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Business Sustainability for the Arts and Culture Sectors in Times of COVID-19
— Perspectives from SISTIC

Joe Ow

Chief Executive Officer
SISTIC.com Pte Ltd

ABOUT THE WEBINAR

The COVID-19 pandemic has led to a shift in consumers’ behaviours and accelerated the pace of digitalisation in the way consumers interact with the arts and
culture sectors, creating a new digital norm where museums, along with arts and cultural groups, are increasingly moving towards online ticketing platforms
to provide a more confident and safer experience for their visitors. In this webinar, Mr Joe Ow, CEO of SISTIC, will talk about consumer behaviour in Singapore
during COVID-19, and share his experiences in leading his company to adapt to these changes by re-designing SISTIC’s digital services, and forming meaningful
partnerships with various institutions to create better user experiences. He will share how digital technologies on the SISTIC platform are re-designed to cater
to new visitor expectations for the arts and culture sectors, and talk about the digital strategies used to reach out to new and younger segments of consumers.

ABOUT THE SPEAKER

Joe is a Digital Practitioner, Technologist and Business Leader. With over 19 years of experience, he held several leadership positions in
management, operations, technology and delivery. His current digital adventure is with SISTIC.com Pte Ltd, where he is transforming one of
Singapore’s first technology companies. He is re-imagining a new ticketing experience where tickets could be purchased or reserved seamlessly in a world
focused on digital and data. He wants to change the way customers discover and consume sports, arts, culture and entertainment activities. Prior to SISTIC, he
spent more than 2 years in Accenture Singapore, where he was involved in technology consulting and digital transformation for Fortune 500 companies.
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3 In 4 Singaporeans go digital in arts consumption

#GalleryAnyw ﬁ e 2

GET YOUR DAILY DOSE OF ART
AND VIRTUAL EXPERIENCES

Stuck at Home? These 12 WHEREVER YOU ARE
Famous Museums Offer Virtual
Tours You Can Take on Your

Couch (Video)

Experience the best museums from London to Seoul in the comfort of your own home.
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PRE-COVID STATS

MUSEUMS VISITORS NATIONALITY VISITORS AGE (2019) SISTIC Patron Data

(2019) SISTIC Patron Data S0%
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25% 21%
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Non-local

23%
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I

45 To 54 55To 64 65 And
Above

18 To 24 25To 34 35To 44

<18yo
Kiosks are already
part and parcel of
our lives!

18-24 yo
We tru@esktop

PREFERRED SALES
CHANNELS
(% OF AGE GROUP)

most!

SISTIC Annual Patron <18: 48.8% <18: 25.0% <18: 12.5% <18:4.2% <18: 0% <18:8.3%
18-24: 65.3% 18-24: 17.1% 18-24: 11.2% 18-24: 4.4% 18-24: 0.2% 18-24: 1.6%
Survey 2019 25-34:56.5% 25-34:22.5% 25-34: 18.0% 25-34: 2.0% 25-34: 0.2% 25-34: 0.6%
35-44: 46.6% 35-44: 26.3% 35-44: 23.9% 35-44:1.7% 35-44: 0.5% 35-44: 0.8%
45-54:51.4% 45-54: 23.4% 45-54:19.2% 45-54: 3.9% 45-54: 1.0% 45-54:0.7% 6
55-64: 58.3% 55-64: 17.0% 55-64: 14.6% 55-64: 6.3% 55-64: 1.5% 55-64: 1.5%
65+:45.8% 65+:16.7% 65+: 14.6% 65+:8.3% 65+: 8.3% 65+:4.3%
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PRE-COVID STATS

TICKET SALES CHANNELS TICKET SALES CHANNELS
39 (2016 — 2018)sISTIC Patron Data (2019) SISTIC Patron Data

B Counter B Counter
W Internet W Internet
B Call Centre B Kiosk
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100% 100% 919 100%
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80% 80% 80%
60% 70% 70% 70%
60% 60% 60%
40% 40% 40%
20% 17% 30% 30% 30%
o 20% 0%
3% . 20% 11% 9% 12% ’ 14% 11%
— C I B Bl
Before Covid After Covid 0% - 0% 0%
m Counter M Internet Before Covid After Covid Before Covid After Covid Before Covid After Covid
m Counter M Internet B Counter M Internet m Counter M Internet
Venue 1 Venue 2 Venue 3 Venue 4
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POST-COVID STATS

MUSEUMS VISITORS NATIONALITY (Pre and Post COVID)
SISTIC Patron Data

M Post Covid ™ Pre Covid

Non-local 479%

64%
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VISITORS AGE (Pre and Post COVID) SISTIC Patron Data
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35%
0
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10%
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POST-COVID STATS

Online shopping intent for nonessential categories is strongest for millennials and high-income earners.

Expected change in online shopping per category over the next 2 weeks!

' 2 Net intent2 NN
Net intent <-920-20 -10 1 10 20+

US overall Generational3® Income

Net intent? GenZ  Millennials Gen X Boomers $50K-$100K  >$100K
Essential ,  Groceries S -9 4 .9 N 0 | 14
Household supplies . 0 i o 5 o B < N -6 N 9O 14
Personal-care products I ENE | -6 12
Food takeout & delivery 8 15 e Y e 0 17
Snacks B @2 [ -8 | 8
OTC medicine 0 0 [ -8 -10 NG
itamin Oplemen 0 =9, =7 5
Entertainment at home 16 26 26 20 T 14 28
BooKs/magazmes/newspapers -] - s -4 -Y
Consumer electronics 12 14
Tobacco 0 0 3 I 16 28
Non-food child products 7 N/AS 11 9 N/AS N/AS 2 17
Skin care & makeup 0 6 4 14
Alcohol -20 -12 8
Fitness & wellness I 0o 9 -8 16
Non- Footwear 14 6 -17 S @ ]
essential ' Apparel 38 26 8 [ -8 [T 16

'‘Q: And where do you expect you'll buy these categories? Tell us if you will shop in the following places more, about the same, or less in the next 2 weeks. Please note, if you don’t buy in one of these places today
and won't in next 2 weeks, please select “N/A.” (Did not ask this question for categories not shown.)
’Net intent is calculated by subtracting the % of respondents stating they expect to decrease online shopping frequency from the % of respondents stating they expect to increase online shopping frequency.
“Generational data refers to the weighted average of McKinsey & Company COVID-19 US Consumer Pulse Survey 6/15-6/21/2020, n = 2,006, and 6/1-6/7/2020, n = 1,966.
*Low sample (75—-100).
’Insufficient sample (<75).

Source: McKinsey & Company COVID-19 US Consumer Pulse Survey 6/15-6/21/2020, n = 2,006, sampled and weighted to match the US general population 18+ years

Sisi

McKinsey &
Company

US Consumer
Pulse Survey



POST-COVID STATS

sisy:

Intent to pursue out-of-home activities varies by category and country.

Intended engagement with activities outside home for the next two weeks'
% of respondents?

Germany

France
Spain
Italy
India
Japan
Korea
China

Shop for non-necessities -- - - -

Get together with family -- -

Drive more than two hours from home

Visit a crowded outdoor public place

Use ride-sharing service

Use public transportation

Go to a hair or nail salon

Go to the gym or fitness studio

Go out for family entertainment

Dine in at a restaurant or bar

McKinsey & Company Survey

Travel by airplane 0-19 20-39 40-59 60-79 80+ 10
R I

Attend a Iarge event “For which of the following activities do you intend to leave your home to do in the next two weeks?"
1art represents percent of respondents who intend to leave their home to do this activity during the next two weeks.

Source: McKinsey & Company COVID-19 Consumer Pulse surveys, conducted globally between June 15 and June 21, 2020



POST-COVID STATS

Which type(s) of events are you most likely to watch via live stream? Tick

those that apply.
70.00%
 6577%
61.90% 63.39% 62.50%
60.00% -
50.00% - 48.81%
40.00% -
35.42%
31.25%
] 28.57%
30.00% 26.79%
0
50007 19.35%
I 15.48%
10.00% -
0.00% - | [ ] | ]
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sisy:

Answer Choices Responses
Concerts 61.90% 208
Theatre 63.39% 213
Musicals 65.77% 221
Dance 35.42% 119
Orchestra 31.25% 105
Art & museum exhibitions 19.35% 65
Seminars, conferences & 58 579, 96
workshops

Sports 15.48% 52

Family Entertainment 26.79% 90
Film/Movies 62.50% 210
Comedy 48.81% 164

opgrtarj eanwsl,VIgaagrlr:: i r? 2 c:ev\\/lcselnts 3:217 I
Answered 336

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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What type of content do you generally prefer to watch

online?
70.00%
60.00% 57 44%
£0.007% Answer Choices Responses
Events simultaneously recorded and o
42.567% broadcasted in real time 42.56% 143
40.00% . . .
Non-live media, such as video-on-demand,
. 57.44% 193
vlogs and YouTube videos
30.00%
Answered 336
oo SISTIC Poll on Live Streaming and Virtual Events — Apr 2020
10.00%
0.00% . |

Events simultaneously recorded and broadcasted Non-live media, such as video-on-demand, vlogs
In real time and YouTube videos

12
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law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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IMPORTANCE OF DIGITAL ENGAGEMENTS

Digital Consumer Survey (by NHB) in May 2020

» 43.5% are new audiences, reached via NHB's digital offering
» 87.4% agreed digital offering made them more interested to visit our Museums
* 79.9% agreed that the digital offerings uplifted their spirits

Our own findings from SISTIC Live, our new Live Streaming
service

* 39% are new audiences who have never attended our physical

events
* Most of the new audiences were younger segments

Our own stats shows similarity between museums patrons and our
patrons for other arts & culture performances

18To 24 25To 34 5 To 44 45 To 54 55 To 64 > 65

14

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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Zoom Meeting

Jolene Tan

Khaled Ali

pmn Video . e

‘ \k

45

J

Interactive Virtual Tours — Palace Museum

Virtual Museum Tour: Stay Home, Stay Safe o
. rhl;s‘dfbmlscw:a politigue: : v st.womer
caion SO ian Serbs mass
R UN come= Je IONU vis Bosnian Ser
199 ¢ comention 1995 pes Serbes massacre

js enacted
L‘:wmms est promulguee
-

L

I

i ights is formed
ection of human rights 1S fo p
Ia protection des droits de la personne est Cree

African system for prot
Le systéme africain pour

l

UN convention requires nations to prevent torture
1984 0g convention de FONU oblige les nations a prévenir la torture

ol |

| 1L

9@y liberation movement
vanisent le mouvement de libération gai 19941998

Virtual Tour — Live Guided Tours

15

Guided Virtual Tours — Canadian Museum of

CONFIDENTIALITY NOTE: The information contained in t H uman ng htS mation that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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Gamifications — DIY Landscape Painting, Suzhou

Museum

12th C CE Water-Moon Guanyin

3D Model

i T —————

= ot RS : 16
Marketing Campaign — Nelson 3D Art Exploration - Artsmia

CONFIDENTIALITY NOTE: The informat Atk|ns I\/I useum Of the Arts ed individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation iSTIOt the Mtenaecad reciplent, you are nerepy nocied that any dissemination, distribution or copying of this communication is strictly prohibited.
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extended line of Vicks products. Nearly ninety years
after Richardson’s death, his “magic” salve contin-
ues to relieve the discomfort of sick people through-

a dog!

The miracle, however, was performed when the little boy
next door, who had always wanted a puppy, rubbed Vicks
on the part of the tail that had been cut off and grew himself

thing from stomach problems to
lack of energy. Pharmacists exper-
imented with different ingredi-

Over the years, Pepsi-Cola has been sold in bottles of different designs and colors. (Lef? to
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ighi
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Inventive Spirit: Pain Relief

en was aspirin invented? The
father of modem medicine,
Hippocrates, working between 460

and 377 BC, left records of pain-relief treat-
ments that included the use of powder
made from the bark and leaves of the wil-
low tree to help heal headaches, body
pains, and fevers. In 1829 scientists discov-
ered a pain-relieving compound called
salicin in willow plants. Salicylic acid was
tough on stomachs. In 1853 Charles
Gerhardt neutralized the acid but did not
pursue marketing his new find. Several
years later, Feliz Hoffman, an employee of
German company Bayer, found Gerhardt's
formula, marketed it, and sold it. Aspirin
was patented March 6, 1889, and sold as a
powder. Tablets
came along in

@ l 1915.
Why Headach

| FAST RELEF OF PAIN ANO
EADAOHE +«NEURARG IA

powders? It was
very common for
druggists in the

\ early 1900s to buy

These packets of BC and Goody's headache pow-
ders were made in the 1960s and 1990s in Durham
County and Forsyth County, respectively. Images
courtesy of the North Carolina Museum of History,

tﬁ' THJH, Fall 2006
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raw materials and make their own prescrip-
tions. Pills were harder for the local druggist
to make, so pain-relief powders developed
as a regional heritage,

HEADACHE POWDFRS

BC Headache Powder: Ph

Germain Bernard and C d
created their headache powder in 1906 at
the Five Points Drug Company in Durham.

Stanback Headache Powder: Thomas
Stanback, of Salisbury, created his
headache powder in 1911, as a young phar-
macist in a Thomasville d He

RELI
advertising ;
began.
Goody's
Headache Powder:
Winston-Salem ph ist Martin “Goody"
Council  Good created his headache powder in

1932. A. Thad Lewallen Sr. bought the for-
mula and trademark a few years later. His
marketing strategy based on sampling
introduced Goody's Headache Powder to
the Southeast and beyond. Samples were
handed out to factory workers at shift

h This 1 method created

moved to Spencer to work at the Rowan
Drug Store while its pharmacist vacationed.
There he gave samples of his new
headache power containing aspirin to rail-
roaders, who carried it up and down the
Soithetaline. Stank e ded his
younger brother Fred to try selling the pow-
ders to area stores. Thomas prepared the
product by night, and Fred sold it by day.
Thomas used a flour sifter, then a sifter with
a hand crank to speed production. The
brothers began renting a building in
Spencer in 1927 and sold their p

a dedicated following. Demand soon out-
stripped production. In 1941 a modem pro-
duction facility and an increased sales
force furthered boosted Goody's.

Bromo-Seltzer: Isaac Edward Emerson,
a native of Chapel Hill and 1879 graduate
of the University of North Carolina at
Chapel Hill, moved to Maryland in 1881. In

1888, working behind the prescription count-

er of a modest drugstore, he created a rem-
edy for hacdcxches and indigestion. His

from Richmond, Virginia, to Columbus,

Georgia. In 1932 a new ltali de fold-
ing machine was purchased, and produc-
tion moved to Salisbury. Full-scale national

d in chemistry and ph led
to the granular effervescent salt he named
Seltzer and packaged in cobalt blue
glass bottles.
—>Suzanne Mewborn

ents and came up with flavored
syrups for ginger ale, root beer,
Coca-Cola, Dr. Pepper, and other
beverages that we still sip today.
Carbonated water was added
to these syrups to make soft
drinks at the
drugstore’s soda
fountain. People
in small towns
and big cities
gathered at soda
fountains to
meet and catch
up on the latest

Caleb Bradham s
(1867-1934) invented ~ NEWS. Great-
Pepsi-ColainhisNew  fasting bever-
Bern drugstore. Image
courtesy of the North ages helped to
Eiralmn Museum of attract more

istory.

customers.

Pepsi-Cola’s inventor, Caleb
Davis Bradham, was born in
Duplin County on May 27, 1867.
Bradham attended local acade-
mies and then attended the
University of North Carolina at
Chapel Hill for three years. He
left that school to study medicine

News and Observer as part of the Ne

“Thisarticle,provided by the North Caroina Museum of History

date from approximately 1934 (clear with red and white logo), 1890 (amber), 1940 (clear with red, white, and
blue logo), 1925 (green), and 1900 (amber). Caleb Bradham estimated that he mixed about 7,968 gallons of
Pepsi syrup in 1903. In 1907 about 104,029 gallons were mixed for sale through franchises. Image courtesy of the

North Carolina Museun of History,

at the University of Maryland but
had to drop out when he ran out
of money. Later he returned to
Maryland to study pharmacy.
After holding several other jobs
and completing his degree, he
opened a drugstore in New Bern.
Like other druggists of his
time, Bradham concocted differ-
ent syrup mixtures for his store.
Brad’s Drink, as Bradham's
friends first called it, was his cus-
tomers’ favorite beverage. He
eventually renamed the drink
Pepsi-Cola for the pepsin and
cola nuts that were among its
ingredients. In 1902 Bradham
hired a manager for his pharmacy
and began devoting more time to
marketing his product, at first
mixing the syrup in large barrels
himself, selling it to other soda
fountains and drugstores, and
making deliveries by horse and
wagon.
fi

rst appeared in
program.

Access hnp Jfuwro. newsobserver.comfnie for more on that ym\r'ml

Pepsi-Cola expanded quickly,
and by 1909 there were more than
250 bottlers in twenty-four states.
By 1915 the company was worth
more than one million dollars!
But disaster struck. The price of
sugar, one of the main ingredients
in the drink, quadrupled when
World War I erupted. Bradham
bought a large amount of sugar
because he thought the price
would continue to rise. Instead,
prices dropped a lot. Bradham
also lost money when he invested
in a new bottling method that
failed to pay off.

In 1923 Bradham’s drink com-
pany declared bankruptcy. Roy C.
Megargel, a Wall Street broker,
bought the Pepsi trademark, busi-
ness, and goodwill for $35,000
and formed the Pepsi-Cola
Corporation. Bradham’s luck ran
out, but his invention lives on—
around the world.

THJH, Fall 2006 g

Part 2: Make Hypotheses

Hypothesis #1 What might the artifact be used for?

What evidence supports your hypothesis?

NORTH CAROLINA MUSEUM OF HISTORY

ONID

The Exhibits

5 East Edenton Street
Raleigh, NC 27601-101
BeyondTheExhibits.com

Supplementary Home Packs — North Carolina, Museum of History

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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#StageOnScreen - Local Arts & Culture Content #WatchFromHome - External Content

Sis

THE ULTIMATE
#WATCHFROMHOME
GUIDE

Live entertainment from local and international acts

/. ——— g
KEEPING YOU CONNECTED -
TO ENTERTAINMENT 24 /7 —
l = - = — e /

Presenting #StageOnScreen For All Live Entertainment Fans

INTRODUCING

#WatchFromHome? Here's your guide to free
sis entertainment online

SISTIC

In support of

® o STAY HEALTHY
OGO DIGITAL @UN'TED

Arts& Culture Donation SISTIC Live - Virtual Event Monetisation

Your small wh| S > |

act of giving

goes a long way in sustaining our local
performing arts scene

SISTIC LIVE=

ENJOY UNPARALLELED ACCESS TO LIVE
ENTERTAINMENT FROM WHEREVER YOU ARE

Home / Explore / Festival <
Home / Explore / Article @
SISTIC Live - Our New Streaming Platform 18
H el p our Iocal a rts g rou ps tid e over COVI D-19 - SISTIC Live allows you to stream past and present productions on any internet enabled device, enjoying unparalleled access to live entertainment from the comfort of your
own homes. Easily purchase tickets to upcoming streamed events on SISTIC's website via a seamless and secure booking experience and contactless payment.

gjai here's how you can contribute

Q Find out more about SISTIC LIVE through these FAQs.

With the iinnrecedented clnaiire of all entertainment niitlets live nerfarmances have come tn a standstill with a
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DIGITAL ENGAGEMENTS - SISTIC LIVE

Supported >30 events on SISTIC Live
since May 2020

CHAPTER 1
LIVE ARTS & CRAFTS: Bl e | B ALY N | O E——ra 2 N A
PUPPETSTHATPLAY ¢ / SEIFS. | [ SRYH B | N —— [ st = | g1 Masterpieces by %

Gu Guanren #%

m—@[ﬁm% 20 events on Zoom, Google Meet

/l JIA ¥

7% 1 I T 2 T ek

Sold ~20000 tickets

A Mega Magic Theatre Extr

RAZER

L
L2

> o B = Ny

) £55 R\
L \
\ : \

: ’ % : ‘
P> :‘" " (‘
2020 g /7 : ol LLKS . 48 ,;
“4 + ! y
F . -~ ',‘. o 5 5 - ; \
”~ ; % "y - s
- 4 A 4
4 :
y - y
.

Viewers across Singapore, Malaysia,
f el India, USA and UK

LAWRENCE & PRISCILLA KHONG

I THESCENES AT (T

* Live Streaming
| R < N \, , * Scheduled broadcast
(TR T — N N B IR h R S * Pre-recorded video upload
EGINNINGS i\ S H L L hie N\ . X i

Back from 2 sold-out shows in #SIFA2018

f“ v aalh = Monetised via
J * Paytoview

- ‘ j e COLLIER % |
< WORKSHOP = * Pay as you wish

“Mnn A“n Fnl[“ns - 29 JUL 2020 - WED, 8PM - o \ o °
MIlGIlT WITHK AUB12020 | Donations

T <HOW FOR THE NATIONAL ARTHRITIS FOUNDATION (NAF : = : FON \ 1 9

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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MUSEUMS SAFE OPENING

Research by IMPACTS Research & Development
» Public is comfortable visiting Museums but not using interactive exhibits and features

Data consolidated for about ~160 museums worldwide that are Opened or Opening Soon
(From avoid-crowds.com)

* 148 has stated some form of safety measures (E.g. social distancing, mandatory masks, reduced
capacity, timed entry, hand sanitisation stations etc)

* 139 has online ticketing as an option (68 has only online option)

21

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.



8is i
SAFE EXPERIENCE

DATE & TIME

Which date and time would you like? You may choose from the dates highlighted.
EXHIBITION
James Tissot's ambiguous

APRIL 2018 ‘
modernity

Wed ' 23 June - 13 September 2020

Events

General public

Waiting time

4
S

min

Priority access

Waiting time

Timeslot reservations o

Queue Time on Website & 22
Ticke
CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain inform®a : Hsiop xermprey from disclosure under applicable

law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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SAFE EXPERIENCE

15:07 w G 9@ ® % O LTE4 §72%

(> @& safeentry-gr.gov.sg/tenant/f (+]

© :
s | s ’ A Singapore Government Agency Website

€ SafeEntry

€ SafeEntry Check-In 9
You are visiting
National Museum of
Singapore
43756923439
Check-In :—);'
Ticket Price
SGDO N
< Check-Out L(—J >

Gallery 10

. . ‘ } "‘."
By National Museum of Singapore \ . ’
A

Contactless self check-in / Temperature and
mask checks

"Q" Arrive at venue by this time: 10:15 AM

Sun, 24 May 2020 11:00 AM

SafeEntry link in Ticket

23
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SAFE EXPERIENCE

StiGood e
‘ 2
3|s | Wed, 17 Jun 2020
Overview (Exhibition 1 - 10.00 AM) Venue Capacity
Current Sold Tickets Inventory Available Inventory on Hold Total in Venue 18
) 2instore /\ 5instore /\ 9instore 65 29 5
Max 10 allowed. Please keep a minimum of Max 10 allowed. Please keep a minimum of 2 Max 10 allowed. Please keep a minimum of 2 ® Total Exited 12

metres distance from other customers at all metres distance from other customers at all metres distance from other customers at all
times. Thank you. times. Thank you. times. Thank you.

Release Held Inventory

|I || || Sold Tickets
Event Name Event Time Sold Tickets

4 3 7 5692 34 39 - | | Total Admitted

Exhibition 1 - 10.00 AN 10.00 AM 17
30
Ticket Price Exhibition 1 - 11.00 AM 11,00 AM -
SGDO Exhibition 1 - 12.00 PM 12.00 PM 2
Exhibition 1 - 01.00 PM 01.00 PM
Exhibition 1 - 02.00 PM 02.00 PM

Gallery 10

By National Museum of Singapore

Realtime Patron count in exhibitions — Front Desk

"Q" Arrive at venue by this time: 10:15 AM

Sun, 24 May 2020 11:00 AM PRINT

Realtime Patron count in exhibitions — Patron
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SAFE EXPERIENCE

Auto Blocking of Seats for Social Distancing
XK X 34 35 X X 38 X X 41 42 X 44 45 46 47 XK 49 X X X 53 Selection ' Remove all

» System will auto-assign the seats based on best-available, | saseeee®eimrxes®sr ke ssd socen 12
i fi f ) 22 % X 35 X o7 38 39 X X 42 43 X 45 X 47 48 X X XN X s3 s '
IN TiIrst-come-tirst-serve ) 00000000 0000000008

L3 31 X@@D@® X X 30 40 41 42 43 X XK X X 48 49 50 51 ¥ ¥ X
V30 31 2@ 34 35 @ X 38 30 X 41 42 43 44 45 X 47 48 49 M XN X s3 X
N3 31 X X@@ X X X 30 40 41 X 43 44 45 46 X X 49 50 51 % ¥ X
P X 31 32 33 3¢ 35 36 X 38 30 40 X 42 43 44 45 XK X 48 X N 51 52 53 54
2030 X 32 X 3¢ X X X X X a0 X X XK 44 45 46 X X X X XN 52 X 54
R 30 3 32 33 34 X X 37 38 30 X 41 X X 44 X 46 X 48 40 50 X 52 X 54
s XM 31 X 33 34 35 36 X 38 39 40 M XK 43 XM X X X 4 X X 51 52 53 ¥
T X 31 X X 34 35 K 37 38 39 40 X 42 X 44 45 K X 48 X N X 52 53 ¥
Setup UTa A e e e MR 43 (aa a5 KKK W N 51 € 53 K

« System will auto-bubble wrap the seats with safe
distancing in place (auto block off seats in front, behind,

left and right) — distance can be adjusted per venue. E.g. SIS
might have a 1 seat buffer and NST might have a 2 seat buffer

» Seats will be sold and held back with SDM-hold codes that are tied to patron account.
» This option will balance social distancing measures with revenue optimisation
» Seats Selection with bubble wrap is possible from consumers’ front, but there may be gaps and will not

maximise revenue.
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Marketinglf s And these

Campaign Datalls started since
e g — years ago
N\ | ¢ ‘ LA

Brought entertainment to
over 300,000 customers




Figures are estimates based on ticketing data and primary research from 2019

How much do they spend? = [
;m

..87 % of income L B
p 2 = 16
\ |

\ In 201 9. Smgaporeans consumed

\ . -.\----------_Over 3,000,000 Tickets

V_I\_’hatp rg:hety.buymg? - ny ' Dinoquest

Op Frodwcts. “W 30 Vivocity Bounce i [r” ' wo

1in 5 visited " 4 KUﬂ0530 44 Changi Jewel 50%

ArtScience . Imore
Museum ‘& ikely to
: watch

$100 \ gCe/Ar\wchs $92

g0 , — _'

Very unlikely A FS 3 4 | "

to buy [ &S N N Supports local
merchandise \ i R B ) comedy acts
¥y ‘:
______________ 310/ — ' ,
Median ticpay = © Mosaic Music Series Coffee Moming @ Esplanade

Yesterday =~ Adam Cheng'

Once More '
A Date With Friends 2019

Fei Yu Qing

AriScience Marquee '

Museum
' Kodcline'

Taeyeon

Contributes to 61%

When do they buy? Of Family Love international
Entertainment comedians such as
Event Day Ticket Sales Trevor Noah

— 25% less likely to have
15dCIYS c:cjugh’rI a gzloncer:r/ +5dq>> +7dc|ys >



Data Capabilities

Business Intelligence & Data Analytics

T e (S[ PI Tickets Sold Sold % ————
iew :.LI\/'Il“’iJ ’ 5411.326 834, 707 STEP1 Tickets Sold (Total) Gross Sales (Total)
- Key M@T?P&:é oy e e onTHEAR 116k 1441k
| | Product A ‘ :
Type of Business h-Day) B il " Top 10 Products Feb-2020
\ Jan2020 |
$23, o
STEP2

\ Campaign_Name

... Conversion Stafts

tttttttt

B
sar-...
OPR: 25.83%
1 Margaret Cho Fresh off the Bloat T.
2nd Blast - Collect Your Tickets Earl
the Bedd Dinne Pallane Vmsse Tintmsn Cacks
5 STEP3 2019-07-11
P .
aies iren Iop Products B
= . . AR "CONFLUENCE'-SAMAAGAM-B |  DaySent
Gross Sales By Genre Genre Statistics T
i o [CANCELLED) Huayi £ % 2620 T... !
- : A S 1 A Calaman: Tha Uima
Total 321 $36.11 231,454
$ ONLY AS REQUIRED
: \ Product

PPPPPPPP

== Conversion Over Time

) $43.84 Email Conversion rt
( : Iq n: TixSold-  Gross Sales
G I . 'I l e | O | es G e I I re S O I e S Theat AV g S p e d Campaign_Na Q Product Q Ema Q Conversion - Conversion SALES_D Q SALES_H Q Last Click DateTime First Click DateTime  Total Clicks Sent Date

Industry Dashboard Marketing Analytics

Providing a platform that provides self-service slicing, dicing and
visualization of data

Extending our view of the customer journey

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.



Data Capabilities

Data Enrichment & Predictive Analytics

Q 335 Selections lla Insights
Festivals
$3,202,899.46 Mea Orchestra  Musical Theatre Concert Sports (Arts) Comedy Dance
Tickets Sold - Films . y Orchestra
N : : Fest. (Arts) Orchestra Orchestra Sports h ly Ent Films Films ;
46.16k 22 UL Dance Theatre Fest. (furts) Sports Comedy H I g ms Dance Sports SIS
T — Dance 1 . (Arts)
. $545.84 Fami Concert
. : amily Ent s Theatre 5
Low Affinity Sports Family Ent - Orchestra I_OW sical Concert Orchestra Concert
- - Comed Family Ent
Purchases for Live Entertainment Ove r 5 O O O Va | I d re S p O n S e S y Sports Iy : :
T o . . - S Or chestra - 56.6% 84.3% 25.1% 32.3% 12.5% 37.3% 36.0% 32.3%
Comedy Concert Dance Comaity Musical A1 N ¥3.9% 76.5% 26.8% 11.4% 28.0% 43.3% 22.3%
Measures 47.3% Dance
: : : B 1 _ Theatre : N.A. 75.1% 27.5 35.1% 12.2% 37.9% 48.3% 28.2%
Family Entert... Films Musica | B A . \ Family Entertainment
G l t - Concert 43.7% N.A. 25.8% 14.3% 26.0% 42.1% 19.1%
TEage
en re n e r@S Family Entertainment 43.3% 72.9% N.A. 26.1% 18.0% 27.9% 53.2% 22.7%
Films 64.0% 80.6% N.A. 20.3% 51.7% 54.7% 25.4%
o — oo | e o Sports 41.9% 83.9% 39.0% 38.1% N.A. 28.7% 56.1% 20.1%
S e gm e nt - K > P e S e Festivals (Arts) 67.3% 79.3% 50.4% 14.9% NA. 47.0% 33.3%
e, . — Comedy 52.2% 78.1% 36.5% 32.4% 17.7% 28.6% N.A. 21.0%
Value Willingness to Pay Actual Price Paid [ =1 R e

Data Enrichment

Genre Affinity Maps

Understanding the “Whys” behind customer actions

Understanding the “Whys” behind customer actions

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.



Data Capabilities
Data Services & Advanced Reports

Product Combination Q No. Products No. of Patrons A‘.‘rg Interval Between
Totals 5529 v 1017302 Products Bought Q Number of Accounts % of Accounts  Avg CLV Per Account Purchases (Days) Recency
v

Aladdin . a1 Totals 100.0% $as4 a5 486 Year Q Type of Patron Q
The Lion King 1 71.68% 8139 11 545
The Lion King 2 677 2 14.1% $366 132 418
The Phantom Of The Opera 3 5.7% $590 148 339
WINNER 2018 EVERYWHERE TOUR IN SINGAPORE 2 662 4 2.9% $789 138 290 Totals New pEUOH R’EQE‘&[ Patroq
iKON 2618 CONTINUE TOUR IN SINGAPORE 5 1.7% $997 126 252
National Gallery Singapore - All Access Pass (General Admission and YAYOI 2 666 6 11% $1,282 115 223 | T T )
KUSAMA: Life is the Heart of a Rainbow) - 07% $1,368 104 205 2017 100,000 50,000 50,000
National Gallery Singapore - Gallery Insider . o

8 0.5% §1,503 86 187
SINGAPORE AIRSHOW 2618 - Adultand Child 2 595 9 6.4% $1823 88 173 ’)818 110,000 50,000 60,000
SINGAPORE AIRSHOW 2826 - Adult / Child ‘ -

10 8.3% $2,899 8 160
From Singapore to Singaporean: The Bicentennial Experience 2 456 . e " _ N
kit K‘_’qg : 11 8.2% $2,010 75 155 2619 120,000 55,000 65,000
mpmpe— R -~ 12 0.2% $2,209 71 149

ZA 2 43
- , N 72 q
The Lion King 13 8.1 1 2020 10,000 4,000 6,000
/ G1% 2 7212 2 2

KOOZA ,2 ;1; 14 u.lfc 02,/ 20 6.: 146
KURIOS CABINET OF CURIOSITIES Others 0.8% $21,308 - 102

Product Grouping

Creating Segments Customer Acquistion

ldentify patrons who are interested in
visiting museums and watching an arts
program.

Track the customer acquisition /

Segment customers and measure each
retention across time.

segment via business frameworks such as
RFM.

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.



Capabilities
Machine Learning

Future State

Access the Sales Forecast Pilot Log here:

s http://bit.ly/salesforecastpilot AI powers deCiSion'ma king
\ Product Selection directly into systems
1k
08/04/2020 20:00: VOTE KUMAR e MACHINE fr-\—) p— Dynamic Pricing
roduct ID: 1488668-S LEARNING ° p | \ _ : :
o [RRRIE S Y Sti>{cloud - Recommendation Engine
Time Lapsed: 14% = Ticketing Intelligence ~3
Tickets Sold: 698 m E : \K _— Web'Tag Manager
B YIRUMAR, RN - ..
Show Date: 98/64/2026 - A' T \ Inventory Optimizer
1.95k Allotment: 1956 .II -
‘ PROCESSED
Calculate Trend 1 Calculate Trend 2 Calculate Trend 3 Trendl = Fast Be... Trend2 = Steady Thr... Trend3 - Furious Gro... RAW DATA DATA e
Actual Sales Trend Trend1 INTERNAL EXTRACT -
- — ]
— e
40
e
i EXTERNAL TRANSFORM
I Current State
0 Al powers analytics

Days On Sale

Machine Learning

Knowledge and data are crystalized into Machine

Learning models.

Sales forecast, Recommendation models etc

for human user

Decision Engineering

Integration of machine learning models into operations and

product to provide smarter services and sales conversions

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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OUR SALES AND MARKETING CHANNELS

0 & & O 8

SISTIC SISTIC SISTIC Authorised Social SISTIC Partners
Website Mobile App Buzz Agents Media
48M page views 22k monthly 550k active base 27 5G counters FB: 60k 20 Platform/marketing
annually users 10%-40% open 4 overseas IG: 10k 800 Corporate Sales partners

rate counters
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APl PARTNERSHIP - Seamless Ticketing

Seamless Ticketing — Ease of access to browse and purchase tickets via APl Partners. More Digital channels

DBS PayLah current Circles — 2 million MAUs
reach its about 1.7mil+ by end 2020.

Coming up
in 2020

CIRCLES. LI}

T O L4 eaT% l B O P4 [ 4T%

circLes.LIFE X sisTic &7

Book SISTIC events o*xhk
your Circles.Life app now! &

MANAGE

& - A

Bill Payment

Today

CapitaStar

Sistic Events for you See all

cie Y0 r:s

ChopeDeals SISTIC VivoCity

Deals You'll Love

[POSTPONED] First Fleet S&—ALBA

CELEBRATE WITH ' '
DBS QR GIFT THIS | | l
LUNAR NEW YEAR “ga

3 (5] Nl

Home

&2 Buy Tickets Recommended See all

()

SINGTEL
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PARTNERSHIPS

Live better through Sport

TOP STORIES
Meet Merli, Singapore's
Passion Ambassador

Partnering with ActiveSG:

* Integrating with ActiveSG as a sales and
marketing channel

* ActiveSG Wallet as a payment option in SISTIC
platform

o0 =] 1) (), SPECIALEVENT
Iscover My Trip Fssentials Search Crafile

Visit Singapore Pass (VSP) Partnering with BeMyGuest & Chan Moo

It allows Visit Singapore (VS) app users to Brothers % m—

be admitted into venues via a single QR * Integrating our inventory into e

code known as the VS ID. BeMyGuest and Chan Brothers to Cultural Concierge — is a single platform for Arts
distribute via their extensive travel agent .4 cultural content, ticketing and CRM
networks in the region capabilities.

Tourism Information Hub (TIH)

Upload content into TIH, syndicate to travel This platform would allow NAC to better

agents understand patron profile and behaviour and push

for more attendance of Arts/Cultural activities

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applidadble
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.



SISTIC DISTRIBUTION NETWORK

S IE

* Partnering with more than 100 Travel Agents to sell more product offerings

l< L@K RC"!TAHEQ @ BAM ENTEQ\%\?@\NAENT_ t’b:': {H W SEAW“EEL BEMyGUESt@
L, : uniu.com

aE NN www.KiOSTiX.com

LILYS

TOURS

PAYS . ﬁ N
\ | SINGTEL Shopee |.CIZCIdCI

« Corporate Exclusives Program - more than 800 corporate partners

== | AVZ

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applicable
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.
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QUICK SISTIC INTRODUCTION

&y (B

Over 25 years of  Sell over 6m tickets «Partner with over 300

ticketing experience per year Promoters, Venues &
Attractions

' l § Spert

‘ ‘ esplanade SN
theatres on the bay

singapore

ah O

Ticketing for over Extended family
1300 events every of MCCY
year

Customer Profile

GENDER AGE GROUP

BUYING PATTERN

24%

(o) (o)
az% o8 12% 64%

Internet Hotline Mobile
75% 15% 5% 5%

CONFIDENTIALITY NOTE: The information contained in this presentation is for the use of the intended individual or entity and may contain information that is privileged, confidential and exempted from disclosure under applid&ble
law. If the reader of this presentation is not the intended recipient, you are hereby notified that any dissemination, distribution or copying of this communication is strictly prohibited.



TICKETING SYSTEM - LOCAL CLIENTS

!7 M.

} ™ ' ..“' — {‘z’,""--' -1-
7—r n W \ .v-; ..‘_}' Q,
V ‘ - I ' ' |
L

Bt .
=

National Museum
of Singapore

Lee Kong Chian
Natural History Museum

-

Asian Civilisation
Museum

o e LA W —pmn g s -t b ] Lrl b vddd

i R il T
. ‘vra‘—nm-m.n.m AW\ ey L) S 2 S— »

TN ~he

T e oo

Marina Bay
Sands

The Peranakan Museum

Resorts World
Sentosa

Jewel Changi Airport

Esplanade - Theatres
on the Bay

o
-
>
=
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TICKETING SYSTEM - REGIONAL CLIENTS

More than 10 years in Hong Kong and Macau
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OUR KEY ASSETS
00o0
00
<R e
ESTABLISHED MARKETPLACE &
CLIENT BASE PATRON BASE
In Arts and 550k reachable

Entertainment.

We support-300

clients &:1300
events annually.

patron base

Sales of 6mil tickets
annually

48mil page views
annually

=

SALES CAPABILITIES

Extended our
ecosystem. AP
partnerships-with
DBSPaylah,
Circles.life, Qoo10,
BeMyGuest

STBiIntegration with
VS app

Partner for NAC's
Cultural concierge

OWN TECHNOLOGY

We could react
nimbly to changing
requirements and.
localisations needs

E.g. SISTIC live
streaming, local
payments integration.
ActiveSG Iintegration.

TiC

DATA & DATA
SERVICES

10 years of event &
ticketing data

2mil-patron
accounts.

Opportunity to
synergise Arts,
Entertainment MICE
and Sports data.

To understand and
drive behaviours of
Singaporeans.
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THANK YOU

For more enquiries, please reach out to your SISTIC Account Manager

Or contact:

Joe Ow — Joeow@sistic.com.sg
Jocelyn Ong - jocelynong@sistic.com.sq
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