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AI DRIVEN MARKETING STRATEGY 

Optimizing for AI Discovery Across Search

Paid Search within AI 

Discovery

1. Partner with Ticketmaster 

experts to test AI oriented 

paid placements

2. Optimize audience targeting 

& tooling with Ticketmaster 

teams 

Traditional SEO

1. Ensure technical excellence 

across site 

2. Optimize linking & keyword 

strategy 

AI Organic Discovery 

1. Deliver fresh, unique, fan first 

content

2. Expand content diversity across 

image, video, and UGC content 

across all channels (e.g. site, 

socials, CRM)



How to Optimize Traditional 

Organic Discovery
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AI DRIVEN MARKETING STRATEGY

RECOMMENDATIONS:

● Implement Structured Data: Your site metadata and 

schema remain critical to organic search success. 

Continue to ensure you have structured data in a 

standardized format that provides explicit clues 

about the meaning of a page.

● Mobile-Friendly Design & Fast Load Times: A fast, 

mobile-friendly site is essential for good user 

experience and SEO ranking.
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AI DRIVEN MARKETING STRATEGY

RECOMMENDATIONS:

● Prioritize Internal & External Linking: Linking is a 

sign of authority. It’s crucial to link directly to your 

Ticketmaster Event URL using rich navigation text to 

create a clear path for fans to purchase tickets.

● Optimize for Local Search: With fans searching for 

local info, it’s vital to keep your venue's Google My 

Business listing updated. Regularly monitor this 

listing to maintain its status as a verified resource.

How to Optimize Traditional 

Organic Discovery



How to Optimize AI Discovery 

Organic Search

RECOMMENDATIONS:

● Create High-Quality, People-First Content: By 

creating rich, informative content about each 

event/game, including artist(s), opponent info, onsite 

experiences, game-day activities and FAQs, your 

content can get featured in AI-generated overviews 

by directly answering conversational long tail 

questions.

Example: Ticketmaster clients have seen a significant lift in traffic 

by anticipating common search questions.
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How to Optimize AI Discovery 

Organic Search

RECOMMENDATIONS:

● Fresh and Up-to-Date Content: Regularly updating 

event pages with pre-event /game updates and 

post-event/game summaries is a great way to 

maintain freshness, which AI Search often favors.

● Diverse Multimodal Content: Encourage use of 

video, image and social content generated both by 

your brand and across User Generated Content to 

optimize for AI Discovery.
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AI DRIVEN MARKETING STRATEGY

How to Optimize AI Discovery Content

CONFIDENTIAL · DO NOT DISTRIBUTE 7

FOCUS AREA CORE PRINCIPLE (Why it Works) ACTIONABLE RULE

Recency
AI systems prefer new content over 
old, stable pages

Keep it Fresh: Prioritize updating 
pages on novel or modern topics

Clarity
LLMs need to grasp your main idea 
immediately to establish context

Use BLUF (Bottom Line Up Front): 
Lead with your most critical insight 

or answer.

Authority
AI favors data points presented as 
clear, verifiable evidence

Write Declarative Sentences: Use 
confident, definitive language 

instead of vague

Readability
Simple sentence structure is faster 
for LLMs to process and extract

Keep Sentences Direct: Clearly state 
the topic at the beginning of the 

sentence

Depth
AI recognizes content that densely 
proves its expertise on a subject

Increase Entity Richness: Frequently 
mention all related concepts, 

products, and brands

Context
Long documents risk losing focus, 
confusing both the reader and the AI

Provide Global Context: Periodically 
remind the audience (and the AI) of 

the main subject



AI DRIVEN MARKETING STRATEGY

Ticketmaster will be 
Focusing on Content 
Around Key Brand 
Themes

Based on search volume, these three areas 

drive fan query volume that Ticketmaster 

has room to optimize on.

LOW PRICE 

AVAILABILITY

LAST MINUTE 

TICKETING

PREMIUM 

AVAILABILITY



Looking Forward at New 

Paid Search Placements

Ticketmaster Paid Search teams will 

be first to pilot beta Paid AI 

Placements with Partners.

TESTING  NOW

● Google Event Listings: New ticketing ad 

carousel at the top of the search results, 

prominently displaying ads for high 

intent users.

COMING 2026

● Google AI Overview Listings: AI-

powered campaigns that use creative 

assets & audience signals to find and 

convert more customers.
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Ticketmaster Teams Testing 

Paid Search AI Tooling 

Ticketmaster Paid Search teams are experts at 

continuously testing audience targeting & 

bidding tooling, including: 

● Smart Bidding: Max Conversion Value uses machine 

learning to optimize bids to get highest total 

conversion value.

● Broad Match: Expands reach by using AI to interpret 

the user's search intent and find relevant queries.

● Google AI Max: Uses Google AI to automate and 

optimize creative assets, query targeting, and 

landing pages.

● Google & Microsoft Performance Max: AI-powered 

campaigns that use creative assets & audience 

signals to find and convert more customers. 
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AI DRIVEN MARKETING STRATEGY



Client Marketing Resource Guide

APPENDIX
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Study of 50M+ Chat GPT Prompts Reveal a new ‘generative’ intent

Chat GPT users view it as a utility tool that helps them achieve a goal or augment their 

efforts. This creates a new generative intent. 

12

APPENDIX: CLIENT MARKETING RESOURCE GUIDE 

● Informational and Navigational intents are -

60% lower in Chat GPT. Users don’t want 

discovery or navigation.

● Users head to Chat GPT to get something 

done, not look something up.

● 37% of all ChatGPT interactions have 

generative intent: the user asks AI directly to 

generate a concrete output… create W,  

draft X,  do  Y,  give me Z 

INTENT TRADITIONAL SEARCH CHAT GPT

Informational 53% 33%

Navigational 32% 2%

Commercial 15% 10%

Transactional 1% 6%

No Intent 12%

Generative 37%



All searches are personalized 

to the user experience

1. Contextual Personalization: Location, 

language, device

2. Behavioral Personalization: Search 

history, browse history, content 

preference, app usage

3. Generative AI Personalization: 

Recommendation Synthesis, Multi-Step 

Reasoning

Search Engines/Chatbots interpret intent 

and context
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AI Search: Optimizes for being the cited, 

summarized, and trusted source in 

conversational answers.

Traditional SEO: Optimizes for ranking 

links.

APPENDIX: CLIENT MARKETING RESOURCE GUIDE



AI performs many queries to build its response

Quality of the result depends upon quality of the prompt! 
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I'm looking for 

two last minute 

tickets to see 

Chris Brown in 

Los Angeles for 

under $100. It's 

a surprise gift.

QUERY TOPICS

Timeframe 
(LMT)

Informational
Chris Brown last minute tickets
Chris Brown Ticket This Weekend
Breezy Bowl Tickets Saturday

Artist + 
Location

Informational
Chris Brown Los Angeles
Chris Brown Sofi Tickets
Breezy Bowl Los Angeles

Price
Commercial 
Transactional

Chris Brown Ticket Under $100
Cheap Breezy Bowl Tickets
Affordable Tickets Chris Brown 
Los Angeles

Persona, 
Occasion

Commercial 
Generative

Breezy Bowl date tickets
Giving Concert Tickets as a gift

QUERY ’FAN OUT’ SEARCHES MULTI-INTENT
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Content Opportunity: Image & Video
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AI in Organic Search Today
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GOOGLE MODULES AI OVERVIEW MODULE GOOGLE AI MODE TABCHATBOT APPS

10-49% Organic 100% Organic*
ChatGpt Gemini

ORGANIC PAIDNATIVE


