
A smart ticketing solution opens 
the door to higher revenues 
Smart ticketing combines advanced access technology with real-time 
customer transaction and engagement software. Its guest-pleasing innovation 
gives venue operators greater insight and more opportunities for upsells 
before, during and after visits.
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Omnico’s transaction and engagement platform enables brands to increase 
customer spend per visit, footfall and loyalty, via mobile and digital technologies.
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Once they were inside the gate or doors, visitors only wanted to pay for what they used or enjoyed. Yet while operators 
could use ticketing to give guests more choice and to smooth out demand, they risked irritating them with complicated 
pricing structures. It was never straightforward.

The introduction of electronic point-of-sale hardware and card payments resolved many of these problems, but the real 
jump came with wearables like Disney’s RFID-enabled MagicBand. That device, and others since, have removed much of 
the friction from visits and lifted revenues. Convenience moved a stage further with the advent of mobile phone apps such 
as the Universal Orlando app and My Disney Experience. 

Although guests no longer fumble with paper, ticketing continues to be neglected. This paper will examine how smart 
ticketing completes the customer engagement jigsaw. Available on a wearable device or as an e-ticket on a phone, 
smart ticketing increases revenues, thanks to frictionless integration with advanced, cloud-based visitor-
engagement software. 

This integration that is characteristic of smart ticketing combines online and on-site customer engagement data for more 
powerful analysis and more effective interaction. It works across multiple sites, providing greater insight into each visitor 
before, during and after visits.

From the 1950s when huge numbers of people started visiting 
theme parks, leisure venues, and special events, operators knew 
ticketing would be critical to the guest experience. 
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It is the 
technology 

that enables 
high-volume 
destinations 

to meet 
changing visitor 

expectations.
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Where visitor 
demand is going

Digital ticketing is often not a fully 
joined-up solution across all locations

While it’s true that today’s digital tickets have helped make life  
much easier for visitors, there is still a long way to go. 

Juniper Research calculates that globally the number of consumers  
using mobile devices for ticketing will rise to 1.9 billion by 2023 from  
1.1 billion in 2019. If online ticketing and wearable devices are included,  
the number of digital ticketing users totals 2.2 billion¹.

Yet a further study this year from Juniper² found deployment of contactless ticketing to be surprisingly 
sluggish. Examining markets in Canada, China, Denmark, France, Germany, Norway, Portugal, Spain, 
Sweden, the UK and US, the research found that while contactless ticketing in general is to rise 
from an estimated 180 million transactions in 2019 to 468 million by 2023, its impact in the events 
market will be limited. Transactions are forecast to reach only 800 million in 2023, representing 
just 6.5 per cent of digital event ticketing. Even though the 2018 FIFA World Cup used contactless 
ticketing, other solutions, such as QR via mobile app, play a more dominant role.  

One major problem with many digital ticketing solutions is that they are often site-specific and not fully integrated. 
Customers visiting another site or facility run by the same operator often have to create a new account and lose out on any 
loyalty points or rewards previously accumulated.  

This annoyance makes repeat visits less likely, because guests hate it when a brand fails to recognise them as a customer. 
We are all so used to being instantly recognised by social media or online retailers, we expect the same from any park, 
destination, resort or casino. Almost a quarter of respondents (23%) in the Omnico Theme Park Mobile Barometer said 
they wanted technology to eliminate the chore of supplying personal details more than once. The exponential growth of 
electronic ticketing in public transport networks has shown consumers what is achievable on vast scales across major 
cities like London. Why, then, should leisure operators have a problem?
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¹ https://www.juniperresearch.com/document-library/white-papers/emerging-techs-transforming-digital-ticketing
² https://www.juniperresearch.com/press/press-releases/contactless-ticketing-users-reach-468-million-2023

Research found that contactless ticketing in general is to rise from an estimated  
180 million transactions in 2019 to 468 million by 2023
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The many expectations that parks, 
casinos, events and leisure destinations 
must fulfil

In the destinations and events market, consumers have many more 
expectations besides wanting to be recognised. They want to organise 
their visit in advance for example – a top priority for 89 per cent of 2,031 
respondents in the UK, US and China for the first Omnico Theme Park 
Barometer.  Guests want to pay for their visit before arriving and avoid 
having to use cash or cards once they are at the destination or event. More 
than eight-in-ten (82 per cent) in the same research said they wanted a 
cashless experience. 

Yet guests also want the freedom to change schedules – to take lunch 
early or divert for a snack or some merchandise. If they receive offers 
and push notifications, they want them to be relevant and timely, 
not generic and irrelevant.

In addition, guests want up-to-the-minute details of waiting times  
for everything from park rides, poker table availability, one-off  
attractions and spa treatments, to shuttle buses, concerts and  
live shows. When slots are available, or a band is about to go  
on stage they want to receive alerts. They want to order ahead  
from food outlets and restaurants so they can avoid queues and  
they want loyalty schemes that are easy to understand and  
simple to use whenever they buy anything.

Getting all that right requires the supply of a great deal of accurate and up-
to-date information direct to guests. An operator needs real-time analysis 
of transaction and location data as well as information on rides, attractions, 
bars, restaurants and accommodation. 
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What smart 
ticketing makes 
possible

The single multi-function solution

With smart ticketing, this is all possible. Through the integration of  
ticketing, point-of-sale and customer engagement technology, operators can meet the demands  
of today’s digitally-minded visitors across multiple destinations, sites and attractions. 

Engagement begins from the moment they buy their ticket. Customers can either use an e-ticket  
sent to their phone without having to download an app, or they can use a park’s customised RFID  
bracelet with the ticketing details on a chip. An online account for each guest acts as the master  
source of all tickets, entitlements (pre-purchased meal deals for example) and vouchers. A park or  
leisure operator running multiple venues can manage all bookings in one place and create a seamless  
experience for each guest. 

The account is linked to the e-ticket or wristband that serves as the payment method and access pass, keeping the 
credit card details, tickets, fast-access passes and reservations right on the wrist or in the pocket, so guests never have 
to reach for their wallets. On each transaction, the guest is identified by scanning the ticket or wristband, which 
immediately makes visible all the available benefits and rewards, fully updated. There is no need for separate 
scanning of additional barcodes or entry of voucher codes.

This unification of mobile ticketing or wearables with data-crunching capabilities as a single solution, provides a 
360-degree view of each guest. 

The solution collates the data streams behind ticketing, online bookings, payments, loyalty, access control, retail, food and 
beverage sales and analyses them to enable targeted, personalised engagement with visitors. Management is from one 
cloud-based admin panel.

This integration guarantees a completely seamless experience that maximises convenience, giving guests quick and easy 
access to services, shopping, and entertainment. A leisure operator running outdoor activities, gyms and sports facilities, 
for example, can ensure that families switch easily between the climbing wall, kart track, dinghy lake, squash court, 
swimming pool, restaurant and sauna.  At a theme park or casino, the whole destination, from attractions, snacks, drinks, 
gaming tables, restaurants, hotels and more – is managed from a platform that begins engaging the customer from the 
moment they go online to buy a ticket. 

This unifies disparate systems across any number of sites, pulling together everything from retail point-of-sale 
to kitchen ordering and room booking. Operators can analyse the data to manage capacity across a site and all its 
attractions, facilities and restaurants from one dashboard.

But at the heart of each customer interaction is a transaction – one smart ticket. 



W H I T E P A P E R

request a demo

07

Going cashless and ordering ahead

We can see that enabling cashless payments is a key area where smart ticketing 
wins. As explained, guests using e-tickets or RFID wristbands require neither cash 
nor cards, which is what visitors want. In the Far East, consumers are even ready 
to use facial recognition technology to cut out the hassle for payments and logging 
on. 41% of Chinese theme park visitors would like to be verified by their faces, 
according to the Omnico Theme Park Barometer 2.

But the ability to order ahead is another substantial time-saving advantage. Smart 
ticketing, through easy integration with third-party solutions, enables guests to order 
in advance for shows, family meals, sessions on the ski slope or archery tuition – 
almost anything. With the ability to pick an exact time-slot there is no queuing and 
no need traditional payment methods. In the first Omnico Theme Park Barometer, 
82 per cent of respondents said they wanted to order a restaurant table or VIP 
experience in advance. 

Bust queues and please your guests

When we think of how the smart ticket improves the guest 
experience, its ability to reduce queuing is uppermost. Standing 
in line or wasting time waiting remain the visitor’s biggest 
annoyance. In Omnico’s Theme Park ROI Barometer, which 
surveyed 3,333 guests around the globe, 78 per cent said they 
would walk away from queues at food and beverage outlets, for 
example.

Other research by Omnico among 3,362 consumers in Japan, 
China, Hong Kong, US and the UK (for the Theme Park 
Barometer #1) found 84 per cent would use a park’s mobile app 
to order food and drink in advance to avoid queuing. With smart 
ticketing they get the benefit without downloading an app. More 
than half (56 per cent) of respondents in the Omnico Theme 
Park Mobile Barometer research wanted a theme park’s app to 
give them visibility of queues at restaurants and food outlets. 
Smart ticketing gives guests what they want.

84%
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In the first Omnico Theme Park Barometer, 82 per cent  
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Kiosks drive up spending

Top-ups, virtual queues and add-ons

Similarly, the smart ticket fully integrates with self-service kiosks, which are highly popular,  
giving guests the ability to order ahead and pay for whatever they want, without having to wait in line. 

This is not just about convenience, it’s also about boosting revenues. In the Theme Park  
ROI Barometer, 49 per cent of respondents were willing to spend substantially more than  
the average if a destination or park had self-scanning or a self-service kiosk inside a food  
outlet or restaurant. Similarly, 48 per cent believed they would spend much more on  
merchandise and souvenirs with the same technology. 

Smart ticketing’s full integration with transaction and engagement platforms also means guests can top-up their accounts 
easily, view ride information and enter virtual queues. Again, this meets changing expectations. Almost half (48 per cent) 
of respondents in the Omnico Theme Park Mobile Barometer research wanted new technology to give them real-time 
information about events and shows on-site so they can avoid queuing. 

In addition, if guests want to extend their stay at a resort, they can see what their options are and book additional nights. 
Family accounts also give scope for adults to limit the spending of younger relatives. In US theme park research: Value-
add technology that drives loyalty, half of all 1,200 respondents in the US (50 per cent) liked the idea of being able to 
use technology to limit what their kids spent.  
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Self-scan is fully 
integrated

Smart ticketing also opens the door to mobile self-scan 
functionality. Guests already logged on and fully recognised by the 
ticketing technology, can make purchases without having to wait at 
the checkout to buy food and drink or souvenirs and merchandise. 
They just scan the items on their phone and pay from their 
electronic wallet. This is a huge advantage on a busy site, when 
guests are often part of groups and want to dash in to a store and 
make a purchase as quickly as possible.
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With smart ticketing guests remain fully informed. Having access to an  
online portal they can see their loyalty rewards and personal purchase histories,  
while the SMS reminders notify them of ride availability as well as relevant  
promotions. The integration of loyalty solutions with smart tickets, giving  
real-time access to every entitlement or reward, also chimes with what  
visitors want. Some 48 per cent in the Omnico Theme Park Mobile  
Barometer research wanted to earn and use rewards through a park or  
destination’s loyalty scheme. One of the huge advantages of loyalty  
integration is that it empowers operators to engage with visitors in  
a more meaningful, personalised way after a visit is over. 

Easily underestimated, loyalty schemes have universal appeal and increase  
revenues. In 2018, Six Flags Entertainment Corp, the global theme park group, 
launched a membership scheme that enables guests to earn points they can  
redeem for food, drink, tickets, merchandise and experiences. 

In its 2019 Q3 earnings call, the company said memberships provide “significant long-term economic upside” for the 
business through increased guest loyalty and lifetime value. A Six Flags Diamond or Diamond Elite member for example, 
has a lifetime value that is three or four times that of a season pass holder (based on the average selling price of their 
pass, higher spending in the park and the number of years they spend in the programme). Small wonder that the company 
wants to increase retention by personalising data and messages for the more than 1 million members who have enrolled 
in the operator’s loyalty system.
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Empowering loyalty

Photo-stations and games

There’s more. Smart ticketing integrates with on-site revenue-
generators such as photo-stations and on-ride cameras, which 
in turn boost a venue’s social media profile through simple 
interfaces, rewarding visitors via the act of sharing and  
tagging. Guests cannot wait to post photos of themselves 
enraptured or grimacing. 

Providing access to online games relating to specific 
park attractions or locations also gives parks the ability 
to influence how visitors move around the site. As well as 
relieving boredom for younger visitors, games familiarise visitors 
with the park and raise the level of brand-engagement.

100
points earnt

48%
In the Omnico Theme 

Park Mobile Barometer 
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and use rewards through 

a park or destination’s 
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Smart ticketing triggers bigger revenues

Nobody can overlook return-on-investment. For operators the benefits of smart ticketing 
come as an uplift of between 30 and 40 per cent in spending per guest but could be as 
much as four times greater if scan-and-pay or kiosk technology is included. When payment 
is easy and choice involves very little hassle, visitors are far more likely to spend. They want to enjoy 
themselves, but it is often the technology and the queuing that stand in the way.

Smart ticketing, which is straightforward to implement, covers the entire customer experience – from 
the point of booking, to follow-up interactions after guests have gone home. Operators can customise their campaigns 
to maximum effect, incentivising on specific areas as required.  For so long a neglected technology, ticketing has now got 
smart and is right at the centre of attention at events, parks and destinations attracting large numbers of visitors. Paired 
with advanced engagement and transaction software, it is set to become an indispensable revenue-generator. 
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Maximised resource-
management with 
minimal upheaval

In effect, what smart ticketing does is to bridge the historic separation between ticketing and  
other on-site customer engagement and transaction technologies such as checkout sales, loyalty  
and booking systems. 

It achieves its remarkable responsiveness and agility through the power of the engagement engine  
lying behind it. This analyses masses of data from every interaction and transaction by each consumer  
before, during and after a visit. 

The benefits operators are not just in increased sales of food and beverage, merchandise or accommodation. If you run a 
park, casino, a festival, a resort or a dispersed set of high-volume leisure and sport facilities, you can use smart ticketing 
to direct demand to where you are best able to meet it, maximising your resources. That’s a substantial benefit, achievable 
even at the busiest of times. 

Meanwhile the transaction and engagement engine ensures all visitor touchpoints and point-of-sale devices talk to each 
other, so the guest always feels they are having the best experience possible. There’s no compromise on quality.

Previously this would have required many different systems and technology suppliers, but now this is available on a single 
platform with one interface for the operator. Implementation is straightforward and does not require bespoke development 
since it is achieved through a series of modules relating to each area of activity, whether initial ticketing and booking or 
physical access, for example. 

For operators the benefits of smart ticketing come as an uplift of between  
30% and 40% in spending per guest



If you’d like to discuss how a Ticketing 
solution can benefit your brand, please do get 

in touch for a personalised demo…

About Omnico: 
Omnico is a global software platform provider of multi-channel commerce solutions to 

leading brands in the theme park, hospitality, casino, retail and catering sectors.

request a demo
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