. "65 

Baldi notes other advantages to the PSU box offices since purchasing the new 

systems. She cites the increase in the level of customer service that her staff can give to 

patrons as a major improvement, along with ease of alterations. Sales and ticket 

exchanges are faster and less ofa problem with Select. Like Meredith, she says patrons 

think the venue maps and graphics are great. 

Accountability for ticket processing has been enhanced. No paperwork is required 

for credit card transactions; approval is instantaneous, which cuts down on wait time. 

Report generation is much faster, as closing used to take 45 minutes to one hour after 

curtain. Now the box office can reconcile ten minutes after the windows close, due to the 

system and to improvements made in internal procedures. Likewise, the processing time 

for subscription tickets has been reduced by about 25%. The workload for employees and 

managers is lighter, and the software is adaptable and easy to customize. 

If the PSU group had to evaluate and choose an automated box office system again, 

what would they do differently? "I've been involved in ticketing at Penn State since 1978, 

64 Jill Baldi , personal interview. M a y 5, 1995. 
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and due to my experience, I understand what different areas have. I would be more 

comprehensive about the needs of other areas. For example, I might choose more 

marketing and less fundraising for some of the departments on our system."66 

After experiencing the changes from sub-contracting ticket sales to hard tickets to the 

Select system, Baldi offer this advice to theatres thinking about purchasing a computerized 

box office system: "If you can afford a consuhant for a few days, it is well worth the 

money. {An objective} consultant can find out what you really need, and what you're 

really getting in a system. "67 She also cautions colleagues to "Remember that vendors are 

sales people; sometimes they oversell... "68 and organizations get more ofa system than 

they want or need. 

Case Study Four: Imperial Theatre 

The Organization 

Augusta, Georgia's Imperial Theatre seats 839 people and produces nearly 180 

events per year. The 78-year-old theatre is a rental facility, housing local theatre, 

community, rock and roU and opera events, and also brings in bus-and-truck companies 

traveling through the southeast. Some events are ticketed by the Imperial's box office 

system using TicketStop software, while some of the local users, who rent the facihty each 

year, prefer to do their own ticketing. Tickets for events produced by the Imperial can be 

purchased at six other locations m Augusta when hard tickets are used. 

Norman Easterbrook, Executive Director of the Imperial, reports that the theatre 

tickets about eighty to ninety events each year, while groups like the Augusta Opera and 

^^ Ibid. 
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the annual Rock and Roll show, sponsored by a local radio station, prefer to do their own 

ticketing. The more than eighty events ticketed through the Imperial's automated box 

office system include big band shows, pop music events, a local jazz series, and traveling 

productions. All tickets are single tickets, since there is no subscription series. Currently, 

only two other organizations in the city, the Augusta Opera and the Etherreage Center, 

both about 40 minutes away, have subscription series. 

When Easterbrook came to the Imperial nearly five years ago the organization used 

hard tickets for their events and sold tickets printed by other organizations, like the Opera. 

The box office staff now includes one fiill-time employee, a part-time employee who 

works about 20 hours per week, and additional box office personnel, hired as needed. The 

part time employees average about eight to ten hours per week, working as the schedule 

demands. Generally, the employees are students from the Augusta College Theatre 

Department, who are desirable because they ".. are not afraid to work nights. [The 

Imperial] can pay them a higher wage than they can make as a waiter or waitress."69 

Easterbrook also considers the theatre lucky in that the student's schedules match the 

working hours, and the students are well matched to their tasks. 

One of Easterbrook's first priorities was to purchase and implement an automated 

box office system. The Imperial has used the TicketStop system for three years. One of 

the drawbacks of computerizing was that the theatre previously used volunteers to staff 

the theatre and as manpower for marketing and fundraising. Many of the volunteers were 

afraid to use a computer, and Easterbrook says, "We lost a valuable resource when we 

computerized, however, the students [working in the box office] use the computer well."7o 

69 Norman Easterbrook, personal interview, 5 August, 1995. 
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The System 

The Imperial wanted to combine a database system with a ticketing system if they 

computerized. With their hard ticket system, they manually input ticket buyer's names 

and addresses on their patron hst; now a patron buys a ticket and, during the pomt-of-sale 

process, is automatically loaded into the patron database. 

Ticket printing was a big factor in acceptance of the new system. The theatre now 

spends about $3,000-$4,000 per year on stock for printing tickets. The ticket stock used 

is pin-feed paper in various colors on heavier stock. Easterbrook's plan is to run the 

automated box office system as inexpensively as possible so that they can rent the facility 

inexpensively. "If a theatre renter doesn't like the tickets we print, they can have their 

own tickets printed on more expensive, prettier stock"̂ ^ and use the computerized box 

office system as a seating chart/accounting tool without printing tickets from the system 

If the renting organization chooses to ticket from the Imperial box office, they must 

follow the same rules as the theatre: no exchanges and no refunds of purchased tickets. 

Exceptions to that rule are muhiple performances of the same show that sell tickets far in 

advance, like the local ballet company that produces about ten performances of The 

Nutcracker. The Imperial staff will do exchanges only (no refunds) for this series. The 

tickets go on sale in September, and patrons schedules may have ahered by the December 

show times. Easterbrook is considering making exchanges for other shows on the 

Imperial program, since the computerized box office system now makes it easy. 

Patrons may make ticket purchases by using cash, personal check, or credit card. 

Other arts organizations in town do not provide the credit card service, so Easterbrook 

feels that is an advantage to renting his space. He also feels that all of the arts 

organizations in town "...would benefit in their marketing efforts if all tickets could be 

71 Ibid. 
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purchased at the same place."^^ However, by reopening the Imperial and housing many of 

the local productions, patrons may find it easier now to purchase tickets than they did a 

few years ago, when each arts organization sold their own tickets. "Many times, you had 

to drive to someone's house to buy a ticket for their group's show!"̂ ^ 

Easterbrook installed the software himself Initially he experienced a few problems 

but was able to get an updated copy of the software, and after installing a modem, 

connected with the developer to work out the problem. He praises the vendor for this on

line support, which was not part of their standard service. "This kind of high level 

customer support is one of the advantages of working v^th a smaller company."̂ "* 

Selection 

There were several things Easterbrook wanted in a system, but four items took 

precedence. He wanted an automated box office system to have auditing Sanctions, so 

that a show could be quickly audited. Accounting functions were important, so that each 

days check-out and reports were accurate and provided needed management information. 

The cost of printing every seat in the house, and thus having deadwood on hand, was his 

biggest expense, so he looked for a system that would allow him to print only the tickets 

needed. Finally, he wanted a user-friendly system that his volunteers would find easy to 

use. 

His search for a computerized box office system began on-line. He sent a message on 

CompuServe, a national on-line service. This prompted suggestions from other theatre 

administrators who had computerized box office systems or who were investigating them. 

72 Ibid. 
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and also generated some responses from vendors who sold computerized box office 

solutions. "A problem for folks at my level in the profession is that we don't have the 

resources to travel, consuk and personally communicate with our peers;"^^ thus, 

Easterbrook used the service to research acts for the theatre, to find information on 

replacing his marquee, and to learn about the automated ticketing systems. 

After his initial on-line query, he mailed out questionnaires to vendors as a 

preliminary information-gathering tool. Easterbrook, as Executive Director, initiated this 

search for a computerized system. The Imperial Board of Directors approved of the 

search, but did not participate in the preliminary search, as none feh sufficiently computer-

hterate to make a selection. Easterbrook comments on his willingness to choose the 

system without additional input by saying, "I was the only one who was willing to be 

responsible to put his hands on it and be responsible for the decision. "̂ ^ 

Easterbrook looked at five different products during the selection process, including 

ticketing through the TicketMaster outlets. He specifically did not want to force his 

clients who rented the theatre on a regular basis, like the Opera, to use TicketMaster and 

to force their patrons to pay the service charges associated with ticketing services. He 

was also concerned that, if he used a ticketing service, he could not guarantee consistent 

single-ticket buyers their favorite seats. "Many of our audience members are older, 

established patrons and have their favorite seats. For some, it's almost like they have their 

names embroidered on their seats." Doing his own ticketing would insure that those 

patrons, who may also be contributors to the theatre's development area, received their 

favorite seats. 

75 Holly G. Miller, "Off-Off-Broadway Logs On-On", CompuServe Magazine April 

1993: 12. 
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Easterbrook was able immediately to rule out some of the products that he 

considered, based on some elementary issues. One of the five products considered only 

ran on a Macintosh platform, and the Imperial uses PCs. Another product was ruled out, 

although rated highly by Easterbrook, because it was too expensive. Of the remaining 

products, he feU that the product developed by ArtSoft , "...seemed proprietary. It 

couldn't communicate with other databases. It is a product meant for a theatre with a 

development director, a concessions manager, really for a theatre that is a big fish, not a 

smaller theatre hke ours."^* 

The TicketStop product was an early favorite, because "It was easy to use and 

understand. We didn't even need to buy the support fiinction. It tracks patron data, 

radically reduced close-out time, and prints my tickets."^^ 

The Imperial has an operating budget of about $125,000 per year, so Easterbrook 

took his recommendation to the Board of Directors for ratification, ahhough he had the 

final decision regarding the product. The Board was initially concerned about the 

marketing potential and the cost of the system. It was not a budgeted item, but the Board 

voted to pay for the system with most of the funds drawn from the operating budget, and 

a patron contributed $1000 toward the purchase. His costs for the system included 

software at about two thousand dollars, and no hardware fees. An Imperial patron who 

owns a computer company donated the hardware for the system. 

The theatre hardware inventory includes four printers, a dot matrix printer in the box 

office, an inkjet printer in the administrative area, another printer for mailing labels, and a 

slower, contingency printer in storage. The PCs included an accelerated 386 in the box 

office, a 286 in the administrative area, and an 8088 that runs the DOS version of 
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Microsoft Works used by the administrative assistant. The patron also provided six 

monitors and hardware maintenance at no cost. They also evaluated the TicktStop 

software, "...and loved it!"̂ ^ 

Practical Apphcations 

Easterbrook also credits the theatre's small office space with acceptance of the 

computerized box office system. The small space, "really a glorified closet,"8i set aside 

for the box office would not easily accommodate the massive amounts of paper tickets 

needed to run the enterprise. The TicketStop system allows him to print only the tickets 

he needs and only as he sells them, so that the office is not filled v^th hard tickets. 

Although the Imperial does not sell the back of their tickets to advertisers for 

revenue, Easterbrook says they are still saving money by not printing the whole house, and 

he likes the economy of the system. He says, "I spent less money on a system than I spent 

on ticket stock for a season. "82 The cost of printing tickets for the theatre is now less than 

15% of printing hard tickets. In one year, the Imperial was able to recover the cost of the 

automated box office system. 

The efficiency of selhng tickets has improved since instalhng the TicketStop product. 

A Wynton Marsalis show, scheduled at the Imperial, sold out quickly. A second show 

was added; and, according to Easterbrook, "We could have sold all the tickets in five 

minutes with the new software."83 

80 Ibid. 

81 Ibid. 
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Training on the automated box office system has been fairly easy, according to the 

theatre's staff. Easterbrook learned the system on his own, which was one of the things 

that made him select this particular software. "I can take an average undergraduate 

student and have him or her selhng tickets in less than three hours. They can be selling 

well in two days, because that extra day and a half is spent learning how to clinch the 

sale."84 He can teach the theatre volunteers to use parts of the system m about fifteen 

minutes, if they akeady know how to type. Members of the Retked Senior Volunteer 

Program (RSVP) do data entry and conformation of data on the system, checkmg the 

4000 name patron hst for errors. The theatre does about one direct mail marketing effort 

a month, and the RSVP volunteers check the information on the mailing labels before the 

mailing is complete. 

Overall, he says that the staff members are initially nervous about using a PC for box 

office transactions, but eventually feel more comfortable. Staff members may ". continue 

to be nervous, which is not always a bad thing,"85, as it helps keep them alert to potential 

mistakes. If staff members are comfortable with computers, Easterbrook believes, they 

will be more comfortable with customers and have better front office appeal. He 

encourages them to play Sohtaire and other computer games during down times so that 

they are famihar with the PC and comfortable with the mouse. The theatre utihzes 

software with a security system to lock staff and volunteers out of features that they do 

not need and keeps them from making mistakes like erasing the database. The Imperial 

box office is the marketing center for the theatre. Not only do they seU tickets there, it is 

the primary point-of-sale method for getting patrons to contribute money to the theatre. 

84 Ibid. 

85 Ibid 

44 



The Executive Director credits the one-on-one relationship between the box office staff 

and the patrons as their most important vehicle for donations. 

The TicketStop system allows for easy capture of patron data, which the box office 

staff does at the window or over the phone. That data is captured only from shows that 

are produced by the Imperial, and not on renter's shows, like ballet performances. So that 

he can remain non-threatening to his renters, Easterbrook does not "poach" on their client 

hst. 

This automated box office system is also helpful in meeting theatre needs of patrons 

who are physically challenged. As they are put into the system, TicketStop tags the 

patron as needing special assistance with seatmg, assisted listening, or wheel chair seating. 

The box office staff prints a hst each night of these special patrons, and the ushers can 

approach the patron, by name, to help them to their seats. Additionally, it helps with 

finding patrons. "The security guards have come to the box office and identified a car in 

the parking lot with its lights on. The police called in the hcense plate number to get the 

name of the owner. We searched our database for the patrons name, found his seat 

location, then quietly entered the theatre to deliver the news to him. That's how you keep 

customers. "86 

Conclusions 

Although Easterbrook finds his computerized box office system helpful, it does not 

replace his marketing efforts. "Augusta is a very 'Old South' community. [The patrons] 

don't want the hassles of phone calls from telemarketers. They prefer a more personal, 

hand-shaking approach."*^ Without telemarketing from the patron list, Easterbrook 
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markets through meeting his client's needs, which may include finding the same tickets for 

a patron for each event, making a reservation on a napkin at a cocktail party, or promoting 

the theatre at other community events. 

He also markets the theatre as a rental facility by using the automated box office 

system as a marketing profile tool. If a rental chent wants to market their tickets for 

months prior to the events, he can run a report from the software that indicates the pattern 

of ticket sales for that event. If the client's patrons tend to buy their seats within the last 

six days prior to the show, he can predict that trend and help them use their marketing 

dollars more efficiently. The computerized system helps promoters to split up their 

marketing dollars for the best timing for promotions. Rock and roll shows tend to have 

many walk-up purchases, so this responsible landlord has assisted his renters in not 

mounting a high-dollar marketing campaign. 

When asked what advantages he sees using the computerized box office system, 

Easterbrook lists the following: 

• Close-out time on a hard ticket system took one hour, it now takes ten minutes. "I 

know I have clean sales, and this saves a great deal of staff time. "88 

• Event settlement is much faster. A recent performance run, after ten days of box 

office sales and two weeks of performances, took forty minutes. 

• Customer service has reached a new level of efficiency. Now, when a patron loses a 

ticket they are able to locate the seat number and reprint the ticket quickly and easily. 

• Credit card sales are recorded, so if patrons who regularly purchase theatre tickets 

forget their card numbers, the box office staff can look it up for them. 

• Innovative marketing efforts have been aided by the system. The Imperial has 

established an effort called the Stariine Service in conjunction with Cellular One, 

88 Ibid. 
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where anyone in the city can dial *269 as a free caU and connect with the box office. 

The box office will reserve a seat for that customer and hold it for 48 hours without a 

credit card number. This marketing device nets the theatre a $15,000 per year 

corporate sponsorship from Cellular One. 

• Renters of the theatre can learn the sales pattern of their event and make better 

marketing decisions. 

• Point of sales efforts are aided by the system, as now customers can purchase tickets 

for many events in one stop. 

Easterbrook feels that the system has almost exclusively positive points, ff he had to 

choose a system again, however, there are a few things he might do differently. For 

example, he would spend more tune, perhaps 12-18 months, using the system exclusively 

for his own shows before offering the service to other promoters. He would market the 

computerized box office system so that others would be asking the Imperial to sell their 

tickets for them, thereby creatmg a demand for the service. "I would leave them on the 

outside until they were asking to come in on the system,"^^ rather than working out the 

bugs on the system with other promoters on line. He regrets going into partnerships too 

fast with other groups without reahzing the full potential of the system. 

He also cautions anyone exploring the possibility of buying an automated box office 

system to "Make sure you get the highest end equipment you can! Spend as much money 
on 

as you can afford on your hardware." He would also buy a faster, quieter Boca printer 

for printing tickets. 
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Despite these warnings, Easterbrook is satisfied with a computerized box office 

system. The patron reaction to it was "...overwhelmingly favorable!" î and it easily won 

over the skeptics who were suspicious of computers. 

Case Study Five: The University of Arizona Department of Theatre 

The Organization 

The University of Arizona is located in Tucson, AZ. The College of Fine Arts (CFA) 

has its own box office on campus that serves the departments of Theatre, Music, and 

Dance. Its performance spaces include two Theatre Arts spaces: Marroney Theatre, a 

proscenium theatre that seats 323 patrons, and the Lab Theatre, a 5-sided, flexible, non-

focused space that seats anywhere from 200-350, depending on its configuration. The 

Theatre Department produces mostly classical events, with some musicals offered. 

Music and Dance have three spaces, including Crowder Hall, a proscenium house 

seating 550; Holsclaw Recital Hall, a recital hall with a permanent pipe organ that seats 

220; and Gittings Dance Studio, which accommodates 330 patrons. Of these, Crowder 

Hall houses the symphony and choral ensembles, while Holsclaw is mainly used for 

individual recitals and organ recitals. 

The box office tickets all of the theatre events and some of the music and dance 

events. Not every production of the Music Department is ticketed, as many of the 

individual recitals are free. This fine arts box office sells between 30-35,000 tickets each 

season, of which 20-25,000 are for performances by the Theatre Department. The 

demographic breakdown of ticket sales is: 50% of the tickets sold are sold to the non-

student general public, 30% are sold to UA employees; and 20% are sold to students. 
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The Music Department also sells many tickets to senior citizens, but they do not do a 

marketing campaign for the music events. 

System 

The system currently used by U A is Dillard's Ticketing System. Of all the case 

studies presented in this work, U A may be the most dramatic example of the hnpact of a 

computerized box office system on a theatre, as they are in the transitional phase of 

ending their relationship with Dillard's and instalUng a new ticketmg system. This school 

has used their current system since 1987, when a contract with Dillard's was negotiated. 

As a ticketing service, Dillard's provides the hardware and software used to sell tickets 

and gives the box office access to their mainframe for ticketing selection and data storage. 

According to the Theatre Marketing Director, Juha DeHesus, "It is a fine system for what 

oo ^^ 

it is intended to do; however, it no longer meets the need of UA." The system is 

intended to seU volume tickets for single events for a single show, for example, a rock 

concert, tractor pulls, or the Ice Capades. It is a good system for events where the 

producer is not trying to gather data about recurring or season customers. 

It is a good system because h has an easily accessible network throughout the state, 

yvith an 800 number for ticket sales. It also has sales offices in Dillard's stores which are 

usually located in high-traffic areas like malls. 

Why does the Marketing Director feel that the Dillard's system no longer meets the 

needs of her department? "It is severely lacking in functionality in its abihty to deal with 

complex series or season packages, and in its ability to maintain detailed sales history 

records for series or single purchases."^^ It is also limited, according to DeHesus, in its 

92 Juha DeHesus, personal interview, 18 August, 1995. 
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retention. The system can maintain a subscriber patron database but will only retain a very 

limited amount of data and only for the most active season This creates an unpleasant 

fold in the marketmg efforts of the Theatre Department, as they can not analyze data for 

more than one season at a time, thus makmg it difficult to assess validity of marketing 

campaigns. The system offers the abihty to keep single ticket patron mformation, but only 

for a substantial fee. 

DeHesus feels strongly about the effect ofa sophisticated automated box office 

system in relation to development efforts. In a letter to the Dean of the CoUege of Fine 

Arts, she outhnes this relationship by saying: 

...nationwide, mdividual donors make up the largest sector of 
givers to the performing arts. Typically, individual donors 
regularly attend the performances of the mstitution they support. 
Donorship (or potential donorship) is strongly linked to 
attendance; therefore the abihty to maintain detailed records ofa 
patron's attendance history, frequency and preferences is a vital 
component ofa successful development effort. In addition, once 
identified as donors or potential donors in the box office system, 
the box office staff can better serve the patron, and these donor-
patrons can be targeted for special events, activhies or gift 
opportunities that would be of interest to them.94 

DeHesus also finds the system user-unfriendly. The program is highly syntax 

oriented, so the commands must be memorized and typed exactly as the system expects 

them. It is difficuh to back out ofa transaction or charge, and it is difficult to correct a 

typographic error within a transaction. A box office employee, during a phone 

transaction, may misenter the credit card number, but cannot go back to fix it. The staff 

member must continue through the entire transaction, void it, then reselect the seats and 

do the transaction all over again. 

94 Julia DeHesus, letter to Dean Maurice Sevigny, 25 May 1995. 
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The Dillard's system is also limited in its reporting abilities. Although it can do daily 

close-outs appropriately, it lacks flexibility in reporting information to management and 

marketmg staff in a manner in which it is easily used. Management may want to know a 

specific piece of demographic or sales mformation, like how many tickets were sold to 

senior citizens over the hfe ofa show for how many dollars. The system may be able to 

give up that mformation, but it is not easily retrieved and is not reported in a very flexible 

form. 

This automated box office system also does not have the ability to track essential 

marketing information. One of the most common questions asked by many marketers is, 

"Where did you hear about this production?" so that marketmg campaigns can be 

evaluated. Some computerized box office systems offer interest codes or flags that can 

help marketing departments wage effective campaigns; Dillard's is not among them. 

Currently, there are two workstations in the box office, but only one is linked to the 

ticket printer, so the other is used only for phone orders. This system does not work well 

during the box office crush prior to curtain when many walk-up sales are processed. With 

the new computerized box office system, there will be two Pentium workstations in the 

box office, both with printers, one station for the box office manager for reporting 

purposes; and they may expand and put a PC in for each of the following areas: marketing, 

development, and music. The new hardware will include a Boca thermal ticket printer, a 

quieter, faster printer than the current ticket-spitter supphed by Dillard's, and a Pentium 

file server. 

Selection 

The College of Fine Arts Box Office at UA is managed by the Theatre Department 

The initiative for a new automated box office system can be traced back as early as 1990, 

when a new department head for the theatre department was hired. This chairman was 
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management oriented and acted in the role ofa producer. A new Dean of the College of 

Fine Arts came to the university that year, and he was very interested in establishing new 

initiatives in earned income and development. In addition, a new marketing director for 

the theatre was hired, and the next year a new development director for the College of 

Fine Arts came to UA. With the new staff members came a realization: "We reahzed that 

many pieces of information were lacking because of the limitations of the box office 

system."^^ 

There were several pieces of information that the system could not dehver. For 

example, the Dean wanted to create advisory boards for each department in the CFA. 

While looking at appropriate nominees for the boards, the Marketing Dkector was asked 

to confirm that the candidates attended shows, and the system did not deliver that 

mformation. The Development Office wanted information about attendance habits of 

current or potential donors; it could not be provided from the system. All of these 

hmitations were noticed by the new leaders during their first year at UA. "The Marketing 

Director was particularly insistent about investigating systems that were specifically 

designed to meet the needs of performing arts organizations."^^ 

Another impetus for change was the fact that UA's contract with Dillard's was gomg 

to expire in June of 1995. The CFA would have to renegotiate for a new contract, which 

may have been substantially more expensive, as their real costs were under the umbrella of 

the 1987 contract, and prices in the new agreement would reflect current charges. 

Financially, there was a need for immediacy. 

The process of selecting a new automated box office system was lengthy. Over a 4 

year period, an advisory committee appointed by the Dean studied the options. The initial 

95 Julia DeHesus, personal interview, 18 August, 1995. 
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committee, spearheaded by the theatre Marketing Director, consisted of the dhector of 

Theatre Arts, the development director from the College of Fine Arts, the box office 

manager, a representative from the School of Music, and the director of the School of 

Music and Dance. 

Together, the committee designed a list of criteria for a new automated box office 

system. Then- system, they decided, had to be designed for a performing arts center and 

had to be PC-based. They wanted an in-house system, not a service like TicketMaster, 

TickeTron, or Dillard's, where they logged onto someone else's mamframe and had no 

control over data capture and reporting functions. User friendliness was a priority, and 

good reporting fimctions were a must. 

Initially, they investigated automated box office systems, then they developed their 

criteria. The Marketing Dkector called a professional organization. Box Office 

Management International (BOMI), for a list of vendors of computerized products. She 

called most of them for information and mailed out questionnaires. After receiving 

information, the systems were ranked by category: small systems, designed for smaller 

theatres not wanting to capture large amounts of data with hmited reporting functions; 

medium systems, that may have worked for UA but would not meet all of their needs, and 

large systems, which may have met most of the desires on the criteria list, but which were 

more expensive than the small or medium systems. 

Once ranked, the Marketing Director asked for a demonstration of the products. For 

smaller systems, the vendor usually mailed a demonstration disk to UA. Some systems 

could be elimmated immediately, based on the lack of ease of use and sophistication of 

fiinctionality. "The box office manager and I could tell right away when we took the first 

look at a demo disk if we hked the feel of the system and if h would work well for us. If 

the screen didn't look easy to understand or was cluttered or wasn't graphical enough, we 
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ruled out that product. All systems can take a name and address; it's the degree of 

sophistication in reporting and use that mattered to us."^ 

The higher end, or more expensive system vendors sometimes provided a 

demonstration at UA. The selection committee "... looked at the enth-e range of 

possibihties,"^^ and finally invited ArtSoft and Select on campus to give a demo. Even 

though the selection and funding process took nearly four years, the Marketmg Dh-ector 

maintained relationships with those vendors to keep abreast of their products 

developments. 

The box office manager who was involved in the process left her position about 

halfway through the selection process and just shortly before the BOMI convention. The 

Marketing Director and a representative from the Music Department traveled to the 

BOMI convention to take another look at some of the systems. 

After narrowing the field of choices, DeHesus had to devise a cost analysis for the 

Dean. Smce the funding was not already m place, the committee needed to find 

capitalization money for hardware, software, and licensing fees, a change from the month-

to-month bilhng they were accustomed to with the Dillard's system. They also looked at 

the pricing structure for a new contract with their current provider. 

Their money for the system came from several sources. The Provost of the university 

provided $10,000, v^th an additional $10,000 coming from the Dean of the College of 

Fine Arts. The Development Director helped obtain $5,000 from the University of 

Arizona Foundation and the departments of Theatre, Dance, and Music pitched in $6,000. 

The grand total for the system was about $35,000, which included the hardware, software. 
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licensmg fee, and one-time expenses, but did not mclude the annual operating expenses of 

about $3,000. The Dillard's system annual cost was listed at $3,120. 

Gettmg the fimding, accordmg to the Marketmg Dhector, ".. was a catch-22. We 

couldn't ask for the money until we knew what the system cost, but yet we didn't know 

what system to ask for until we knew how much money was available."^ 

The University of Arizona is a state institution, so they had to go through the formal 

bid process. Only two systems met theh specifications, ArtSoft and Select. 

After the BOMI convention, DeHesus v^ote an evaluation of the functionality and 

cost comparison of each system, hsting all of the possibihties. With this data, a 

recommendation was made: they listed what system the committee preferred and which 

system they could live yvith. After analyzing everything, the committee decided to ask for 

their top choice, the highest-end system they liked, the ArtSoft system. After choosing the 

system and asking for flinding, it took nearly three months for funding to be approved. 

The selection committee from UA had specific reasons for choosing the ArtSoft 

system. The new system would process single and subscription ticket sales, as would 

virtually aU of the computerized box office system available. Beyond that, it also provides 

a graphical representation of the seating and of all of the venues, an important element 

when using a flexible structure like the Lab Theatre, where seating changes from show to 

show. It also provides the opportunity to have user-definable event codes and 

performance codes. 

The ArtSoft system allows for full integration of ticketing functions vsith the patron 

database, which means that a box office employee can search for patron information 

during a ticket transaction, and can update the patron's address during a sale. It also 

tracks purchase motivation during the transaction. 
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The new computerized box office system generates many "canned" reports, such as 

daily close-out and basic labels, and also allows for custom report generation. The patron 

database module is user-friendly, m that it has the ability to show patron relationships and 

contains a memo area for internal information about the chent. 

Practical Apphcation 

Although excited about installation of the new system, there are some concerns from 

an application standpoint. DeHesus and her staff are "...apprehensive about deahng with 

an mstallation m mid-season!"*^^ The theatre will end their commitment with the Dillard's 

system, return to hard tickets for a month during the hardware installation, then bring up 

the ArtSoft system. The box office staff will then need to back enter 12,000 tickets so 

that the system is up-to-date. For the box office staff, the Marketing Director, and the 

patrons, "It will be very stressful. However, we've notified the patrons by mail that we 

are upgrading to a new, unproved computer system and that they will get better service as 

a result of it. The subscribers have been very understanding."^^^ 

Training is another issue that must be approached. The former box office manager 

was very comfortable v^th the Dillard's command-driven system, but h was not always 

intuitive to the new box office staff members learning it. Box office staff members are 

usually non-theatre students, and they could learn to seU a ticket on the old system m 

about one week, while taking 2-3 weeks to learn the more advanced features of the 

system. With the new system, DeHesus feels confident that new employees can be selhng 

a ticket in 1-2 hours and will have learned the advanced functions in several hours to 1 

day. The ArtSoft system was so mtuitive that the Marketing Duector and Box Office 
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Manager could go through the steps of selhng a ticket after the initial viewing of the 

screens. They are planning a 2 day weekend for staff training so that when the system 

goes on-line, box office staff members are ready for anything. Additionally, the vendor 

will provide 5 days of intensive training for the Marketing Director and the Box Office 

Manager. 

Will the box office employees accept a new system? According to the Marketing 

Director, the Theatre Department only hires students who can type well and who are not 

computer phobic, so they are very adaptable. Both the Box Office Manager and the 

employees are "...very excited - in fact, elated about the ArtSoft system."̂ ^̂  

Conclusions 

What will the effects be of this new computerized box office system? DeHesus feels 

that the fine arts departments, especially theatre, will be under more pressure to do 

cooperative packaging of events, since each fine arts component contributed money for 

the system. The theatre runs at a 92% capacity for their shows, but the other fine arts 

areas yvill notice a larger return on their investment. This may increase sales for the music 

and dance areas, who currently do not market their productions. 

The new system will also allow the Marketmg Director to be more efficient with her 

marketing doUars. Currently, the theatre department cannot evaluate the effectiveness of 

marketing campaigns due to lack of reporting functions. With the new system she can 

judge the productivity of current campaigns and, after coUecting data for a few years, will 

be able to compare various kmds of packagmg. 

Would the UA committee do anything differently if they had to choose a new 

automated box office system agam? DeHesus feels that they covered aU the bases in 
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selecting a new system, but there were two factors that she would change if she had the 

opportunity. She would have the funding secured prior to selecting a system so that they 

could better concentrate on the available products and not worry so much about money. 

She also v^shes they could have attended the BOMI conventions more than once. 

The ideal situation for her would have been to attend a convention mitially to view all of 

the systems and visit again after ehminating some of the products to see the remainder of 

the systems working at the conference. 

Despite those shortcomings, the Marketing Dhector feels that the system will be a 

great advantage to the theatre, because they will now have the opportunity to do thuigs 

they have always wanted to do. They will be better able to track and account for ticket 

sales, and capture marketing data. They will also be able to create a Fme Arts sample 

series, with tickets for theatre/music/dance events and track demographic data about the 

patrons who purchase them. 

Case Study Six: Brigham Young University 

The Organization 

The campus of Brigham Young University, located in Provo, Utah, sells about 

$230,000 worth of tickets each year for their fine arts events. The box office serves five 

venues for the Departments of Theatre, Music, and Dance. These venues include a 1400 

seat concert hall, a 600 seat drama theatre, a 400 seat recital hall, a 200 seat proscenium 

experimental theatre, and a 150 seat black box theatre. The biggest market for fine arts 

events tickets is students and faculty of BYU. A subscription base of 350 patrons for a 

music series, 350 patrons for a symphony series, and 3700 patrons for the theater series 

are served from this box office. 

Despite selhng a large number of tickets, the BYU box office used a hard ticket 

system until about five years ago. The sports events box offices were computerized, but 

automation was new to fine arts ticketing centers. Paul Duerdan, the Marketing Manager 
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of the Theatre Department, pushed for an automated box office system at the school. 

Duerdan did a cost analysis of how much the hard ticket system cost each year Not only 

was the cost of printing hard tickets expensive, but two departments, music and theatre, 

had their own box office, and the cost of operating two box office centers was considered 

in the analysis. The departmental administration approved the idea of computerizing, 

provided that he spent no additional funds to do it. 

The System 

The system chosen by BYU is the Tixsales system. They run it on the DOS platform 

and may upgrade to a recently developed Windows version, although there is not a great 

rush to migrate to Windows. It is not an integrated system, but the organization can 

export information from Tixsales to their word processor, WordPerfect, and their 

spreadsheet program, Microsoft Excel. It also works weU yvith the networking software, 

made by Novell. 

The Tixsales system allows the BYU staff to coUect data other than customer names 

and addresses. The most prevalent use, next to patron data, is for mailing labels. The 

theatre uses direct mail as one of their primary marketing tools, so the system gives them 

needed flexibihty to pull labels sorted by show, performance type, zip codes, and other 

deluniters. 

The system also serves BYU well in that it can capture pubhcity mformation with the 

ticket sale. The marketing information is acquired through a series of screens. After the 

initial question, "How did you hear about this production?", the patron's response is 

recorded on a screen with ten different options. Should the answer be, "From the 

newspaper", the box office staff member chcks on newspaper, which takes him to a 

subscreen, and he asks the patron, "Which newspaper?" The system captures very 

specific marketing information that enables the BYU staff to assess their marketing efforts. 

59 



The administration of the Fine Arts areas were supportive of Duerdan's decision to 

computerize There were very few actual costs associated with the project. The PCs were 

already in place, as the computers were in the box office being used as word processors. 

Initially, there was a need for printers, so the department spent $1500 on two dot matrix 

printers for the ticketing areas. 

BYU started yvith just one computer at the box office windows and also sold hard 

tickets for their events. They upgraded to two PCs and now have seven PCs and a Local 

Area Network (LAN). Currently, they have all seven PCs on the network. One 286 PC, 

two Pentium PCs, and two 486 PCs are in the box office. Two 386 PCs are m the 

administrative area. Two thermal printers are located in the box office. 

The software cost for Tixsales was $500, which included the service and support 

costs. The staff members at BYU found the support to be very responsive. "The 

company was so small at that time that when I called for tech support I was talking to the 

programmer, who could reyvrite the system and send it out to me on a disk the next 

day."io3 

Duerdan's staff of mne cashiers is completely composed of BYU students; Duerdan is 

the only full time employee. In addition to his duties as marketmg manager, he also 

oversees all front-of-house fimctions, handles promotion and publicity, teaches a graduate 

level Theatre Management course, and oversees twenty three students working in the 

theatre. Training is provided to staff members by the marketing manager, who sees a new 

crew of employees every year, so the training process begins anew each fall. 

Although the student staff members were enthusiastic about computerizing, they were 

a httle nervous. When he purchased the Tixsales system, "They sent me an instruction 

103 Paul Duerdan, personal interview, 27 September, 1995. 
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book that was about eighteen pages long. I read it, tried it, then taught the staff."io4 with 

the new system a student can be selling tickets at the window in about ten minutes. The 

cashiers get about three hours of training, little of it formal. Most training is done at the 

window and processes are taught to employees as they experience them. "We may have 

twenty four price categories for one event"io5 so Duerdan feels that training on the job is 

more effective than formal training. The employees also learn to process phone orders, 

mail orders, and work yvith walk-up customers. 

The marketing manager says h took about the same length of time to learn to sell 

hard tickets at the box office window, and, initially, the PCs slowed down the ticket selhng 

process. Once the employees became accustomed to the computerized box office system 

their speed increased, and now the box office is equipped with computers with Pentium 

processors, which has also helped speed up the process. Duerdan speaks proudly of his 

staffs ability to quickly process orders, as he points to the first thirteen days of the fall 

semester, when his box office employees processed over 21,000 tickets. 

Selection 

There were several opportunities that led the marketing manager to desire a 

computerized box office system. The first opportunity was the savings that would be 

realized in operating expenses. The second opportunity was the ability to replace lost 

patron tickets with a minimum of discomfort for both the box office staff and the patron. 

"Once a hard ticket is out the window, it's gone"io6, says Duerdan, which made it difficuh 

to replace a lost ticket with the exact seat number and performance. The Tixsales system 
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helps the box office keep better track of sold tickets. The system also tracks publicity 

information, which can be recorded very quickly during the point-of-sale. This 

information is used to evaluate the effectiveness of publicity and promotional efforts 

Duerdan investigated computerized box office systems by attending the Box Office 

Management International (BOMI) Conferences. He has been a member of BOMI for 

many years, and at the conference six years ago examined the possibilities. 

His primary consideration, according to Duerdan, was price. "I ran across Tixsales 

and it was only $500. I knew my ticket printing cost was $6300 dollars a year, so I feh 

like I could save $4000 just in the price of ticketing stock."io7 Although price was his 

primary motivation, he had no set budget for the system . "Administration told me if I 

could pay for it, I could have it, so I decided to try Tixsales."io8 

Did Duerdan consider having the Information Systems department on campus write a 

custom application for theatre box office? "The Computer Science Department wrote 

programs for us for other things, including producing mailing labels and stuff, but they 

never really worked out."io9 j\^[^ marketing manager also likes the fact that he can tweak 

this system at wiU, just by caUing the technical support number and talking to the 

programmer. 

Practical Apphcations 

When the Tixsales system was installed at BYU, Duerdan did not give up the system 

that his staff already knew, the hard tickets. For the first season after computerizing, the 

box office ran with both the automated box office system and hard tickets as a backup, 
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which the marketing manager describes as "Real hairy!"'lo He does not recommend that 

approach for box office managers computerizing for the first time, but defends his decision 

to use both systems by saying, "I knew going in that I was only putting up five hundred 

dollars. I thought I would check it out for six months to a year. If it didn't work, I would 

just throw it out and go back to hard tickets, so I was covering myself by not letting go of 

the old system."Ill 

The first six months of usage had challenges. The most notable was that of getting the 

printers to communicate yvith the LAN. "The program was okay, but the way our 

computer people here had set things up didn't always work with the program."ii2 

The system does not offer a development module, but that was not an area of great 

concern to Duerdan. All development efforts at the university are done through a central 

development office, and they split the moneys according to the donors preferences. 

Consequently, " t h e r e is not a lot of emphasis on development from the fine arts areas, 

more emphasis is placed on development from the sports areas.""3 

The Tixsales system does offer the ability to do daily reports and also to track patrons 

and identify them for future mailings. It also tracks dollars generated in box office 

receipts, and any money made, over the operating expenses, goes back into the programs 

for other needs within the department. 

Some of the needs of BYU were not met by the system or its components initiaUy. At 

the beginning of the computerization process, the box office printers would not print, 

which is a catastrophe to a box office that does a substantial walk-up business. 
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The servers used in the construction of the LAN were not state-of-the-art, so they 

crashed frequently during the start up phase of the automated box office system. The 

network was installed by a Computer Service Representative (CSR) who works for the 

university's computer department and who is assigned to specific areas on campus. The 

Theatre Department's CSR learned the system as he experimented with it, and eventually 

worked out the miscommunication between the Tixsales software and the LAN. 

The Tixsales system, still in its infancy, offered its own problems, as it occasionally 

would freeze up during use. BYU had developed a rapport with the vendor, so during 

that time they were able to ask the programmer to make the necessary adjustments and 

express mail them the upgrade. Very often, problems were fixed by the next day. 

BYU's needs are met by the system in the areas of report generation and daily close-

out. Duerdan cites the ability to get more information from the system than he ever did 

before computerizing. For example, he can generate a report that tells him what they've 

sold and when they've sold it so that he can better schedule resources Many times the 

department wants a report on a specific show, detailing how many performances of an 

event are in the offing, how much money they have made from that show in advance sales, 

and how many tickets per performance they've sold. "When someone asked me for this 

information when we were on hard tickets, I just guessed, and could come pretty close. If 

they wanted an exact number, I would tell them to send down their secretary to count the 

tickets because my staff didn't have tune to do a manual count. Now it is easy to provided 

them with exact numbers."ii4 This information, provided by the computerized box office 

system, is helpfiil to Duerdan as marketing manager, as he can tell by looking at a report 

that he needs to do additional marketing for a particular event It also tells him, when a 
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problem arises, and who sold the tickets so that he can provide remedial training to an 

employee experiencing problems yvith the system. 

The Tixsales system also provides the ability to service the patrons faster when they 

need an exchange or an update on their seating location, and allows staff to keep and 

update patron data in a more efficient manner. 

Conclusions 

BYU was able, with help from the vendor, to work out most of the chaUenges from 

the computerized box office system, but Duerdan says, "It still has glitches. It is not, after 

aU, a $30,000 system, "n 5 One of the most obvious chaUenges may be the way it 

processes exchanges. The Tixsales programmer and BYU have customized it so that they 

can deal with the process, but "Exchanges are stiU a pain."ii6 According to the marketing 

manager, a process had to be developed outside of the system that would provide 

accountuig mformation needed by BYU auditors That process uses a paper voucher that 

employees put in the drawer during a ticket exchange. The problem is not specific to the 

Tixsales system , so Duerdan does not feel cheated by the software, as this is a challenge 

he feels he would face with any computerized box office system "When you sell a ticket 

on Tuesday for twenty doUars, then exchange it on Thursday for a Friday night thirty 

dollar ticket, there is no way you can account for it on the Tuesday night that has already 

been closed."117 

Some universities, including Utah State University in Logan, have successfiiUy 

combined ticketing centers and pooled resources to purchase a higher-end computerized 
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box office system. The marketing manager does not feel that will happen at BYU, as the 

sports areas use the Paciolian system, a system that is appropriate for large sporting 

venues but not for fine arts events in smaU theatres. He cites the difference in performance 

series as a setback to combming the two areas. Basketball and football, he points out, 

package their season so that they deal with subscribers who purchase six games, played 

only once, "...like a series of one night stands. We may do six plays in one theatre, but we 

offer fifteen performances of each play. When a customer buys or exchanges a ticket, the 

box office employee deals with not just which performance, but which night and what 

ticket price."118 

Duerdan wiU not consider which system he would have chosen if money were not a 

consideration, because, as he explains, "Money was a consideration, it was the only 

consideration."ii9 He picked the system because it was the least expensive system he 

could find, but has been satisfied with the performance of the automated box office 

system. 

If Duerdan had to evaluate, choose and install a new system again, there are a few 

things he would do differently. He would have someone on the box office or theatre 

department staff with more computer experience, as he feh that he was learning as he went 

and, due to his inexperience, was often at the mercy of the university's CSR. He also 

would hire programmers or computer science majors for box office staff positions, as they 

could fix the problems with the system. 

Even after five years, the marketmg manager feels that he is still learning about the 

challenges and opportunities of automating a box office. Each year, the Dance 

Department produces an event called Worid of Dance (WOD) that offers several types of 
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dance events and many performances. WOD tickets go on sale the first day of the fall 

semester and many arts and humanities instructors require their students to attend The 

box office sells 5600 tickets for this event at the same time they are selling season 

subscription tickets. The department also has historically received complaints from the 

faculty and students that they are not given an equal opportunity to purchase season 

tickets, which go on sale at the end of the spring semester when students and faculty are 

gone, this year he designed a package called the Pick Six Series, aimed at that group. 

During the first week of the semester, the box office was selling Pick Six tickets, regular 

season tickets, single tickets for 130 events, and WOD tickets. After observing his box 

office staff emd computerized box office system deal with the rush of events, during which 

a student may have stood in line for two hours to purchase a ticket, Duerdan has decided 

that next year he wiU hard ticket WOD and open one window just for that event. This will 

enable patrons who want to quickly purchase one ticket for a single event to do so 

quickly, without standing in line behind a season subscriber who may take up to twenty 

minute to purchase and pay for a subscription. 

Duerdan offers other advice for theatres that are automating. He feels strongly that it 

- is more efficient to install the new system intact, all at once, rather than hanging on to the 

paper system as he did. He also advises that a new system be installed in a box office 

where there are as many full-time employees as possible. All of the employees in the BYU 

box office are part time students, and the marketing manager feels that he looses some 

consistency there. Dayshift staff members may rush off to class and forget to 

communicate needs or problems to the evening shift employees, leaving them to fend for 
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themselves if there is a patron problem at the window. Finally, after overseeing a box 

office that has sold over $200,000 worth of tickets in thirteen days, he offers this advice to 

theatre management professionals thinking about automating: "Change career fields!"i2'' 
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CHAPTER III 

ANALYSIS OF SYSTEMS 

FoUowing is a broad overview and analysis of each computerized box office system 

used by the theatres outhned in the Chapter Two case studies. It is beyond the scope of 

this dissertation to discuss every aspect of each system. However, it is useful to the arts 

management professional, in choosing an automated box office system, to have an 

understanding of the highlights of each product and an overview of the system 

requirements. 

Tixsales 

The Tixsales system, used by Brigham Young University (BYU), offers three 

packages, ranging in price from $895 to $995 to $2500. The system purchased by BYU, 

although smaU, includes several advantages. It prints tickets as they are sold so that 

venues do not waste space, time, and money printing the whole house. 

The system requirements for the three Tixsales systems are summarized in the 

foUowing table. 121 

121 Four Versions of the Box Office Accounting Software that is Guaranteed to Pay 
foritseif (Menlo Park: Center Stage Software, 1995)2-3 
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Table 3.1 System Requirements 

Price 

Processor 

DOS version 

Minimum RAM 

Network 

Minimum disk 

space 

Mouse support 

Interface 

Maximum seats 

Basics 

$895 

XT or later 

3.3 or later 

640K 

Netbios or 

Netware 

20 MB 

Chart only 

Menu-driven 

3,000 

Windows 

$995 

386 

5.0 or later 

4MB 

Netbios or Netware 

25 MB 

FuU mouse support 

CUA Graphic (similar 

to Mac) 

3,000 

Tixpro 

$2,500 + 50/seat 

(for seating chart) 

286 

5.0 or better 

2MB 

Netware 3.1 or 4.0 

80 MB 

Chart only 

Menu-driven 

Unlimited 

The packages accommodate small venues (<2500 seats) and larger venues (>2500 

seats) There is also a shareware version, available for theatres that can not afford a 

computerized box office system, that accommodates general admission ticketing. Each of 

the three packages has the ability to be connected to a Local Area Network (LAN) so that 

workstation information can be shared. That means an organization can have as many 

staff members selhng tickets as there are PCs. The system can also be run over phone 

lines so that remote sites can sell tickets and be interconnected. 

The vendor of Tixsales, Center Stage Software, sells generic ticket stock for ticket 

printing The stock is twenty one dollars per one thousand tickets, and more colorful 

stock is available from other ticket stock vendors The tickets can be printed on a dot 

matrix printer or a thermal printer. The thermal printers are quieter and faster, but more 
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expensive than a dot matrix printer. A sample of tickets printed from the system is shown 

in Figure 3.1. 

A HOLL 
Roark 
Sale 50817 
01/13/95 
8:00 
$8.00 

V. 

P0817 
18.00 

A MOLL AND THE NIGKT VISITORS 
"Girls just gotta have funds'" 

A different kind of Christmas show 
Friday January 13, 1995 Time: 8:00 

50817 
$8.0£t' 

fJP^^/"Mk^^ ^>V^X^ y^^'T-O^ ••;- -j-

>^' 

A MOLL 
Roark 
Sale 50817 
01/13/95 
8:00 
$112.00 

60817 
1112.00 

A MOLL AND THE NIGHT VISITORS 
"Girls just gotta have funds"' 

A different kind of Christmas show 
Friday January 13, 1995 Time: 8:00 

$1 

Kj/' I^^M^^J!^-^^^^^^^^^^^^ 

50817" 
12.0(>'̂  

^^^mih. 
A MOLL 
Roark 
Sale 50817 
01/13/95 
8:00 
$8.00 

^0817 
i8.00 

A MOLL AND THE NIGHT VISITORS 
"'Girls Just gotta have funds" 

A different kind of Christmas show 
Friday January 13, 1995 Tirr>6: 8:00 

50817 
$8.00' 

Figure 3 1 Sample Tickets 

An advantage of this system is that the files are database compatible and can be 

imported into spreadsheet and word processing programs, allowing for easy creation of 

mail merge files (form letters) and accounting reports and charts. The product is also able 

to bar code the back of the tickets, and bar code hsts can be created and sold to other 

organizations for additional revenue. 

Some standard features that are available in all versions of the Tixsales software are 

on-screen seating charts and the ability to track an unlimited number of events with an 

unlimited number of seats. The software also tracks eighty-one categories of publicity so 
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that marketing managers can assess their promotions campaigns. Twenty four price codes 

are available, as are ten different payment plans. The systems support all types of printers 

and technical support is unlimited and free. 

Center Stage offers some additional features that are not standard but can be added to 

their systems. They include on-line credit card verification to verify credit charges in as 

little as six seconds. Card readers and receipt printers are also available. Remote access, 

for off-site ticket sales, can be appended to the software. The system runs over phone 

lines and can stiU provide security for credit card transactions. 

More than twenty five reports are available within Tixsales, and the program is user 

definable so the arts organization can design their own reports. Patron history, including 

demographic information and sales history, can be retrieved in a report. 

Some sample reports from the Tixsales system are displayed in Figures 3.2 and 3.3. 

In a pamphlet provided by the vendor, they suggest a creative way to recognize donors 

after running a report: "Get a report ofa single performance and teh the computer to 

include donations. All of your donors wih be listed with their donation history Then, put 

a bouquet of flowers on the seats of the top donors."*^^ 

122 The Tixsales Box Office Accounting System (Menlo Park: Center Stage Software, 
1995) 1. 
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Here is a blank chait with a high-priced sectioa marked with blocks. The k>w-priced section 
in the back of die theatre is marked with circles. Wheelchair seats are marked with a "w" on 
die right side of the chart. These codes are an easy way to distinguish the diffierent price 
breaks in the seating chart. 

BEYOND THERAPY Date: Friday 09/08/95 
Mid(U.ebuxy Col lege Malnstage Time.- 8:00 PM 
Middlebuzy Vermont 
Date and time of report: 09/08/95 17:03 

=11 
Row A A 
Row B "2 ~ B 
Row C ••••^••••••••••••••_HBaa C 
Row D ••••_••••••••••••••_•••• WW D 
Row E ••••^••••••••••••••_BHaa WW E 
Row F ••••_••••••••••••••_•••• F 
Row 6 _ _ G 
Row H _ _ H 
Row J "" _ oo J 
Row K "• _ _ «• K 
Row L oopo oooo L 
Row M o o o o o e o e o o a e o o e e e e o e e o e e o o o o o e o~~e e o oo a o o o o o o o o o e o M 

Now, here is a diart with some of the seats sold. 
Sokl seats are marked with letters correspotidiiig to their price code. 
Season ticket holders are marked with an "S" 
Complimratary seats are marked with a zero 
Special price seats are marked with a dollar sign 

BEYOND THERAPY Date: Friday 09/08/95 
Middlebury Col lege Mainstage TiToe: 8:00 PM 
Niddlebiiry Vermont 
Date and time of report: 09/08/95 17:03 

Row A _SBBBB--SS _ A 
Row B _AAABa>AABABABA_ B 
Row C SSSS_AA-AAAA«BBAAAA_SSAA C 
Row D •CAA_0000"«SSCCAAA$_$OOOSS ww D 
Row E •BAA^SSAB»SSSSSSSSS^""«» ww B 
Row F ••••_AA»""*""""SSSS_SS"" F 
Row G BB_$$. .SSSS-• • •SS_ G 
Row H _CD CC_SSSS H 
Row J »• 00$$_ _ •• J 
Row K '" CCBBAAA_ _ • " K 
Row L •••• _ _ oo-o L 
Pnw M o o oo o e o o o o B o o o o o o o o e a o •• Q o o o eo o o o » o o o o o o « o o o o eo o f/^ 

Figure 3.2 Seating Chart 
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P u t o i i c l t y Rapor-t C o r H A M L B X - A d v a n t u i r a a o * a L i t c l e P ± g 
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D e s c r i p t i o n 

N e w s p a p e i r c o u p o n , U S A X o < l a y 
K e w s p a p e x : c o u p o n . P e n i n s u l a A d v i s o i : 
R e f e i r j r a l , H o t e l oxr M o t e l 
R e f e r r a l , f r o m C r i e n c J e 
R e f e r r a l , f i - o m s e a s o n t i a c h o l t l e x r s 
R a d i o , KBOQ p r o m o t i o n a l g i v e a w a y 
R a d i o , KPZG 
R a d i o , KAZU 
N e w B p a s > e i r , S a n K r a n c i o c o C h r o n i c l e 
K e w e p a p e i r , P e n i n s u l a H e r a l d 
N e w s p a p e r , t7SA T o d a y 
K e w a p a p e r , LA T i t n a s 
T e l e v i s i o n , C h a n n e l 2 
T e l e v i s i o n , C h a n n e l 3 
T e l e v i s i o n , Public T V 
Direct m a i l , A p r i l c a m p a i g n 
Direct m a i l . R e n e w a l c a m p a i g n 
D i r e c t m a i l , B a r l y - b i r d o f f e r 
Direct mail, Hewcotner's o f f e r 
B l a c k m a i l , P r o m i s e d w h i l e drunJc 
BlaclciTiail, instead of flowers 
T h e y ow^e ue , W e did them a favor 
T h e y owe ue, You d o n ' t w a n t to Vcnow 
Renewal, L,ast y e a r ' s s e a s o n tix 
Renewal , Previovis s e a s o n s 

Figure 3.3 Pubhcity Report 
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TicketStop 

The TicketStop system, used by the Imperial Theatre in Augusta, is a medium-sized 

automated box office system. In addition to printing tickets for theatres and small arts 

organizations, h can also be used to print tickets for "...raffles, passes, name badges, 

general admission event tickets, amusement park coupons, miniature golf score cards, and 

reserved seating event tickets."^^3 

The vendor offers three versions of the software to run on different platforms. 

System requirements for TicketStop are hsted in the following table (Table 3 2) '̂ 4 

laoieJ.z system Kec 

P r i c e (includes base price and 

additional modules relevant to 

theatres) 

Processor 

DOS 

Memory 

Disk space 

Monitor 

uirements 

DOS version 

$1995 

286 or later 

5.0 or later 

640K or better 

3.0 MB 

Monochrome or 

color 

Windows version 

$1295 

386 or later 

5.0 or later 

4-8 MB 

1 5MB 

Color VGA 

Macintosh 

version 

$495 

68030 or 68040 

System 6.0.5 or 

later 

1MB 

400K 

Color 

123 TicketMaker Professional Demonstration Manual (Bellvue; TicketStop, Inc , 
1995)2. 

124 Ibid. 

125 125 TicketMaker Professional Price List (Bellvue: TicketStop, Inc., 1995) 2-5 
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The system is a modular one, allowing theatres to purchase just the ticketing options 

they need. They can start with just the ticket sales module, then add a reserved seating 

module, a series/season ticket module, a database module, and a multi-terminal module. 

Selected modules can be installed all at once or one at a time, as the theatre grows. 

For reserved seating events, like a theatre production, users can define their own 

seating arrangements. This process allows the user to choose how the seats are 

designated (row, section, area, seat number) and creates a graphical representation so that 

patrons can choose their seats fi-om a seating chart. The program also includes a "Next 

Best" feature that chooses the best available seats fi-om the unsold seats. As seats are 

sold, they are marked on the seating chart so that patrons and staflf members can tell at a 

glance what is available. This graphic can also help select seats for group purchases. 

Arts organizations offering series tickets, like a season subscription, have additional 

options with the TicketStop system. A series of tickets can be sold and printed in a single 

transaction, allowing patrons to be served quickly at the box office window. When a 

series is purchased, the system also marks all of the tickets for each performance as sold, 

avoiding the confusion of marking them unavailable later, one date at a time. 

Sales information is entered into a database as transactions occur. The box office 

staff can choose to work with the database turned on to collect data or turned off if data 

collection is not needed by the organization. From this database, sales reports are run and 

patron information is recorded. The database is separated into two collection areas: 

patron data and sales data. Each area can be accessed individually or in tandem. It also 

allows users to search for patron information by seat number, enabling the staff to do 

things like return personal items forgotten in seats. They can also find seat numbers by 

name, making it easy for them to reprint lost or forgotten tickets. Tickets can be batch 

processed, aUowing the box office staff to sell many season or single tickets in one day, 
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then print them ah after the box office has closed its windows The software also manages 

returned tickets by placing them back into the inventory. 

The database module keeps patron data (names, addresses, sales history) and can be 

used as a marketing tool. It provides browsers and query modes for report generation, 

and can generate invoices and mailing lists or labels. 

Sales reports available from the system include daily close-out reports and sales 

reports by event. The system can also track service/handling fees and taxes Reports can 

be customized by the box office or administrative office staff. 

The TicketStop system also allows box office staff members to sell tickets from 

multiple PCs. A special terminal software will run on a Novell brand or compatible 

network. 

This software works with ticket stock that is perforated between individual tickets 

and is also perforated between parts of the ticket. It can be divided between the house, 

the patron, and also provide an audit stub for the box office The house stub allows the 

front-of-house staff to count the number of patrons attending, the patron stubs are given 

to patrons to reference their seat numbers, and the audit stubs remain at the box office so 

that accounting tasks can be double-checked at the point of sale. Ticket stock for dot 

matrix, laser, and thermal ticket printers can be used by the producing organization. Ticket 

stock can be purchased form TicketStop, with one thousand tickets selling for forty 

doUars for dot matrix printers and sixty dollars for thermal printers. Custom ticket stock, 

designed with special artwork or a logo, can also be created, but is more expensive, with a 

purchase price of eighteen hundred dollars for one thousand tickets, excluding additional 

logo setup charges. 

The TicketStop company sells, in addition to the Ticketmaker software, peripheral 

hardware. Box Office managers can order high speed thermal printers, some with cutters 

and stacking trays, for two thousand to three thousand dollars. Cash drawers and credit 
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card verification systems are available Bar code readers, for organizations that bar code 

the backs of their tickets for attendance counts, are optional, and the company can set up a 

Local Area Network and remote support terminals with software. Examples of some 

reports from the are shown in Figures 3.4, 3.5, 3.6 and 3.7. 

IMPERIAL THBMIRB 
D a i l y S a l e s Report 
A l l S o l e s Siaaaarr 
Peb 25, 1995 20:46 

for February, 25 1995 
JTMtt DORSBY ORCHESTRA 

Pay Type T i c k e t s Asount 

Cash 
CTiecIc 
C r e d i t Card 

Other 

62 $812.26 
2 $31,78 

47 $781.36 

4 $69 .16 

115 $ 1 , 6 9 4 . 5 6 

s o l d s a l e s 

Ser Pee 

$0 .00 
$0 ,00 
$0 .00 

$0 .00 

$0.00 

Han Pee 

$0.00 
$0.00 
$0.00 

$0.00 

$0 .00 

SurChg 

$0 .00 
$0 .00 
$0 .00 

$0 ,00 

$0 .00 

Tax 

$56.74 
$2.22 

$54 .64 

$4 .84 

$118.44 

Total 

$869.00 
$34 .00 

$836 .00 

$71.00 

$ 1 , 8 1 3 . 0 0 

Figure 3.4 Daily Sales Report 

IMPBRIAX THEATRE 
D a i l y S a l e s Report for 0 2 / 2 5 / 9 5 3o ld S a l e s 
S a l e s L i s t PRE PBRPORMANCE RBCKPTIOH 
f e b 25 , 1995 2 0 : 5 2 

Sli T i c k e t s Amount 

B751 2 $ 9 3 . 4 6 

8759 Z 5 0 . 0 0 

T o t a l * $ 9 3 . 4 6 

Sec Pee 

$0 .00 

$0 .00 

$0 .00 

Han Pee 

$ 0 . 0 0 

$ 0 . 0 0 

SO. 00 

SurChg 

$0 .00 

$ 0 . 0 0 

$ 0 . 0 0 

Tax 

$6 .54 

$ 0 . 0 0 

$6 .54 

T o t a l 

$ 1 0 0 . 0 0 
$ 0 . 0 0 

$ 1 0 0 . 0 0 

Figure 3.5 Sold Sales Report 
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IMFERIAL THEATRE 
Event Report 
JirWT DORSET CRCHESTOA 
feb 25 ,1995 2 0 i 5 3 

T icke t P r i c e 

2 0 . 0 0 GRC 
19 .00 MEZ 
17 .00 IBAL 
10 .00 2BAL 
0 .00 CERT 
0 .00 REC 
0 .00 CCMP 
2 5 . 0 0 BOX 

T o t a l 
Handling Fees 
Ticka-fHan Fee 

Returns/Kefunda 
Handling Fees 
Ret/Ref-t-Ban Fee 

Quan 

270 
100 

44 
64 
15 
55 
47 
10 

eos 

42 

Saturday, Feb 

Aaiount 

5046 .30 
1776 .00 

699 .16 
5 9 8 . 4 0 

0 .00 
0 .00 
0 .00 

233 .60 

8353 .46 

398 .12 

25 , 1995 

Ser Fee 

0 .00 
0 .00 
0 .00 
0 .00 
0 .00 
0 .00 
0 .00 
0 .00 

0 .00 

0 .00 

8:00 PM 

Surchg 

0 .00 
0 .00 
0 .00 
0 .00 
0 .00 
0 .00 
0 .00 
0 .00 

0.00 

0 .00 

Tax 

353 .70 
124 .00 

46 .64 
41 .60 

0 .00 
0 .00 
0 .00 

16.40 

584 .54 

27 .88 

Tota l 

5400 .00 
1900.00 

746 .00 
640 .00 

0 .00 
0 .00 
0 .00 

2 5 0 . 0 0 

8938.00 
146.00 

9084.00 

426 .00 
5 . 0 0 

431.00 

Figure 3.6 EventReport 1 

IMPERIAL IHEAIRE 
Event Report 
PRE PERFCaRMAKCE RECEPnOS 
Feb 25 ,1995 20-.55 

T icke t P r i c e 

5 0 . 0 0 
0 .00 COMP 
0 .00 CERT 
3 0 . 0 0 REG 

T o t a l 
Handling Fees 
Ticks+Han Fee 

Returns/Refunds 
Handling Fees 
Ret/Ref*Ban Fee 

Quan 

27 
38 

0 
0 

65 

14 

Saturday, 

A&ount 

1261 .71 
0 .00 
0 .00 
0 .00 

1261 .71 

186 .92 

Feb 25 , 

Sec Fee 

0 .00 
0 .00 
0 .00 
0 .00 

0 .00 

0 .00 

1995 6:00 PM 

Surchg 

0 .00 
0 .00 
0 .00 
0.00 

0 .00 

0 .00 

Tax 

88 .29 
0 .00 
0 .00 
0 .00 

88 .29 

13.08 

Tota l 

1350.00 
0 .00 
0 .00 
0 .00 

1350.00 
0 .00 

1350.00 

200 .00 
0 .00 

200 .00 

Figure 3.7 Event Report 2 
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ArtSoft 

The Paper Mill Playhouse in New Jersey uses the ArtSoft system, whose vendor is 

Hill Arts & Entertainment. It is also the box office solution chosen by the University of 

Arizona, where it wiU be installed in late fall, 1995. System requirements for the system 

are listed in the fohowing table 

Table 3.3 System Requirements 

Price 

Processor 

DOS version 

RAM 

Network 

Minimum disk 

space 

Mouse support 

DOS version 

Differs with each 
system 

386 or later 

5.0 or later 

1MB 

Novell 

— 

Yes 

Windows 
version 

Differs with each 
system 

486 or later 

5.0 or later 

8MB 

Novell 

120 MB 

Yes 

Macintosh 
version 

Not 
Available 

This automated box office system offers a modular approach, allowing its users to 

start with a ticket selling package and add additional options as needed. The three 

available modules are the Patron Module, the Box Office Module, and the Fund Raising 

module 

The Patron Module is the foundation upon which the additional modules build. It 

manages the database that contains all client names and addresses and can be accessed or 

updated from the other modules. A box office employee can sell a ticket and update a 

patron's address at the same time. This module also has search routines to find patron 

information. Every patron has a database record that holds basic demographic information 
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(name and address). Additional information, like a business address or a spouse's name, is 

recorded in a supplemental record. 

A patron search is performed by typing in a character string or the first few letters of 

the patron's last name. A quick entry screen on the front end of the program allows an 

employee to enter patron data with a minimum number of keystrokes. The data can be 

entered in upper or lowercase, and the program will convert it to the appropriate mixed 

case. This information is routinely used for mail merge or form letter documents 

Activity flags are part of the ArtSoft system. They record general information about 

a patron and usually require just a closed ended response. There are 512 flags in this 

system and they are used to share mformation between modules without forcing the 

employee sehing a ticket to see every piece of patron data on the screen. An activity flag 

can signify many things, including that a patron is a large donor to the theatre. The box 

office and front of house staff can treat the patron accordingly, but will not be aware of 

the confidential dollar amount of the gift. That same flag can be used to exclude the 

donor from form letters seeking donations if they have already contributed to the 

organization 

Patron links are one of the available features in the patron module. These links can 

show relationships between patrons As a user defined option, they can be utilized to link 

two patrons who have a joint subscription under one name, so that a box office employee 

making an exchange can be aware of related seating needs 

The box office module has the ability to sell tickets, both single and subscription, 

renew season subscriptions, select seats from a graphical seating chart, provide accounts 

receivable information to the financial staff", provide marketing information, patrons sales 

information, and mailing list fiinctions It also offers gift certificate sales, sales receipts, an 

exchange fijnction, and the ability to search for seats by patron name or search for patron 

name by seating location 
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This module allows each organization to create hs own seating charts, ticket 

identification codes, payment modes, and front of ticket data. As a ticket is sold at the 

box office window, an audit trail is created and stored and can be retrieved for sales and 

marketing reports. 

For fixed seats, when a patron has the same seats for a series of events, the box office 

staff" member selects a series and the seats for the subscriber, and the system automatically 

chooses the same seats for ah of the remaining performances. If the events are presented 

in multiple venues, the system assigns seats in the other venues based on the salespersons 

selections. The salesperson can also use variable seating, where the seats are selected on 

an individual basis for each performance. Fixed seats can be renewed with an option 

caUed "Renew Last Year's Seats," which uses the last year's seating location to hold seats 

for the new season. If the venue changes, a table cross-referencing the relationship 

between the old house and the new venue is set up to assure the same quality seating for 

patrons. 

Some of the reports that can be generated from the system include the Operator 

Reconcihation Report, Sales Journals, and Box Office Statements. The Operator 

Reconciliation Report (ORR) provides a detailed listing of the transactions during the day 

of each employee. An ORR for all employees prints automatically at the end of each day, 

but it can be printed any time during the day to cash out a box office employee who leaves 

prior to closing time. 

Several Sales Journals print at the end of each day These include a General Ledger 

Distributions Journal, which details debits and credits for accounts receivable and accounts 

payable. The Ticket Sales Journal lists every sales transaction made during the day. A 

Sales by Payment Mode lists all transactions according to payment types, while the Ticket 

Holds Journal details all tickets held for patrons The Ticket Print Journal hsts all tickets 
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printed during the day, and a Box Office Donation/Pledge Journal lists any donations or 

pledges to the theatre made through the box office. 

The Box Office Statement provides a detailed list of sales activity for a day, 

performance or event. It is used to reconcile the money on hand with the anticipated 

amount. 

The ArtSoft system offers over twenty standard sales and analysis reports m the 

system, and users can create their own. Of the standard reports offered, some of the more 

important from a promotions/marketing view are Sales by Event, Sales by Postal Code 

and Sales by Event by Week. A box office manager, concerned with utilization and 

scheduhng of box office resources, may be interested in reports that detail Sales by Time 

Sold, Sales by Payment Mode, Sales by Window versus Phone versus Mail, and Sales by 

Event by Payment Mode. Some sample reports are shown in Figures 3.8, 3.9 and 3.10. 

Marketing efforts are often initiated with a patron name. The ArtSoft system uses a 

standard selection routine that chooses patron names for special lists, labels, reports, or 

merge files for form letter generation. This routme accesses the patron demographic 

information, the sales history and donation pattern. Reports run using this routine can be 

very simple (names of all 1995 subscribers) to more complex information retrieval (all 

subscribers who have donated between $50 and $1000 in the last three consecutive years). 

The ability to target market patrons has become increasingly important as federal fiinding 

for arts organizations decreases. 

The ArtSoft system also integrates with third party products by creating ASCII 

(American Standard Code for Information Interchange), or generic text, files. These files 

can be imported to word processor programs, like WordPerfect or Microsoft Word, or 

spreadsheet programs, like Lotus 1-2-3 or Microsoft Excel, for data manipulation or 

charting/graphing 
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Sep-30-1995 
20:44 • 

ArtsNet NJ/NY 
CASH RECONCILIATION 

•••Page i 

Anne Pollock 

This report printed for: Batch: 7048 --> 7048 Dates; 30 Sep 95 — > 30 Sep 95 

Departments: AL_ Operators: 135 — > 135 
This page for: 30 Sep 1995 

Sales 

Producer Sales 

PP Sales 

Subtotal Sales 

SUB 

Total Sales 

Amount 

346-00 

.00 

Payments 

HBM PMP BO MASTER CAR 

HBV PMP BO VISA 

Amount 

278.00 

78.00 

356.00 

C.OC 

346.00 

10 .00 
T o t a l Payments 

OH' fe rence 

356.00 

Signed:_̂ ^̂ _̂̂  

Notes: 

Date: 

CASK 

CH^CX 

GC 

MC/V 

GC SC 

Figure 3.8 Daily Cash Out Report 
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30-Sep-1995 
20:36 

Venue: HHS Paper Mill Main Stage 
This report printed for: 

ArtsNet NJ/NY 
PERFORMANCE STATEMENT 

NINE 24 Sep 95 15:00 

SOURCE PAYMENT MODE AMOUNT 

PMP Sub Phone 

PMP Sub Window 

PMP Sub Mail Total 

PMP SU82 CHECK 
PMP SUB2 MASTER CARD 
PMP 3UB2 ON-LINE CREDIT 
PMP SUtS2 VISA 

PMP Sub Phone Total 

PMP SUB2 CHECK 

PMP sub Window Total 

Exchanges 

Grand Total 

25,617.00 

1,462.00 
1,84 7.OO 

222.00 
12,156.00 

5,687.00 

74. OO 

74.00 

(3,440.00) 

34,241.80 

Figure 3 9 Performance Statement 
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30-Sep-1995 
20:36 

Venue: HMS Paper Mill Main Stage 
This report printed for: 

ArtsNet NJ7NY 
PERFORMANCE SALES SUMMARY 

SECTION CAPACITY SEATS 

NINE 24 Sep 95 15:00 

AMOUNT UNSOLD COMP POTENTIAL PERCENT 

ORCHl ORCH 

0RCH2 ORCH 

BOX BOX 

MEZZ mezz 

XTRA mezz 

WHEEL wheel 

STAND stand 

704 684 25,200.40 "20 lO " 30,97^6.00 Sl.ibt 

156 69 2,494.40 87 2 6.864.00 36.34% 

52 52 2,08O.0O O O 2,392.00 86-95* 

280 137 4.430.00 143 O 10,286.00 43.06% 

20 O O-OO 20 O 740.OO O.OO* 

12 2 37.00 10 0 264.OO 14.0i% 

20 O 0.00 20 O 200.00 O.OOt 

1,244 944 34,241.80 300 12 51,722.00 66.20% 

Figure 3 10 Sales Summary 
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The Fund Raising Module records donor gifts and donation ftinds that are still 

unspent. It also lists payment pledges, pledges receivable, matching grants, solicitation 

campaigns, and donor history, affiliations and interests. 

The system tracks donation requests made by the arts organization. The request is 

entered and any incoming money is deducted from the requested amount Reports can be 

generated from this information, preventing duplicate solicitation and aiding in follow-up 

requests. The system can also print pledge reminders and an unftilfilled donation report. 

Reports can be generated to detail activity by each solicitor, including Sohcitor Activity, 

Solicitor Donation Requests and Solichor's Assigned Patrons. Callback Reports, Patron 

Donation Summaries, Patron Background Reports, and Patron Tax Receipts are among 

additional reports generated from the system. 

EASY Box Office System 

The Easy Box Office System (EASY) is used by Southwest Missouri Sate University 

Originating in Branson, Missouri, the system was initially designed to meet the needs of 

the entertainment theatres in the Branson area. EASY " is a turn key package designed 

to completely automate the box office of a ticket per seat theatre"^^^ 

The EASY system does not require Microsoft Windows to run The system 

requirements are listed in the Table 3.4. 

126 EASY Computer Systems. Inc EASY Box Office (Branson: EASY Computer 
Systems, 1995)1 
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Table 3.4 System Requirements 

Price 

Processor 

DOS version 

Minimum RAM 

Network 

Minimum disk space 

Mouse support 

Maximum seats 

DOS version 

$3, 995 

286 or later 

3.3 or later 

1MB 

Invisible LAN 

100 MB 

No 

60,000 

Windows version 

Not Available 

Macintosh 

version 

Not Available 

This system supports up to twelve different venues of five thousand seats each It 

tickets for ten performances per venue. Like many of the computerized box office 

systems, it ahows patrons to choose tickets from a graphical seating chart. Handling six 

different categories of tickets (aduh, child, student, etc.) and ten prices per category, the 

system also prints the tickets at the point of sale, eliminating the need to print the entire 

house for an event. The Branson area attracts thousands of tourists each year, many of 

whom visit as part of large tours. This system offers the option of not printing tickets, an 

option exercised in this type of group sales. 

In addition to printing tickets for current events, it also reserves tickets for upcoming 

performances and allows for prepayment and advance payments of reservations. It holds 

up to 4,000,000 reservations at one time. Confirmation letters for reservations can be 

generated from the computerized box office system, and an integrated fax program allows 

the box office staff to fax the confinnation letter from within the program Marketing 

efforts are aided by EASY's optional tracking of patron name, address, and phone number 

for fijture promotional efforts 
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EASY generates several types of reports, including a daily management sales report 

that shows sales by performance and ticket category. Daily cash reports show the type 

and amount of curtency, aiding in daily reconcihation. Other reports include Ticket Sales 

Report, Daily Income Report, Sales Detail Sheet, Reservation List, Complimentary 

Tickets, Schedule, and Advance Deposit Report.'27 it tracks sales and income data 

numerically and uses bar graphs for data comparison. Some sample reports are shown in 

Figures 3.11, 3.12 and 3.13. 

Date : 0-

THE EASY 

FLOOR 
FLOOR 
FLOOR 
FLOOR 

TOTALS 
- Depost 

-•• Depost 

Drawer T 

^-21-1993 

THEATRE - MATINEE 

ADULT D 
ADULT S 
CHILD D 
CHILD S 

is Consumed 

IS Collected 

• tal 

Seats 
Sold 

BO 
9 
^ 
1 

9^ 

DAILY INCOME REPORT 

Seats 
Refun 

i* 

0 
0 
0 

^ 

Seats 
Total 

76 
9 
^ 
I 

90 

Ave. 
Price 

9.38 
1^.05 
'•.52 
g.^3 

Ave. 
Tax 

0.63 
0.95 
0.E8 
0.57 

Ticket 
Inconne 

70B.32 
lP6.<f5 
16.98 ̂  
8.^3 

B60.08 

PAGE 

Sales 
Tax 

^7.86 
Q.55 
1 . IS 
0.57 

58.1 a 

: 1 

Total 
Sales 

756.20 
135.00 
18.00 
9.00 

918.EO 
50.00 

868.eo 
50.00 

91B.so 

Figure 3 11 Daily Income Report 

'27 EASY Box Office (Branson: EASY Computer Systems, 1995) I 
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Figure 3.12 Zip Code Report 

A cash drawer can be attached to the workstation and the system opens it 

automatically at the end ofa transaction EASY fijnctions as a single ticketing station or 

can be attached to a LAN to interface with other workstations located in the same office 

or remote locations The system is password protected to restrict use to employees and 

managers, and to limit access to more sensitive areas of the program 
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Figure 3.13 Seating Chart 

EASY supports remote access for theatre patrons by providing Ticket Point Kiosks in 

over sixty seven locations in Branson. By the end of 1996 EASY plans to have over one 

hundred kiosks in Branson and forty in Pigeon Forge, Tennessee. Located in restaurants, 

banks, and hotel lobbies, the new system allows tourists who have come to town without 

performance tickets to check on ticket availability and purchase them on the spot. 

Following the printed instructions at the five-foot booth, which resembles an Automated 
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Teller Machine, patrons push a button marked with the name of the venue they wish to 

attend. A thirty second commercial describes the shows available and lists credit cards 

used at the theatre. After the credit card is scanned, a call is initiated to the theatre, then 

the system shoots the tickets through the slot on the kiosk. The patron touches the screen 

only twice during the transaction. EASY hopes to add additional theatres and venues to 

this new system, which they feel will cut down on traffic congestion near the venues. This 

will eliminate the need for theatres to hire an external ticketing company and will allow 

their patrons easier access to theatre tickets. Patrons are less likely to be discouraged by 

traffic, time constraints, and other challenges that prohibit them fi-om easily purchasing 

tickets. 

Select Ticketing System 

The PASS Events System, produced by Select Ticketing Systems, is a modular 

system, allowing arts organizations to purchase or install a basic package and add 

additional modules for other tasks later. The system is used for performing arts 

organizations like theatres, ballets and operas, or facilities presenting fine arts 

performances. Available modules include ticketing, fixnd development, and marketing. 

The system also has a specific version of its product available for performing arts, called 

ArtsPASS (Point Admission Selection System), and a version for sports venues called 

SportsPASS. 

The Select system offers the ability to interface with word processing and accounting 

software programs to create a customized suite, or integrated pool, of products. The PC 

based system is used for single workstation box offices and for muhiple user areas or box 

offices equipped with a Local Area Network (LAN). It also provides support for remote 

access PCs, allowing tickets to be sold through muhiple locations in a large geographical 

area The system requirements are listed in the Table 3.5. 
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Table 3.5 System Requirements 

Price 

Processor 

DOS version 

Network 

Minimum RAM 

Mouse support 

Maximum seats 

DOS version 

286 or later 

5.0 or later 

Yes 

1MB 

Mouse or light 

pen 

100,000^ 

Windows version 

386 or 486 

5.0 or later 

Yes 

4MB 

Mouse or light pen 

100,000" 

Macintosh 
version 

Power Mac as a 
single workstation 

No 

. . . . 

Mouse or light 

pen 

100,000" 

The system provides some unique tools, including duplicate record identification, that 

allows a box office to eluninate duplicate patron records. Like most systems, it prints 

single tickets, but also can batch print tickets, allowing box office staff members to 

process aU reserved tickets at one time during off-peak hours. The user can design the 

ticket format and color coded screens highlight the graphical user interface when selecting 

seats. A hght pen is used with the system to select seats efficiently. The screens are 

designed to look like the venue so that patrons can see the tickets they are purchasmg and 

employees can dress the house at a glance. 

In addition to selling smgle tickets, the system also provides for ticket exchanges and 

returns and gift certificate purchases. The ability to process muhiple purchases m one 

transaction (i.e., buying two tickets to one event and four tickets to another event) is 

helpftil to the box office staflf During the ticket sale, it also authorizes and captures credit 

card sales for a summary report later, and has the ability to batch print credit charge forms 

after the curtain goes up and the crush of patrons at the box office windows slow down. 

Any taxes, fees, and surcharges are summarized and computed automatically, as are ticket 
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discounts. An audit trail is automatically created so that purchases can be exchanged or 

replaced if lost, and this feature allows for a faster cash-out and report generation at the 

end of the day. 

Select's graphics are useftil to the box office staff and to the patron. Employees can 

teh at a glance who is sitting where, as the seating map displays patron names. Other 

screens display seating availability and prices of theatre sections Functions on the screens 

are color coded, and the users move easily between screens Individual arts organizations 

can create a custom menu of their most often used fiinctions or events 

The program captures point of sale marketing information ("How did you hear about 

this production?") for easy canvassing of ticket buyers. The sales module ties into the 

patron area so that a box office staflf member can update the patron's name or address 

while selling a ticket or making an exchange. This system aids the marketing areas in that 

h can create designer series or a "choose your own event" option. 

The subscription portion of the Select system, like the single ticket section, offers 

security for patron information. A password can be added to the program so that it is 

requhed for exchanges, altering ticket prices or types, and reprints of tickets. This type of 

security not only protects the patron, it ensures consistency in the box office and requires 

a manger or responsible party to authorize changes. 

Important aspects ofa subscription module include renewal and confirmation letters, 

and Select provides those. It generates statements and reminders for season subscribers to 

renew, and provides marketing letters and also provides confirmation letters. During the 

season ticket renewal period, the program selects seats by exact renewal, assigning the 

same seats to the patron from year to year. If a subscriber requests seats other than the 

ones assigned the previous year, the system uses the Next Best feature to choose seating 

Waiting lists are managed, and seats can be assigned by priority seating (sometimes used 

for corporate or large donors), or by the date tickets were requested It automatically 
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chooses the same seats to all shows in the subscription series and prints the season tickets 

with a subscription identification or summary card. The identification card is used by 

some theatres to assist the patron in replacing tickets if they are lost or may get the patron 

a discount at local establishments aflahated whh the theatre. 

The Select system tracks sales and creates an automatic audit trail It allows 

donations at the time of sale, and through its tracking of single ticket purchases creates 

leads for the telemarketing staff". By tracking both sales and gift histories it also provides 

important information to the development staflf. 

Some standard reports are provided with the program, but designing custom reports 

is encouraged. The system provides USHER (User Screen Help for Easy Reportmg), a 

menu driven apphcation that coaches arts managers as they design reports. No 

programming knowledge is necessary, as users are led thorough a series of screens step by 

step. Templates for reports are available in the program to aid users in creating a report 

quickly. USHER can convert data to ASCII files, then export those files to a word 

processor or spreadsheet program. A sample seating book is shown in Figure 3.14. 
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Figure 3.14 Seating Book 
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Some of the reports that can be extracted from the system include an End of Day 

report. Event Sales, Weekly Sales, Performance Availability (for tickets). Seating Book 

report that can be viewed in alphabetical order or seat order, and Total Hourly Sales by 

Operator. A zip code report can be delivered to the marketing area for target marketing. 

An option called Masterfile, available for every account, records detailed information 

about arts patrons. Information available through Masterfile includes Secondary 

Residence, Ticketing History, Yearly Donation Totals, and Contacts. Samples of the 

reports from this system are shown in Figure 3.15 

The management at Select takes education and training very seriously The vendor 

custom designs each instaUation, making a base price impossible to predict, as each system 

differs, and is based on the chent's needs. The programs are customized for the chent arts 

organization, and the company offers 24-hour a day, 365 days a year phone support. 

Direct Line Support allows the technical consultants at Select to take control ofa client's 

PC and solve problems from the support offices Continuing education programs are 

offered to all clients, and once a year arts organizations can send their employees to a 

week long seminar offered by Select to learn about system updates and to network with 

other box office professionals. 
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CHAPTER IV 

CONCLUSIONS 

Summary of Findings in Case Studies 

Each of the six theatres outlined in the case studies automated their box office(s) as a 

resuh of opportunities or problems encountered with hard tickets or a previous 

computerized box office system. Although a variety of opportunities existed, the most 

commonly cited opportunity was the desire for accountability in the box office. Each 

theatre was concerned about the problems they had with hard tickets in terms of refiands 

and exchanges and accountability for cash transactions. Each box office 

manager/administrator also revealed a need for quick and accurate reporting. Taking two 

hours to close out a show or a day's transactions was unacceptable to them, and most 

mentioned a closing time of one hour or less as optimal. A few of the theatres had internal 

auditors who enforced accountabihty and accurate maintenance of records and income. 

Finally, almost all of the box office managers wanted to achieve a higher level of customer 

service for their patrons and feh that a computerized box office system would enhance 

their front office appeal. 

Three of the larger theatres spoke of the need for a new or better method of capturing 

both marketing information and patron data The previous systems used by these theatres 

had not allowed them to capture that information, and each felt that their efforts to 

evaluate the success or failure of marketing campaigns were hindered due to this lack of 

data. Four of the six theatres studied expressed a need to track or gather gift/donation 

information, both to share with the telemarketing teams and to alert their box office staflf 

members to donor patrons or VIPs. This trend would follow the nation wide model as 

fiinding sources for the arts shrink and theatres become more reliant on donors and earned 

income 
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Five of the six theatres involved in the study sell season subscription packages, thus, a 

secondary concern for them was the ability to sell and print season tickets quickly. All of 

the theatres were concerned about the price of ticket stock and the need with hard tickets 

to print the whole house for every performance. 

There were obvious similarities among the theatres regarding their selection and 

information gathering techniques. Every one of the theatre professionals interviewed had 

started collecting data about computerized box office systems at the conferences of Box 

Office Management International (BOMI). Each one had also contacted BOMI for a list 

of vendors of automated products. Four of the six had used that list to mail questionnaires 

to the vendors for additional information. The arts administrators interviewed 

unanimously praised the BOMI conferences as the most helpfiil step in their search for 

vendors and information, and several expressed the desire to visit the conferences more 

than once if they had to automate another theatre box office. After visiting the BOMI 

conferences, each theatre was able to eliminate some products and concentrate on the 

nartowed hst of computer solutions that could meet the theatre's needs From these 

narrowed lists came demonstration disks from some of the vendors and on-site visits from 

others. Generally, smaller companies/products had demonstration disks that they would 

share. These disks were "crippled," meaning that they only demonstrated one portion of 

the product or just the basic ticketing fijnction, rather than exhibiting all aspects of it. 

Larger vendors with more expensive products were sometimes more proprietary with 

information and preferred bringing a PC to the client to personally demonstrate the 

product and to assess the needs of the theatre. It was surprising to this researcher to 

discover that few of the theatre managers involved in this study visited or talked to other 

institutions using the product under consideration. 

Selection criteria for all of the theatres in this study were comparable Each theatre 

wanted a package that could quickly sell both single and season tickets and reconcile cash 
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They all needed an audit trail for their transactions and needed easy report generation to 

spot trends and analyze and predict marketing issues. Ease of use was a concern for 

everyone, since most box offices employed part time or student workers who were 

unfamiliar with computers and usually also unfamiliar with theatre. The overwhelming 

criterion for some of the organizations, however, was money. One theatre administrator 

reported that price was not a consideration; it was the only consideration 

Although there were many similarities in reasons to computerize their box offices and 

in methods of information collection, the sources of fiinding to accomplish that goal were 

as diverse as the theatres. The fiinding sources for the projects held a strong correlation 

to the size of the organization. Two of the smaller theatres had parts of the system, either 

software or hardware, donated to them to defray the cost of computerizing. Creative 

methods of accomphshing computerization were exhibited by both of those organizations: 

one received free software for acting as a beta testing site for the software, the other 

accepted donated, previously owned hardware from a patron of the theatre who owned a 

computer business. The two large academic theatres had their purchases fiinded 

internally, from moneys contributed by a combination of areas, including the Fine Arts 

areas, the Dean, development fiinds, and theatre fiinds. Two theatres depended on earned 

income to finance their purchases. Two of the organizations collaborated with others to 

make a sizable investment m a box office system. One academic theatre pooled resources 

to invest in a package that supported ticketing options for both the fine arts areas and 

sporting events. The other theatre joined a network of several theatres to purchase an 

expensive package connected to a large, wide area computer network that shares software 

and hardware resources. 

During the selection process, each theatre initiated input from a variety of people. 

Larger theatres, both academic and professional, used a committee approach to choose an 

automated box office system. Although committee members involved may have 
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represented other areas, like music, sports, or administration, in each case there was a 

theatre person who spearheaded the committee. Toward the very end of the selection 

process the group was narrowed to down to three people or less who actually made the 

final decision. In two cases, both at smaller organizations, one person investigated 

resources, selected the system, and an advisory entity ratified it. This process, as 

described by both theatre administrators, was a mere formality. They each knew their 

advisory boards would approve whatever decision they made, provided that they stayed 

within a specific financial range. Few theatre administrators enjoy such autonomy when 

selecting a box office system. 

Each of the theatres handles the training and support options differently, depending 

on which package they choose as their box office tool Organizations that chose smaUer 

products were more likely to provide minimal or self-directed training to theh employees 

This could be related to the fact that, even though most vendors offer to train box office 

staflf members, training materials are minimal and box office managers feel the system is 

sufficiently user fiiendly so that the manager can train the staff. Some vendors charge 

nominal fees for training, so smaUer organizations cannot afford the vendor led training. 

Large theatres were more likely to be vendor trained, either because they could afford it or 

because their larger, more expensive systems were also more complex and required 

additional training. One ticket vendor offers ongoing training, a week long event each 

year, and the theatre professionals using that system feel that their skills and knowledge 

are enhanced by attending. Two of the theatres offered no formal training, but provided a 

medical school approach of "see one, do one, teach one" for ticket selling employees. 

Support options ranged from free support to expensive support to self-supported. 

Again, depending on the price and complexity of the system chosen, the support options 

were varied. The administrator for one of the smaller theatres feels confident enough with 

the system that no support fiinctions are in place, and he solves his own problems 
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Another chose a system from a company small enough that he can call the programmer 

directly and get an update to the system the next day. For theatres with larger systems, 

support and maintenance costs are budgeted into their yearly expenditures, and they rely 

on the 24-hour technical advice to solve problems as they arise. Each box office manager 

admitted that no one system is perfect, but all reported a high level of satisfaction with 

their system and feh that the level of service provided by the vendor was good to 

exceUent. Without reservation, each administrator felt strongly that their management of 

box office fimctions had unproved with the use ofa computerized box office system. 

The wish hst from the box office managers in this study was diverse. Most 

administrators wished they had staff members who were more famihar with PCs and 

computerized box office systems. Others agree, citing the reluctance of box office 

employees to use the computer as a negative factor in automating. Several of the 

administrators wished for more money, especially in the area of hardware, and suggested 

that theatres thinking of automating should invest in the highest end hardware they could 

afford. 

What lessons can be learned about the impact of computerized box office systems'̂  

The six ticketing professionals consuhed in this study offer some advice Two of the 

theatres automated in mid-season or in conjuncfion with using hard tickets, and both 

managers caution arts managers considering computerizing to avoid those mistakes. They 

recommend automating before or after season tickets are mailed, or at a slow time of year 

They also suggest abandoning one system completely and committing to the new system, 

no matter how painfiil that may seem initially Having secured fiinding prior to evaluating 

automation options will save time and allow the selection committee to focus on systems 

that are within the organization's price range Another administrator recommends that 

theatres hire a consultant to study their organization and do a needs assessment, to act as a 

buyer's representative and to assess the solutions offered by vendors who may tend to 
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oversell. That administrator admonishes that the ftinds spent on a consuhant will result in 

an eventual savings 

Recommendations for Further Research 

This researcher has found that, aside from subjective vendor-initiated publications, 

little information exists to help individual theatres deal with the complex issues associated 

with choosing and implementing a computerized box office system Consequently, many 

opportunities for addkional research/pubhcation on this topic exist. Some areas that might 

be addressed are: 

1 an evaluation and comprehensive analysis of hardware components used in 

theatre box offices 

2. an overall survey of all BOMI members who use computerized box office 

systems and their level of satisfaction with the products they use 

3. a step-by-step model for the process of automating a theatre box office 

4. the design, implementation and evaluation ofa course for box office 

professionals offered at an undergraduate or graduate level, involving data 

collection, financial planning and trend analysis 

5. the design, implementation and evaluation ofa computer course designed for 

fine arts majors. 

As the trend to computerize and automate daily tasks continues, the arts can no 

longer be insulated from that technology. Further research in this area will allow arts 

administrators to embrace technological advances and cement the hnk between the 

computerized box office systems and the success of American theatres. 
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