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T
he era of paperless-only ticketing has not yet arrived.
Sports fans, theatergoers and campus alumni spend big
money on season tickets and a simple receipt won’t do. 

“There is always going to be a need for an actual tick-
et,” said Leanna Reeder, owner of SelectStubs.com, which
sells a variety of ticket stock and wristbands. Traditional

tickets might not be as high tech as their paperless counterparts, but they
still have many of the same security and authentication requirements. 

Reeder said that the most popular security features going into 2011
are sequential numbering and watermarking, followed by coin rubs,
black light, and foils or holograms. Sequential numbering is popular
beyond serving as a security feature because it also provides the venue an

easy way to keep records of sales quantity. 
Ticket stock firm Paramount Tickets, one of the largest ticket man-

ufacturers in the world, said many customers are opting to use ultraviolet
sequential numbering. UV ink is not anything new in the ticket printing
world; however the growth of digital ticketing has made it easier to print
UV features onto tickets. These features are known as white lightning and
red flash because one glows a purple/blue hue and the other illuminates
red. The basic idea of the new security features is “to try and make the
duplication of a ticket more expensive than just buying the thing in the first
place without making it more expensive, in turn, for the client,” said John
Watlington, director of Sales and Product Development for Paramount. 

A Flick of the Wrist
RFID, barcodes and digital printing change the way consumers use wristbands and tickets
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Leanna Reeder of SelectStubs.com sells a variety of ticket stock and wristbands.



DIGITAL PRINTING
The growth of the digital printing press in the
thermal ticket space has meant ticket printers
can “make changes from one ticket to the
next,” said Watlington. In the past, traditional
printers had to create non-reusable printing
plates for every batch of tickets.

Watlington said Paramount is seeing an
increase in orders of ‘branded tickets,” popular
with venues that have many suite-holders and
corporate partners.

“What we can do at Paramount is print
the suite client’s logo on just their tickets,” and
include the suite client’s logo as a variable so
that when the client passes out tickets to their
clients, it would include their own color logo.
Digital printing allows the team or venue to
change this image or logo as many times as
they want for no extra charge — “a very pow-
erful visual and PR tool.” 

Watlington thinks that the physical ticket
is still necessary because “the club customer,
the season ticket holder and premium ticket
holder expect something a little more upscale
than an 8x11 white sheet of paper with a bar-
code printed on it.” 

Tickets for season ticket and club clients

need to be collectible quality mementos. He
points out that printed tickets provide better
marketing opportunities and digital printing
provides the most effective sponsorship capa-
bilities. Because variable printing is an option,
clients are able to sell sponsorship for groups of
tickets as opposed to the whole long run of
tickets. 

“Suite holders are very specific clients,” he
said. “And if I know that within this venue, a
company that I want to target has a suite, I’m
willing to pay to be on the back of those specif-
ic tickets.”   

WRISTBANDS
Tickets are not the only items undergoing sig-
nificant changes. Radio Frequency
Identification (RFID) and Auto Identification
technology are constantly creating new uses for
wristbands. Jason Mauser, VP of Sales and
Marketing at National Ticket Company, said
applications include “cashless integration, an
identification or locator for a [lost] child, and
interactive experiences between a customer and
a venue.” The minimum order for RFID wrist-
bands is 5,000 units and they vary in price based
on volume but, generally, most RFID wrist-
bands can be manufactured for $1 to $2.50 each.

Though RFID is the latest form of inte-
gration, cashless integration can also be done
with a barcode. For a barcode, it takes contact
between the barcode reader and the wristband
in order to scan the information, but an RFID
chip uses radio frequencies that can be picked
up by simply walking by a scanner up to 10 feet
away. 

Some venues, hotels and amusement
parks place stored value on a barcode or RFID
chip or have it charge back to a hotel. Others
have the wristband charge back to the con-
sumer’s credit card or personal hotel room.
The consumer’s credit card information is not
actually stored on the wristband, “it’s all stored
on an account in a data secure location, so the
barcode or RFID chip relays back to an
account,” keeping the consumer’s information
secure. Mauser said cashless integration is
going to become more and more prevalent as
“it’s been proven to increase in-park spend-
ing.” Hotels and waterslide parks are at the
forefront of pushing the boundaries of this
technology, demanding more convenient ways
for their customers to spend money.

National Ticket Co. has also recently
released Sta-Put tabs — an application of the
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And depending on the design of the pro-
motion, the venue may be able to track demo-
graphics, like which seating section has the
highest response rate, or the differences in
response rates between men and women, or
different age groups.

Back-office programs can perform
reverse address look-ups on the phone num-
bers for mailings. Once a customer has opted
in, they are agreeing to receive more texts,
which can alert them to upcoming events or
promotions, or offer discounts or add-ons. 

Ideally, text promotions can be an addi-
tional source of sponsorship revenue, both
Vick and Falato said. 

“You can attach a sponsor to it — like
‘Favorite smile compliments of Carr Dental,’
or ‘Talk to the Hawk brought to you by
AT&T,’” Vick said.

The Arizona Cardinals, for instance, sold
sponsorship of a text message promotion to
Papa John’s, which allowed fans who sent text-
to-screen messages to receive a free pizza, pro-
vided they showed the bounce-back message at
the pizza parlor, Falato said. 

The cell phone providers offer text pro-
motion services, and it’s often free, Vick said.

But he cautions that the cell phone provider
will probably require that they get exclusive
sponsorship of the promotion. 

“Then Coca-Cola says ‘we want our prod-
uct up there, and Carl’s Jr. wants to give
coupons, but it goes back to the sponsorship
people who say, ‘No — we sold it as an exclu-
sive,’” Vick said. “So you can’t take $100,000
from Carl’s Jr., because you got the product
free? And how much did you sell it for?”

Text promotions are most often used for
sports and entertainment events, but Vick
encourages venues to think outside the box for
applications. 

An Atlanta religious conference asked
attendees to text spiritual messages and got a
higher reaction rate than a basketball game,
Vick said. “You ask people for prayer requests
and they show up on the screen.”

“The statistics are crazy, and really excit-
ing.” Falato said. “Any venue not using mobile
is missing out. [Companies] are looking for
ways to boost fan activity and generate a text
club to blast out messages, team news, score
updates and special offers.”
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wristband where the Sta-Put tab covers the
adhesive material of the wristband and,
instead of being removed and falling on the
ground, it bends back and stays on the wrist-
band. Solid colors are offered at $38.90 for
1,000. Mauser points out that, since the tab is
attached to the wristband, “there’s a lot better
chance for that product to end up in the trash
rather than on your floor.” 

Tom Foster, RFID Solutions Sales exec-
utive at Precision Dynamics Corporation,
agrees that RFID wristbands “reduce coun-
terfeiting. The next step, other than access
control, would be to use them as a payment
device.” 

The company’s patented RFID wrist-
band is called Smart Band and uses hi-fre-
quency RFID chips, though the company will
be introducing an ultra-hi-frequency wrist-
band for different applications. The Smart
SuperBand Wristband is PDC’s most popular
product and costs $750 for a box of 500. PDC
also offers a re-wearable wristband option of
250 for $1,087. These can be worn multiple
times and are often used for season passes.  

Foster sees the technology as “just hitting
the very preliminary stages of social media
uses for RFID.” Right now, there is an RFID
Facebook application that involves having
‘Like’ boxes placed throughout a property.
When a customer is having a great experi-
ence, they can present their wristband to this
‘Like’ box and “a ‘Like’ posting would go to
the guest’s Facebook wall as well as the wall
of the venue” with a statement chosen by the
venue. 

From a marketing standpoint, ‘Like’
boxes “really give the venue an opportunity to
increase brand awareness with very little cost
— since one posting is read by up to 500 peo-
ple on the average,” Foster said. The compa-
ny is also introducing ‘Tell me more’ stations
in which a person who wants more informa-
tion on a specific product would present their
wristband to the ‘Tell me more’ light box and
instantly get more information emailed,
texted or mailed to them. 

“What the guest gets is that information
right away, and the person who is providing
that service would receive that guest’s infor-
mation, providing very high-quality, pin-
pointed leads,” Foster said.
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