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Introduction 
For this project, our team was responsible for navigating the the world of 
Stanford Athletics and Athletics Ticketing. 

Coming into this project, our team was familiar with the student side of 
Stanford Athletics and Athletics Ticketing. We all recognized that our student 
experience with Athletics and Athletics Ticketing has been confusing and 
frustrating at times. For example, we all have been on the hunt for tickets to 
the Friday football game. Excited to enjoy the game, we get to Stanford’s 
ticketing website only to be confused. With a barrage of irrelevant ticketing 
options, prices, schedules etc. the experience can be frustrating, even for 
those familiar with the site. 

In addition, non-athlete Stanford students can feel discouraged from going to 
athletics events at all. Due to a lack of a close relationship to Stanford 
Athletics, these students can feel like going to games is a waste of their time. 
This disconnect is a large detractor from student attendance at games, which 
is of great concern to the Athletics Ticketing Staff. 

Through this project, we were able to not only empathize with the student 
point of view of this community area but also start to understand what is 
happening on the back side of delivering a Stanford Athletics experience. 
These perspectives were eye-opening, and surprisingly enough these people 
thought a lot about our same student experiences, wanting everyone to 
enjoy the game experience. 

Follow us along our journey through Stanford Athletics and Athletics 
Ticketing. 

   



 

Needfinding 
We began our needfinding process by determining the two main actors in 
the Stanford Athletics ticketing process.  The first, most apparent group of 
actors are the consumers. This group of consumers encompasses all potential 
ticket buyers, from students, to alumni, to non-associated sports fans. We 
chose this actor set because we’re interested in understanding the process of 
and experience of acquiring tickets and attending games from the consumer 
point of voie. We consider these actors to be the “frontend users”. The second 
group of actors are the administrators working behind-the-scenes to make 
the ticketing and event experience happen, ranging from athletics directors 
to business strategists to operations managers. We chose this actor set 
because we’re interested in understanding the Stanford Athletics approach, 
their choices, and rationale for their specific system. We consider these actors 
to be the “backend users”.  By choosing these two actor sets, we hope to 
better understand our topic as a whole, identify pain-points for both sets of 
actors, and discover where goals and realities may not necessarily be aligned. 

Consumer Side 
 
The first actor we identified was the ticket buyer. We broke the general group 
of ticket buyers down into sub-groups: students and non-students. From 
there, we wanted to explore those who frequent sporting events (“power 
users”) and those who rarely attend. Through this, we hoped to uncover the 
pain points that these very different “extreme users” have.  
 
Here are more specific criteria for the four people we intend to interview:  
 

● The Student “Power User:” 
○ Has an affiliation with the Stanford athletics program  
○ Frequently attends sporting events (>1x per month)  
○ Views student athletics as a core part of their campus life  
○ An undergraduate or coterminal master’s student  

 
● The Non-Student “Power User”: 

○ Either a season ticket holder or attends multiple games (> 
5/season) 

○ Attends games for multiple sports 



 

○ Not affiliated with Stanford Athletics program (IE not a parent, 
staff, etc) 

 
● The Student who Rarely Attends:  

○ Current student at Stanford (ideally attended for undergrad, 
because if they just come for post-grad they are much less likely 
to have attended in the first place) 

○ Has gone to one or two games throughout their time at Stanford 
(<1/year)  but besides that doesn’t attend 

○ Goes to athletics games if friends convince them to, but 
otherwise wouldn’t on their own volition  

○ Doesn’t follow or care for athletics teams, or view Stanford 
athletics as a part of their student experience 

 
● The Non-Student who Rarely Attends: 

○ Lives near Stanford and has been Stanford Athletics game before 
but does not frequent them (<1/year) 

○ No affiliation with Stanford 
 
In terms of finding subjects, we planned to utilize our existing network both 
on and off campus. We sent out our screener to relevant subjects that we 
know, and evaluated the results to determine if we have a right fit for our 
inclusion criteria.  
 
After finding the appropriate participants, we interviewed them guided by 
the questions and activity discussed below. 

Interview Guide 

Guiding Questions 

● Tell me about the last time you attended a Stanford Athletics event 
○ What kind of event, when was the event, where was the event 
○ Ask them to walk us through their experience with the event 

starting from coming to campus all the way until leaving campus 
● How they found out about, decided to go to, acquired tickets for that 

event? 
● What emotions they felt as they were purchasing tickets, any moments 

of confusion? 



 

● How did your experience purchasing Stanford Athletics tickets 
compare to purchasing tickets for a non-Stanford event? 

○ Differences in website, ability to find the right ticket / ticket in the 
right location? 

○ Differences in ticket delivery? 

Activity: Virtual tour through the ticket buying 

We’d like them to walk us through how they would buy Stanford Athletics 
tickets online. They should open up a browser, either on their phone or on a 
computer, if they have one available. We will encourage them to speak 
aloud as they go through the process. 
Things to observe: 

● Are there any points of difficulty?  
● Once on the site, what avenues do they click on to find the right part of 

the website to buy tickets? 
● Follow up questions: 

● When purchasing tickets, how do you store them / have them 
delivered to you? 

● Can you run me through the process of actually using your ticket 
at the event? 

Activity: Extreme ticketing scenarios 

Give options for extreme ticketing scenarios, which are defined as unusual 
ways for ticket purchase and delivery, with the goal of gaining insight into 
what consumers prioritize in their ticket process using extremes to help 
highlight applicable aspects of ticketing process design. We asked 
participants to provide pros and cons of four different ticketing scenarios:  

● Ticket seating lottery: in this scenario, you’re given a “general ticket” 
that can be anywhere in the stadium. You will be randomly assigned 
seating (along with your party) at the gate. There is a fixed ticket price 
for everyone.  

● Pick up at someone’s house: here, the user will have to transport 
themselves to a stranger’s house to get their physical ticket for the 
game. The ticket price may be cheaper due to the reduced overhead 
for Stanford.  



 

● Draw your own ticket: the user can draw their own ticket for entry into 
the stadium. They must just draw a symbol we give them in their order 
confirmation from the website (or orally, via instructions from the 
phone). 

● Biometric ticketing: you take a photo of yourself on your computer at 
several angles on the ticketing website. No need to bring a ticket at the 
gate -- you’ll be automatically recognized. 

 
Link to the frontend interviews 

Interview Findings  
From these interviews, we gathered some interesting insights.  
 

On getting student tickets: 
“Well, it’s a little bit confusing. It 
could also just be because I don't 
know… So I just may not be very 
familiar with how the site operates. 
But I mean, generally, I think, like 
some things didn't really work, right, 
like the one time that I clicked on, 
like ticketing for events, and it said 
this event is no longer available 
where I had not actually chosen an 
event so I think having more of a 
clear and functional interface would 
have been nice. ” 
 
On preferred ticket form: 
“I mean, it's easier when it's on the 
[Apple Wallet]. And I trust it more 
than just an email barcode. But I 
think out of them all, just having the 
ticket makes you feel the most 
secure but like, I trust the app just as 
much. ” 

On purchasing season tickets: 
“[It’s] nice knowing where you're 
going to sit, it's just having the 
tickets so you don't have to think 
about do I want to go to the game 
and doing either the game you 
know, by having to go online and 
buy them each and every time” 
 
On seat selection: 
“Once you click on the section you 
want you It has like all the layout of 
the seats that are available and 
unavailable. And you'd have to click 
on the seat and it's just kind of easy 
to grab the seat you want” 

 



 

 
We were surprised to learn that our interviewees had trouble navigating the 
Stanford Athletics website. Through our observations, we gained the insight 
that the website caters to too broad of an audience and provides too much 
information, thus neither a student user nor a “general public” user felt that 
they could easily find the right place to buy tickets. 
 
We found that power users are willing to pay more for a more streamlined 
experience (i.e. CLEAR, Economy+). Additionally, students book athletics 
tickets from links provided in Stanford Athletics emails, not the website. 
 
Some additional insights we gained:  
 

● Ease as the most important factor in the decision-making process 
regarding whether or not to attend an event - ease in buying tickets, 
ease in finding/getting into the venue, level of comfort at the game 

● Attending the sport as a social event 
○ Many people wouldn’t attend sporting events if their friends 

weren’t there 
○ People who attend a lot of events like to have season tickets 

because then they get to know the people who sit around them 
● Ticketing process not built for students 

○ Seems to face externally rather than internally 
● Difficult online ticketing 

○ Not built for students -- hard to find where to buy student tickets 
■ Students don’t know why it’s built for the outside 
■ Outside doesn’t know why it’s built for students 

○ Seems as though the website is catering for too broad/diverse of 
an audience 

■ User not well-defined and because of that the website is 
hard to use 

■ Lack of differentiation for different stakeholders when on 
the website 

○ Too many options and variations 
■ Lack of consistency in terms of experience 

 
 



 

Administrator Side 

For the ‘admin’ side of our needfinding our goal was to locate and identify 
actors who were responsible for getting tickets to consumers. These actors 
included administrators from ticketing operations, sales managers and 
marketing professionals. Looking through Stanford Athletics’ staff directory, 
we found 4 individuals who had expertise related to our problem area 
regarding athletics ticketing: 
 

1. Kevin Holman: Assistant Athletics Director, Ticket Sales and 
Service 

2. Spenser Ayres:  Assistant Athletics Director, Ticket Operations & 
Business Strategy 

3. Jaden Redhair: Graphic Design Intern, Stanford Football 
Recruiting 

4. Dan Cunningham:  Director,  Ticket Operations 
 
After finding these individuals, we utilized this interview guide as a base for 
our interviews. In most cases, however, we did not stick fully to guide, but 
followed the topics they presented about athletics and athletics ticketing in 
more depth. 
 
We recruited these people by emailing them directly, and scheduled 45-min 
interviews with them when they were available. 
 
These are the main areas we wanted to focus on in the interview: 
 

● The structure of Stanford Ticketing 
● The ticketing process 
● The pain points in the current ticketing system 
● The ways students and the community interact with athletic events 

Interview Guide 

Guiding Questions 

● What is your job title? 
● What department is that in? 
● What are your responsibilities? 



 

● How long have you been here at Stanford? 
● How long have you been involved in athletics? 
● Transition into walk through of day 

Activity: Grand Tour 
Walk me through your work day yesterday. 
 

● Remind them to speak aloud. 
● Follow up on details. 
● Asking how they felt at various points throughout. 
● Ask about contradictions of points of confusion. 

Activity: Outlandish Ideas 
Ideally this prompt will give us an idea of what they would want, and then reasons 
that would make it hard for the department to offer that. 
 
Imagine you’ve arrived at a football game with your friends or family. They scan your 
ticket and it turns out you’re the ticket holder that won the prize of the day! You 
have four choices of prize: 
 

1. Post-game meet and greet with the players for you and your entire group. 
2. Pair of season tickets for the remainder of the season. 
3. Upgrade for your group to watch the game on the field. 
4. An assortment of signed apparel and gear. 

 
● Which prize would you choose?  
● Now from your perspective as a job title, how feasible do you feel providing 

that prize at every game would be? Why or why not? 
 
Link to the backend interviews. 

Interview Findings 
From these interviews we found lots of great information on how Stanford 
Athletics and Athletics Ticketing works from the backside of providing the 
service. Most notably we saw: 
 

From non-athletics student 
perspective: 

On how outsiders see Stanford 
Athletics: 
“Stanford presents two contrasting 
images of Stanford Athletics: one is 



 

“People not directly involved in the 
athletics department at Stanford feel 
a disconnect from attendance at 
games.” 
 
On students vs. season ticket 
holders: 
“Stanford Athletics Ticketing views 
season-ticket holders as their 
‘life-blood’ currently, but views 
students as a long-term investment.” 

an ‘ivory tower’ of student excellence 
and exclusivity, and the second is an 
image of humility and learning.” 
 
On Stanford Football’s graphic 
marketing: 
“Stanford Football graphics support 
the ‘ivory tower’ brand by keeping 
their branding consistent, even with 
recruits who haven’t yet committed.” 

 
In addition to these highlights we found these further insights: 
 

● Coach Shaw fills non-conventional roles in Stanford Football, such as 
taking ownership over Stanford Football graphics and media. 

● Stanford Athletics ticketing says students should use games as a break 
from their busy schedules, yet uses the times students are on breaks as 
peak advertising opportunities. 

● There is limited interaction between ticketing managers and 
coaches/athletes. Instead most contact is with the operations manager. 

● Different schools collaborate on the same platform to arrange a 
barcode share. This system has a variety of strict requirements, such as 
ticket allotment. 

● Athletes have a totally separate system for ticketing. 
● There is an existing compliance department in charge of arranging 

athlete-family tickets and ensuring that the tickets given to athletes go 
to exactly who they are supposed to. 

 

   



 

Journey Maps 

 
Journey map for a frontend actor in Stanford Ticketing, by Maurice Chiang 



 

 
Journey map for a frontend actor in Stanford Ticketing, by Kate Wang 

 



 

Journey map for a backend actor in Stanford Ticketing, by Alema Fitisemanu 



 

 

Journey map for a backend actor in Stanford Ticketing, by Lily Randhawa 

 

 
 
 
 

   



 

Grounded Theory 
After conducting our needfinding interviews and creating our journey maps, 
we developed theories on each of our actors to synthesize our findings with 
the ultimate goal of better understanding the reality of the Stanford Athletics 
ticketing process. 

 The Consumer Theory 

The gostanford.com website caters to too broad of 
an audience and provides too much information, 
thus neither a student user nor a “general public” 

user felt that they could easily find the right place to 
buy tickets. As a result, students instead look for 

promos/ads in student email or ask others to get a 
ticket for them. 

 
The above theory explores and delves into the realization that because the 
ticketing website appeals too broadly to students, general ticket buyers, and 
season ticket holders, neither type of consumer felt that they could easily 
purchase tickets on the Athletics website. We were shocked to realize that 
this situation is so dire that students avoid the website altogether and pursue 
alternative paths for acquiring tickets. Developing this theory enabled us to 
identify a reason for the pain-points we discovered through our needfinding 
interviews and and displayed in our journey maps and develop “How Might 
We’s” that get to the heart of the problem: that no user is the targeted user 
on the ticketing website.  

The Admin Theory 
Stanford alumni want and achieve the full ‘360’, 
year-round experience of Stanford Football (e.g. 
tailgating, dinners with the players etc.), even if 

means missing the game itself. In contrast, students 
don’t get a full ‘360’,  year-round athletic experience; 
instead their ‘360’ experience is limited primarily to 

the fall football season. 
 



 

Focusing on the admin side of the ticketing experience, we realized that 
when it comes to marketing and the consumer’s experience with Stanford 
Athletics, the targeted audience are the alumni, not the current students. As 
a result, students only find themselves truly involved during the football 
season, and otherwise there is a disconnect between the athletics program 
and the general student. Although this is something that we’ve noticed as 
students ourselves, this was something that we were incredibly surprised to 
learn that the admin is aware of this problem but doesn’t try to address it. 
This lack of action seems to be at odds with the fact that the admin views 
students as a “long-term investment” in terms of future profitability from 
ticket sales.  

The Synthesized Theory 
Student involvement in and attendance of Stanford 
Athletic events is limited not only because the online 

ticketing process is not geared towards student 
users but also because marketing for athletics 

events focuses only on getting students involved 
during the football season. The prioritization of 

Stanford Alumni and non-affiliated users in both the 
marketing backend and the website frontend leave 

students uninvolved with athletics.  
 
When creating our synthesized theory, we decided to hone on the student 
audience because we were shocked to see the lack of emphasis on 
non-student athlete involvement in the athletics program. Our theory 
explains the reason that there is a disconnect current students and the 
athletics program with two main pillars: the first being that acquiring student 
tickets is incredibly complicated, and the second being that since the admin 
don’t view students as primary athletics events attendees, students don’t feel 
the desire to or understand the value of attending these games.  
 

   



 

Big Ideas 

Drawing from the insights and details from our interviews, we came up with 3 
HMWs to consider in coming up with possible solutions to better improve the 
athletics ticketing experience. Through our journey maps, we were able to 
understand a more emotional component of our interviewee’s point of view. 
This helped guide our how might we’s to both explore more emotional and 
incentive-based questions regarding the athletics ticketing process and 
better identify with both sets of actors as we crafted our questions. 

How Might We 

1. Encourage student involvement in athletics all year long? 
2. Streamline student access to athletic tickets? 
3. Help students see the value in attending athletics events? 

From there, for each HMW, our team had an initial brainstorming session 
with sticky-note ideas, grouping of common themes and ideas, and finally a 
couple rounds of heatmap voting to decide on three solutions per HMW. 

Initial Brainstorm 

Here are some process photos of this brainstorming session: 



 

 

Brainstorm, HMW: Encourage student involvement in athletics all year long? 

 

 

 



 

 

Brainstorm, HMW: Streamline student access to athletic tickets? 

 

All 3 HMW brainstormed ideas with heatmap voting for each HMW. 



 

From those 3 solutions, the next day, each person from our team came back 
with their 3 top paper sketch prototypes taken from that initial brainstorming 
session.  

From everyone’s top 3 prototypes, we decided to move forward with these 3 
prototypes (reasoning listed below each prototype): 

3 Chosen Prototypes 

Prototype 1: A Chatbot for Ticketing 

 
Paper prototype: A Chatbot for Ticketing, by Maurice Chiang 

 
For this prototype, we assumed that because texting is such an easy, widely 
used mode of communication on campus, that texting would be a great way 
for students to get tickets for athletics events. Students would not have to 
spend large amounts of time navigating through a confusing website, but 
just send a request through their phones. We also thought that this idea 
could also use the Stanford Tree mascot to be a fun, memorable personality 
behind our chatbot. 



 

Prototype 2: A Study Space Near Athletics Facilities 

 
(Left) Paper prototype: A Study Space Near Athletics Facilities, by Kate Wang 

(Right) Paper prototype: A Study Space Near Athletics Facilities, by Alema Fitisemanu 

 
For this prototype, we wanted to test a way for students who are not affiliated 
with Stanford Athletics to get more involved with that community. With this 
prototype, we hoped that by getting students to study in the ‘athletics’ side of 
campus, that they would become more familiar with the Stanford Athletics 
community. From this we hoped non-athletics students to be more likely to 
attend games because of that more familiar relationship. 



 

Prototype 3: An Athletics Rewards Program 

 
Paper prototype: An Athletics Rewards Program, by Kate Wang 

 
This prototype came out of an observation that many of the Stanford 
students we interacted with did not know that Stanford Athletics has a 
reward program for people who attend athletics events. So, we started 
thinking of better ways to reward or incentivize students to attend athletics 
events. We have many ideas: offering food at on-campus places for attending, 
paying students to go to events etc. After many iterations, we ultimately 
decided to test increasing monetary rewards for students that attend 
athletics events, to explore alternatives to the current rewards for Stanford 
Athletics: food and clothing items. 

   



 

Rapid Experiments 
From our grounded theory, we developed a set of big idea prototypes that we 
thought would be relevant to the story we identified. In this section, we’ll 
highlight a set of three experiments we ran to answer some of the underlying 
assumptions that we had with our prototypes. The three big ideas we 
decided to move forward with to rapid experimentation testing were the 
chatbot for ticketing, a study space near the athletics facilities, and an 
athletics rewards program.  

A Chatbot for Ticketing 

The question we ended up choosing to address was: will students perceive 
that it is more efficient to get a ticket through text than through the 
website? We chose this question, as it tests our underlying hypothesis that 
students have difficulty getting tickets for athletics events, and are looking for 
a way to find and get tickets for events in an easier way through existing 
communication channels. We predict that students find texting to be the 
most efficient method of getting tickets. Below are sections that detail our 
experimental overview, experimental design, and some open issues that we 
couldn’t address. We also touch on the results of this experiment.  

Experiment Overview  
 

● A prospective athletics event attendee is provided with a chatbot/text 
line (one of our numbers) that they can text to discover upcoming 
athletics events and get a ticket.  

● A chatbot responds to the prospective attendee with a set of specific 
set of actions (i.e. verification of ID, texting a list of events, and sending 
the verification email/ticket). The prospective attendee will take the 
ticket and add it to their Apple Wallet (or screenshot the ticket) in 
preparation for the event. We will ask the participants to vocalize their 
thoughts throughout the experiment.  

● The participant will then be given a link to gostanford.com, and be 
asked to purchase the same ticket they attempted to find via the 
chatbot. We will ask the participants to vocalize their thoughts 
throughout the experiment. At the end, we will have a discussion about 
their perception of efficiency of both methods.  



 

Detailed Experimental Design 
 

1. Participants: our target participant will be a Stanford student. We will 
be recruiting three (3) participants, and will be using email, Facebook, 
and word-of-mouth to get in touch with these people. They will not 
receive compensation for this test. 

2. Preparing for study & prototype creation: we are using iMessage 
and/or SMS text to carry out this test. We will use Figma to create a fake 
barcode/ticket for entry into a given sporting event (the participant will 
be notified that this is a fake ticket after the experiment). We will also 
need access to email, and a smartphone capable of taking photos. We 
will create several prototype scripts that the chatbot can respond with, 
so that we have standardized messaging across the three participants. 
Link to our chatbot prototype conversation responses here. The second 
part of the prototype (the control) will simply be a link to the 
gostanford.com website. We will use our phone for timing the 
interactions.  

3. Running study: we expect the study to be fast. We anticipate each 
session to take < 5 minutes. During the study, one member will be 
taking notes and recording, and another student will be working as the 
“Wizard of Oz” backend texter. Our backup plan for if the user is 
providing questions that we don’t have answers to is to nudge students 
back towards pre-existing messaging pathways (i.e. do you mean... ). 
We will also have the participant run through the steps of getting a 
ticket on the website. We’ll do this so they don't know exactly what 
we’re testing, and as a result, will be more inclined to give impartial 
feedback. 

4. Analysis plan: we will take the notes that we recorded during the 
meeting, and combine that with a follow-up interview to synthesize our 
analysis. Our follow-up interview guide is linked here. We will alert them 
up front that we will require five minutes of their time at the end of the 
study for a post-study interview.  

5. Artifact collection plan: we plan on taking notes and also including 
screenshots of our text conversations with the subject. We will be 
recording as well, where appropriate.  

 



 

Open Issues  
 

● Supply-Side Real-World Usability. It’s unclear if we would need a 
human-in-the-loop platform, or if things could be fully automated.  

● Security and Verification. There’s a tradeoff between making the UI as 
simple as possible, and making sure that we are only enabling Stanford 
students to access the service. 

● Simulating Temporal Scenarios. We want to figure out, from a 
temportality perspective, if students will remember to use this as a 
communication channel for ticketing. We can’t really test that within 
the scope of this prototype, though.  

 

Results  

We interviewed three people for our chatbot prototype. Our longer form 
interview transcripts and other related artifacts are here. To summarize, the 
participants that we interviewed felt like the chatbot interface was quick and 
efficient; on average, participants had the feeling that the chatbot method for 
getting tickets took between 2-4x less time than the website, and provided a 
much more user-friendly experience than the status quo (the status quo is 
the current Stanford website ticketing system). The gostanford.com interface 
was difficult to use because the account system was separated from the SU 
system, so password forgetting is easy. Confusion was prevalent because it 
was difficult to identify availability where the student tickets were, and the 
scheduling.  

We also received a couple pieces of feedback that we hope will inform future 
experiments:  

● It would be nice to have the ability to get multiple tickets for other 
students as well, as many people go in groups (folks defaulted to asking 
for two). 

● Students struggled to find an ID card for verification.  
● There could have been more information about upcoming games and 

the pricing (i.e. free).  
● Scheduling is an issue, and users wished a texting service would be 

able to help the user coordinate this task.  
 



 

 

 
Artifact from one of the chatbot interviews.  

A Study Space Near Athletics Facilities 

The question we ended up choosing to address was:  Are students open to 
studying at/within the athletics area? We chose this question, as it tests our 
underlying hypothesis that students are open to new study spots and would 
be willing to work on the part of campus with the athletics buildings. Our 
rational here is that even though it’s farther from the center of campus, 
students often go off-campus to study and thus indicates to us that they’re 
willing to go a little farther for a new location. Below are sections that detail 
our experimental overview, experimental design, and some open issues that 
we couldn’t address. We also touch on the results of this experiment.  

Experiment Overview  
In our experiment, we want to test whether or not students would be willing 
to study in a new spot on the “athletics side of campus”. There is a cafe across 
the walkway from Maples that is closed on the weekend but has outdoor 
seating, which we will use to stage as our “study spot”. We plan on advertising 
this study spot through email lists, group chats, and outreach to 
friends/current communities, telling them that they should come do work at 



 

a new study spot on a certain day/time. We will then attend the study session 
and see how many people actually show up. 

Detailed Experimental Design 
 

1. Participants: target participants are current undergraduate students at 
Stanford. We plan on advertising through email lists, group chats, and 
outreach to friends/current communities. Since we just plan on 
counting how many people show up based on our advertising, we don’t 
plan on using a screener. We will then interview the students who do 
show up. Students will not be compensated monetarily. 

2. Preparing for study & prototype creation: we plan on using the tables 
outside of the cafe as our staged study spot. We’ll be advertising 
through email and group chats (link to advertisement here). Besides 
this, we don’t need any other materials. 

3. Running study:  
○ First, we’ll pick a day and time in which an athletic event is 

happening to set the study session. We’ll then advertise for 2-3 
days beforehand, and then be there in person during the session 
to observe how many people show up.  

○ If nobody shows up as a result of our advertising, we will recruit 
friends to come with us to the study spot and we can see how 
their experience is. 

4. Analysis plan: as people show up to our study session, we will observe a 
couple of things: 

i. Their initial reaction to the new study spot 
ii. How long they stay 

iii. Whether or not they appear productive 
iv. Social interactions 
v. Other studying behaviors 

○ Right before they leave, we plan to interview them: link to 
post-interview guide here. We will alert them up front that we will 
require five minutes of their time at the end of the study for a 
post-study interview.  

5. Artifact collection plan: we plan on taking photos and notes as we 
observe those studying at the session. If something particularly 
interesting happens, we’ll take some videos to appropriately capture it. 



 

Open Issues  
 

● Confounding Variables. Do we bring snacks to the study session to 
encourage people to come? Or will it confound our results? 

● Timing of the Event. Will email blasting this particular study spot lead 
to more people actually coming that specific day? Maybe they’ll come 
later? 

● Generating Materials. We need to prepare a study spot sign. 
 

Results 

We had a total of seven participants -- there was one group of five, and two 
individuals. We had some really interesting results from our study space 
experiment. We found that in general, students didn’t enjoy having to walk so 
far to the athletics facilities to study. In addition, they thought that the 
environment wasn’t very conducive to studying. It was interesting, however, 
that the participants generally indicated that they’d be much more likely to 
attend an athletics game after already being on that side of campus.  
 

1. Likeliness to come back? (1-10)  
○ Average: 2.8/10 | The common answer was that walking to the 

location is far. One person indicated that they were “very likely” to 
come back. 

 
2. Things missing for experience? 

○ Quiet space, outlets, other people studying, less 
stimulation/distractions. 

 
3. How productive were you? (1-10)  

○ Average: 6.9/10 
 

4. How long would you stay?  
○ Average: 2.5 hrs | One person indicated they would stay ‘until 

dinner.’ 
 

5. Relationship with Stanford Athletics affected? 
○ Participants indicated their opinion was unaffected. 



 

○ They also experienced increased confusion about the athlete-side 
of campus. 

 
6. Attend a bball game 30 mins after? (1-7) 

○ Average: 6.6/7 
 

 

Photos from the Jimmy D’s athletics cafe experiment.  

An Athletics Rewards Program 

The question we chose to address was: Will people be willing to go to an 
athletic event if they’re compensated $5? $10? $15? We chose this 
question, as it tests our underlying hypothesis that students would be 
increasingly willing to go to an athletic event as the compensation increases. 
We think that $5 will result in not many people attending the event but that a 
significant spike in interest will occur once we reach $10. Below are sections 
that detail our experimental overview, experimental design, and some open 
issues that we couldn’t address. We also touch on the results of this 
experiment.  



 

Experiment Overview  
This experiment will be run by doing an email and group chat blast 
advertisement. The message will say “If you’d be interested in getting paid $x 
in exchange for attending an upcoming Stanford Athletics event, please text 
xxx-xxx-xxxx!”. We will then monitor for each $5, $10, $15 how many texts we 
receive indicating interest. Since we won’t actually be going through with 
paying our participants, we will politely let them know that we are 
conducting a study and thank them, as well as let them know we’ll update 
them with the results of it. As a response to emails/texts of interest, we will 
send a message saying, “Hey ____, Thank you so much for expressing your 
interest in getting paid to attend an upcoming athletics event. At the 
moment, we are not currently paying people to attend athletics events, but 
are experimenting with student interest in monetary incentives. Although we 
aren’t able to pay you, we can, if you would like us to, send you the results of 
what we find out through this experiment! Best, ____.” 

Detailed Experimental Design 
 

1. Participants: the participants for this experiment will be any Stanford 
students receiving our advertisement blast. There won’t be a screener, 
we will just need to confirm that they are Stanford students (which they 
should be, given the channels we’ll be advertising on eg dorms lists, 
club lists, etc). 

2. Preparing for study & prototype creation: to prepare for this 
prototype, we will just need to prepare a standardized message to send 
out asking interest and then another standardized message to follow 
up with those who contact us. 

3. Running study: we will send out the email and group chat blast and 
then monitor it for the next 24 hours (anytime after that we’ll assume 
they’ve seen the message and chose not to respond). 

4. Analysis plan: we then aggregate the responses we get for each $5, 
$10, and $15. We will then thank our participants for their time. 

5. Artifact collection plan: during the experiment, we will note both the 
number of people who indicate interest and also the language of the 
message they send to us letting us know that they’re interested. 



 

Open Issues  
1. We are not sure that even if people respond to the message indicating 

interest that they would actually show up to the Athletics event in 
actuality. 

2. We are also not sure if the timing in the quarter (for instance, we’re in 
midterm season right now) will be a confounding variable for interest in 
events regardless of incentive. 

3. We are not sure how they would plan to spend the money, or if it would 
have the same results for food vouchers worth the respected amounts. 

 

Results 

We sent emails out to ~450 students. As expected, we saw that as the reward 
amount increased, so did the interest. Most people who responded were 
relatively unfamiliar with the current Stanford Athletics rewards program, 
rating their knowledge at or below a 4 on a scale of 1-7. 

Some students indicate that a reward with monetary value would increase 
their likelihood of attending athletics events, but it was not a significant 
portion of the students we sampled. 
 

● $5 - 7 responses 
● $10 - 11 responses 
● $15 - 17 responses 

 
A potential confounding variable in all this, however, is that a surprising 
number of students who indicated interest were also student athletes, who 
had to go to many of these events anyways.  
 
We also found that participants were curious about what event they would 
be attending (this would influence their decision), and in what form they 
would be compensated.  

   



 

Results 
Given the results of our experiments, a viable short term solution would be 
creating a space near the athletic facilities that engaged students with 
athletics events. The concept of it being a study space seems doable, but 
there definitely aren’t any existing spaces that currently cater to all of the 
needs of a study space. However, a space like that encourages students to 
venture to that side of campus, and makes them more likely to go to games. 
One flaw with this idea in the long term is that students noted that their 
relationship with Stanford Athletics at large was unaffected, which does not 
indicate that people will feel inclined to come to the athletics facilities for a 
game itself, and not for the study space. One long term opportunity we see 
is to pursue the prototype of the reward system. We saw that students were 
much more likely to go to a game when given a larger reward, a system that 
could be sustained over multiple games. 

 

Ethical Considerations 

For this project, there were no prominent ethical concerns that surfaced. 

However, some minor concerns that we discussed were: 

● In regards to the student and season-ticket holder dynamic, we hope 
that students can be treated as integral parts to the Stanford Athletics 
experience year-round, and not just primarily during the fall football 
season. 

● How access to/ability to acquire tickets disadvantages those who have 
no idea how the ticketing process works (e.g. frequent buyers who 
understand how to navigate the website versus. someone who has 
never purchased a Stanford Athletics ticket before).  

● When we conducted interviews, we tried to be clear about time 
expectations upfront, and that we cannot provide them any 
compensation. We would, however, update them on our progress with 
this class project.  



 

Next Steps 

Moving forward, it will be useful to continue to find a balance between the 
consumers and the administration. Of course Stanford Athletics has profit 
goals, but in the best interest of the consumer, it is also important to ensure 
people who attend games are actually enjoying them. Stanford Athletics is 
also very human focused, and finds fulfillment in knowing that both event 
attendees and the athletes have a good experience. 

When designing a solution, it will be important to consider the impact that 
solution will have on the Stanford community at large. A solution that could 
be good to build on is the idea of a reward system for students and 
community members that attend the game. We saw in our experiment 
results that larger rewards will be better drivers of attendance. This is a 
solution that could be sustainable and benefit both Stanford Athletics 
ticketing as well as the general population. 

Conclusion 
Overall, our group gained many insights both related to Stanford Athletics 
and ticketing. Through diving deep in interviews with the relevant 
stakeholders, we were able to figure out what the problems were with the 
system.  

Looking forward, we are prepared to move along with one of our “big idea” 
prototypes, and are excited to show those we’ve interviewed what we’ve 
come up with to solve their needs.  

Through this process, we developed our skills in needfinding, prototyping, 
and experimentation. We’re excited to be able to use these newfound skills 
and tools in the future, both in the scope of this class and beyond.  

 

   



 

Appendix  

Frontend Interview Guide (Consumers) 

Introduction 
● Confirm participants have ~30 minutes to chat with us. 
● Let me give you an overview of what we will be doing today. 

○ First, I have a few background questions  
○ Then, we’ll dig into chatting about how you engage with groups you 

are a part of, network with others, etc... 
○ Next, I’ll ask you a series of questions about a  very rough prototype for 

a new idea 
○ Finally, we will finish with a few wrap up questions. 

● Keep in mind, there are no right or wrong answers or ways of doing things. I’m 
just interested in what you think and what’s working or not working for you. 
We’re talking to lots of different people and I’m very interested in hearing your 
point of you today. I did not design anything you see today and have no 
vested interest in you saying anything specific -- my only goal here today is to 
learn about your experiences and your point of view.  

● I’m recording this conversation today for note-taking purposes. We won’t be 
sharing this information with anyone outside of the project team so anything 
you say to us today will be kept in strict confidentiality. There is also one team 
member listening in to help me take notes.  

  
Do you have any questions before we begin?  
 

Background 
● For the purposes of this recording, please introduce yourself.  
● Where do you live?  
● How old are you?  
● Are you affiliated with Stanford in any way? If so, in what capacity?  
● What did you do last Friday?  



 

Open-Ended Needfinding 
The following questions will not all be asked, but is more of a list of topic areas and 
questions we may ask depending on where the conversation is headed. We will try 
to cover all the broad topic areas below, but will steer the conversation based on 
what interesting stories the participants shares with the moderator. For all of the 
questions below, assume we will always follow up with Why. We want to 
understand their current level of experience with buying tickets for / attending 
events. 
 

● Tell me about the last time you attended a Stanford Athletics event 
○ What kind of event, when was the event, where was the event 
○ Ask them to walk us through their experience with the event starting 

from coming to campus all the way until leaving campus 
● How did they find out about that event? 
● How did they decide to go to that event? 
● How did they acquire the tickets for that event? 

○ Were there multiple options for types of ticket? 
○ How did they decide which one to buy? 
○ If they chose the location of their seat, how did they do that? 

● What was the event itself like? 
○ How did you enter the event? Ticket required? 
○ Was there a long line? Security measures? 
○ What form was their ticket in? 
○ How did the form of the ticket affect their experience entering the 

event? 
● What did you bring along with you?  
● Can you show me your ticket?  

○ [if they don’t have it] what happened to it?  
● Did you feel prepared for the event upon arriving? 

○ Did you know where to go? 
○ Did you know what to bring? 
○ Did you have any items you couldn’t bring in with you? 

● How did your experience purchasing Stanford Athletics tickets compare to 
purchasing tickets for a non-Stanford event? 

○ Differences in website? 
○ Differences in ability to find the right ticket / ticket in the right location? 
○ Differences in ticket delivery? 

 



 

Virtual tour through the ticket buying 
We’d like them to walk us through how they would buy tickets online. They should 
open up a browser, either on their phone or on a computer, if they have one 
available. We will encourage them to speak aloud as they go through the process. 
 

● Things to observe: 
● How do they navigate to the Stanford Athletics website (or do they not 

buy the tickets from there?) 
● Are there any points of difficulty?  
● Once on the site, what avenues do they click on to find the right part of 

the website to buy tickets? 
○ Do they navigate through the sport themselves, or do they go 

right to the ticketing platform? 
○ Do they purchase them through the website or outsourced from 

StubHub? 
● Follow up questions: 

● When purchasing tickets, how do you store them / have them 
delivered to you? 

● Can you run me through the process of actually using your ticket 
at the event? 

 

Activity 
Give options for extreme ticketing scenarios, which are defined as unusual ways for 
ticket purchase and delivery. 
 

● Goal: Get insight into what consumers prioritize in their ticket process using 
extremes to help highlight applicable aspects of ticketing process design. 

● Here, we’d like the participant to provide pros and cons of four different 
ticketing scenarios:  

○ Ticket seating lottery: in this scenario, you’re given a “general ticket” 
that can be anywhere in the stadium. You will be randomly assigned 
seating (along with your party) at the gate. There is a fixed ticket price 
for everyone.  

○ Pick up at someone’s house: here, the user will have to transport 
themselves to a stranger’s house to get their physical ticket for the 



 

game. The ticket price may be cheaper due to the reduced overhead 
for Stanford.  

○ Draw your own ticket: the user can draw their own ticket for entry into 
the stadium. They must just draw a symbol we give them in their order 
confirmation from the website (or orally, via instructions from the 
phone). 

○ Biometric ticketing: you take a photo of yourself on your computer at 
several angles on the ticketing website. No need to bring a ticket at the 
gate -- you’ll be automatically recognized.  

Frontend Interviews  

Sarah M.  
 
Maurice Chiang  0:02   
Hi, Sarah, thanks for taking the time to speak to us today. Do you have 30 
minutes to chat with us? 
 
Sarah M.  0:07   
Yeah. 
 
Maurice Chiang  0:10   
Cool. So let me give you a little bit of an overview about what we'll be doing 
today. First, I have some background questions. Then we'll dig into chatting 
about how you engage with groups you are part of that works with others, 
etc. Next, I'll ask you a series of questions about a very rough prototype for a 
new idea, then we'll finish with a few wrap up questions. And keep in mind 
that there really are no right or wrong answers. There are many ways of doing 
things. I'm just interested in what you think and what's working or not 
working for you. We're talking to lots of different people. And I'm very 
interested in hearing your points today, and I didn't design anything you see 
today and have no kind of vested interest is anything you have to say 
specifically. My only goal here today is to learn about your experiences and 
your point of view. And I'm recording this conversation today for note taking 
purposes. We won't be sharing this information with anyone outside of the 
project team. So anything you say to us today will be held in strict 
confidentiality. There's also one team member listening in to help me take 
notes. Is that okay? And do you have any questions before we begin? 



 

 
Sarah M.  1:26   
No. 
 
Maurice Chiang  1:30   
Great. So for the purposes of this recording, please introduce yourself. 
 
Sarah M.  1:38   
My name is Sarah [M]. I am a co-term student at Stanford. I'm studying MS&E. 
And sorry, anything else I should say? 
 
Maurice Chiang  1:50   
Oh, where do you live? 
 
Sarah M.  1:53   
Right now currently, yes, I'm living in Stanford subsidized housing and [XXX] 
in Midtown. 
 
Maurice Chiang 2:00   
And how old are you? 
 
Sarah M.  2:02   
I'm 22 years old. 
 
Maurice Chiang  2:04   
Are you affiliated with Stanford in any way? 
 
Sarah M.  2:09   
Like, I'm a student. Anything else? 
 
Maurice Chiang  2:13   
Yeah, sorry. I actually asked that question already. And so yes, the capacity is 
co-term. All right. 
 
Sarah M.  2:20   
Yeah. 
 
Maurice Chiang  2:22   
Cool. So what did you do last Friday? 



 

 
Sarah M.  2:25   
Last Friday. What did I do? 
 
Sarah M.  2:31   
See, Oh, okay. Last Friday. I skipped class. 
 
Sarah M.  2:43   
I went to get lunch by Phi Sig because I'm an eating associate there. And 
then I went thrift shopping. I went to Savers and Redwood City and then had 
dinner with my boyfriend and a friend, another friend, and then played poker 
with a couple of people. 
 
Maurice Chiang  3:08   
Very fun. And great. Thanks for telling me that. So, thank you for filling out our 
pre-screener. And from that we I think we have a good idea about where this 
conversation will go. 
 
Maurice Chiang  3:26   
So first we kind of want to understand a little bit more about your relationship 
with Stanford athletics. So tell me a little bit about the last time you attended 
a Stanford athletics event. 
 
Sarah M.  3:43   
Last time I went to a football game was like maybe sophomore or junior year? 
 
Maurice Chiang  4:09   
Yeah. Is there a reason why you're having so much trouble remembering? 
 
Sarah M.  4:14   
It's just been a long time since I've been to an athletic event. 
 
Maurice Chiang  4:20   
Gotcha. Well, can you walk me through your experience at the football 
game? Yeah, like leading up to it anything memorable that you remember 
from you know either before the game after the game during the game… 
anything that you think stood out. 
 
Sarah M.  4:45   



 

nothing in particular, I mean there were long lines and there was security as 
you like entered the gate to go into the stadium. 
 
Sarah M.  5:05   
And I don't know, I mean, we got free shirts. I believe it was the big game 
because I got a beat Cal shirt. 
 
Maurice Chiang  5:14   
Gotcha. Good. Can you tell me a little bit more about the big game? And why 
is that a significant game? 
 
Sarah M.  5:21   
Yeah, I mean like Stanford and Berkeley have always been like big rival. So 
every year, there's like a big game where we play each other, and we go back 
and forth from Stanford to Berkeley. And so, I like never go on years that it's at 
Berkeley because I don't care that much about football. But that year, it was 
at Stanford, and I didn't particularly care to go, but my friends were going so I 
went. 
 
Maurice Chiang  5:48   
Gotcha. So is that why you decided to go? 
 
Sarah M.  5:51   
Yeah, just because my friends are going. 
 
Maurice Chiang  5:54   
And how did you acquire the tickets for the event? Did you have to pay for it?  
 
Sarah M.  5:59   
I don't remember. But I don't think we paid because I was a student. I might 
have used something online to get an online ticket. I don't really remember 
what it was. There was like Eventbrite or something else. But I feel like I didn't 
have too much trouble getting like the actual ticket. Yeah. And I think all I did 
was show my like my ID, and like a barcode or something to the security 
when I was entering the stadium, so I thought it was pretty straightforward. 
 
Maurice Chiang 6:34   
Gotcha. So when you're ordering online, or when you are ordering, wherever 
that may have been, you didn't have to show your ID. 



 

 
Sarah M.  6:46   
I don't, I don't think so. But I feel like maybe I logged in with my Stanford 
email. So that probably checks that I was a student. 
 
Maurice Chiang  6:55   
Gotcha. So did you did you enjoy the event? Like what was the event itself 
like? 
 
Sarah M.  7:03   
It was okay, I think because I don't know much about how football works and 
the rules of the game, there was no way for me to really enjoy the game. So I 
actually left in the middle. 
 
Maurice Chiang  7:17   
Gotcha. And is there a reason why you know, this was so distant? You know, 
you went to this game, but why didn't you go to the next game or the game 
after that? 
 
Sarah M.  7:34   
It's just a lack of interest in the sport itself. 
 
Sarah M.  7:39   
I don't really care too much about football. 
 
Maurice Chiang  7:45   
Gotcha. Well, then that makes sense. So what did you bring along with you? 
To the big game. 
 
Sarah M.  7:54   
I don't think I really bought anything in particular. This was so long ago. I 
brought like a jacket in case it gets cold. Of course, my wallet, my keys, but 
other than that, I don't think I brought anything. 
 
Maurice Chiang  8:16   
Can you show me your ticket? 
 
Sarah M.  8:20   
My ticket? I don't know how to find it. 



 

 
Sarah M.  8:29   
And that might be an impossible task. 
 
Maurice Chiang  8:34   
Since it's an impossible task, don't worry about it. But what do you think 
happened to it? 
 
Sarah M.  8:42   
I don't know. 
 
Sarah M.  8:43   
It's probably floating around somewhere. 
 
Maurice Chiang  8:48   
Where do you put the ticket after the game?  
 
Sarah M.  8:53   
I think usually I would just look it up because it gets emailed to me. So I 
would just pull it up on my email. So I'm sure if I looked through my email 
inbox I could find it but it would require wading through a lot of emails. 
 
Maurice Chiang 9:12   
And when you got to the ticket counter, did you have to search through your 
email to find your ticket? 
 
Sarah M.  9:22   
I'm not sure. I might have like, I mean, there are a couple of things that I do to 
like pull things back up. Sometimes I'll like star the email, so I can just go to 
like my starred section, or like, look up some phrase that I know was in the 
original email that they sent me, or I'll screenshot it. 
 
Maurice Chiang  9:45   
Interesting. Cool. And so when you got to the event, did you feel prepared for 
the event? Do you know where to go? 
 
Sarah M.  9:58   
Well, it's really hectic. So many students, so many people visiting, lots of 
Berkeley students as well. So, I mean, I didn't necessarily know where to go 



 

immediately but I guess yeah, I found the entrance. But it took some time for 
me to find my friends. 
 
Maurice Chiang  10:19   
I see. To where they were. And did you have any items you couldn't bring with 
you to the stadium? You mentioned you had jacket. 
 
Sarah M.  10:29   
Some other items. I don't think there was anything that like I wanted to bring 
but wasn't allowed to bring. 
 
Maurice Chiang 10:42   
How did your experience purchasing Stanford athletics tickets compared to 
purchasing tickets for like another Stanford event? 
 
Sarah M.  11:00   
Don’t remember much about the process but probably thought it was okay. 
Comparable. Relatively similar to other other ticketing types. 
 
Maurice Chiang  11:18   
Okay, so let's jump into a virtual tour of ticket buying experience. So, so I'd like 
you to walk me and my partner through how you would buy a ticket online. 
So what would be awesome is if you could get on your computer and try and 
navigate to the Stanford athletics website and try to navigate to what you’re 
looking for. Anywhere, really and wherever you think is an appropriate place 
to buy a ticket for the next football game. Try and do it for me. I just want to 
see what you're thinking. And if you could talk out loud what you're doing it’d 
be awesome. Okay. 
 
Sarah M.  12:25   
I looked up Stanford football tickets. 
 
Sarah M.  12:30   
Go to the “go Stanford” website. 
 
Sarah M.  12:36   
Even though Stubhub and Seatgeek come up first. 
 
Sarah M.  12:47   



 

Okay. I think this is the ticketing site for football. I'm not too sure. 
 
Maurice Chiang  12:55   
Is there a reason why you didn't go to StubHub or one of the other sites? 
 
Sarah M.  13:01   
Ah, not in particular, I just assumed that Stanford would be the one to sell the 
tickets. 
 
Sarah M.  13:10   
I can look them up. 
 
Sarah M.  13:18   
I think I have memory of purchasing on like a Stanford site previously. Yeah, 
they do have online ticketing for Stanford. 
 
Sarah M.  13:43   
It looks like Stubhub has games for Stanford football, but okay. All I did was 
click tickets, like one time tickets at Stanford. And it says the event that you're 
looking for is no longer available. Please fill out the form below information 
and the Stanford representative will follow up with you. 
 
Sarah M.  14:08   
Just kind of confusing, because I think all I clicked was tickets. Yeah, I just 
clicked single game, and it showed tickets starting at $35. 
 
Sarah M.  14:19   
Okay. 
 
Sarah M.  14:25   
Interesting. 
 
Sarah M.  14:28   
I'm not really sure where I'm supposed to go. 
 
Sarah M.  14:38   
Yeah, I'm a little confused. I don't know why there's like seating information 
but like I don't know what this is referring to in terms of like what event this is 
for. 



 

 
Sarah M.  14:56   
I guess I'll look up students. More on the RedZone. 
 
Sarah M.  15:12   
Okay, it's telling me that as a Stanford student, I'm part of the RedZone so I 
get free admission and I can log in or claim tickets. So I'll click that. 
 
Sarah M.  15:33   
Okay, I don't know if I'm registered already… I have to be I guess, if I 
purchased before. Let's see if it works. 
 
Sarah M.  15:49   
I may have forgotten my password. 
 
Sarah M.  16:00   
Okay, it’s taking some time to load. 
 
Sarah M.  16:10   
Okay, and then I can select football student tickets. 
 
Sarah M.  16:16   
I think maybe I can't. I'm clicking it. Okay. It says to please select and I clicked 
on it but nothing is happening. 
 
Sarah M.  16:44   
Hmm. kind of confused… Huh? Oh no, that's student partner child passes. 
 
Sarah M.  17:02   
That took a really long time. Yeah. 
 
Maurice Chiang  17:08   
So football season is at an end right now. 
 
Sarah M.  17:13   
Oh, and it looks like the calendar just disappeared. 
 
Maurice Chiang  17:17   



 

Maybe let's explore potentially another event. Is there another event that 
might be interested in going to? 
 
Sarah M.  17:27   
Well, let's see what's up. I can browse to see what's available or what events 
there might be. 
 
Sarah M.  17:49   
Okay. 
 
Sarah M.  17:51   
So there's basketball, gymnastics. Women's basketball. 
 
Sarah M.  18:11   
I can't tell. Okay, this is at Stanford. 
 
Sarah M.  18:18   
Okay, maybe I'd be interested in going to this. 
 
Sarah M.  18:24   
So I can purchase/see or purchase by price. 
 
Sarah M.  18:31   
And interesting. 
 
Sarah M.  18:35   
So I guess there's no like student price, right? 
 
Sarah M.  18:39   
Okay, so all students get offered free admission to all sporting events. 
 
Sarah M.  18:48   
But there's no option for me to choose a student ticket, even though I'm 
logged in as a student. 
 
Maurice Chiang  19:23   
Okay. Great. Well thank you for walking us through your process. 
 
Maurice Chiang  19:27   



 

So, when purchasing tickets it seems like it was a pretty difficult process for 
you. Were there any things that you wish could have been better or anything 
that you're very happy about? And how did the process make you feel? 
 
Sarah M.  19:52   
Well, it’s a little bit confusing. It could also just be because I don't know. Like, I 
clearly have not really done this many times. And it's been years since I 
actually bought a ticket to go to an athletic event. So I just may not be very 
familiar with how the site operates. But I mean, generally, I think, like some 
things didn't really work, right, like the one time that I clicked on, like 
ticketing for events, and it said this event is no longer available where I had 
not actually chosen an event so I think having more of a clear and functional 
interface would have been nice. Yeah, I guess, it was nice to see like the 
calendar of events if you can just browse by dates to see what's coming up in 
the next month or two, and then you can easily get to that department or 
sports page to find tickets. 
 
Maurice Chiang  21:04   
Great. Thanks for that. So our final session for today will be around an activity 
about extreme ticketing scenarios. So I will give you a couple scenarios and 
we'd like you to talk about some pros and cons. So, the first scenario is a ticket 
seating lottery. So in this scenario, you're given a general ticket that can be 
anywhere in the stadium. And you will be randomly assigned the seating 
alongside your party that you go with at the gate, and there's a fixed ticket 
price for everyone. So if you could talk a little bit about the pros and cons you 
see with this scenario. 
 
Sarah M.  21:53   
Right, so if I go with a party, it doesn't mean that we're going to be sitting 
together but randomly assigned? Is there a chance that will be split up? 
 
Maurice Chiang  22:07   
There's no chance you’ll be split up. But you'll pay a fixed price for either really 
good seats or really bad seats or seats in the middle. 
 
Sarah M.  22:19   
Okay. I mean, that's good, because there's a chance that you can get really, 
really good seats up in the front and not really pay the full price for it. But 
then there's also the chance it's a con, right, because it's a risk that you're 



 

going to be put in the back where the price you would have paid may 
actually be higher than what you're actually getting. Yeah, not quite worth it. 
Okay. 
 
Maurice Chiang 22:46   
So the second scenario is where you pick up your ticket at someone's house. 
So here you will have to transport yourself to a stranger's house and get a 
physical ticket for the game. The ticket price may be cheaper due to the 
reduced overhead that Stanford has to take care of. 
 
Sarah M.  23:14   
Is this like a resale? 
 
Maurice Chiang  23:19   
It may or may not be. 
 
Sarah M.  23:22   
Okay. I guess like the first thing that pops into my mind is like, is this a valid 
ticket? I think sometimes people try to scam people by trying to sell tickets 
that are not good. So, I guess that’s a con. Also the fact that you have to go 
out of your way to go pick up a ticket if you go into someone else's home. 
That could be safety concerns. But I guess the pros could be at a cheaper 
price. 
 
Maurice Chiang  23:59   
Can you imagine any other pros? 
 
Sarah M.  24:09   
So, you said that this is just like any person, right? Selling their tickets. 
 
Maurice Chiang 24:18   
It's any person selling tickets for a Stanford athletics event. 
 
Sarah M.  24:23   
Okay. 
 
Sarah M.  24:26   
I mean, that might offer more flexibility, I guess. 
 



 

Sarah M.  24:35   
Like if you had to, I don't know how it works. Otherwise, like, you have to get it 
shipped to you or something like that takes some time for tickets to arrive. 
Whereas you can just pick it up for someone at someone's house, you can 
pick it up right before an event. 
 
Maurice Chiang  24:55   
Great. So the final scenario is draw your own ticket. So here you can draw your 
own ticket for entry into the stadium. So you must just draw a symbol that we 
give you on the online order confirmation on the website, or orally, you know, 
via instructions from the phone. 
 
Maurice Chiang  25:20   
Does that scenario make sense? See, you just draw a symbol and if you can 
draw it, you can get in. 
 
Maurice Chiang  25:26   
You know, you either draw a symbol, along with potentially your name, 
whatever you feel like belongs on that ticket. 
 
Sarah M.  25:37   
Seem like it could break. 
 
Sarah M.  25:41   
Because that means that I mean, you can easily duplicate it and give that 
symbol to anyone else who didn't actually pay for the ticket. So it's not good 
for I guess Stanford athletics. 
 
Sarah M.  25:57   
Can allow ticket fraud. 
 
Sarah M.  26:01   
Pros -- I guess from Stanford's perspective, doesn't really require much 
energy to distribute tickets, all you really have to do is give them a symbol 
and check that they can they have that symbol when they get there. Hey, I 
guess con -- if you have a poor drawing ability, then you can try to draw the 
symbol but it may not actually look like the symbol. So even though you 
deserve to get in and you paid for it, you might be rejected depending on the 
difficulty of that symbol. 



 

 
Sarah M.  26:40   
Pros kind of a fun idea. Cool. 
 
Maurice Chiang  26:48   
And this is the final scenario. So this is biometric ticketing. So you take a 
photo of yourself on your computer at several angles. Go on the website. And 
there's no need to bring a ticket at the gate.  
 
Sarah M.  27:11   
You'll just be automatically recognized based on those pictures, correct. 
 
Sarah M.  27:14   
So who's going to be like monitoring this... Will you have some device that 
can tell who you are? Like, will you be scanned at the entrance? 
 
Maurice Chiang  27:23   
There'll be some form of recognition that will allow us to determine whether 
you are you or not. 
 
Sarah M.  27:36   
Yeah, it seems cool.  
 
Sarah M.  27:47   
Yeah, I mean, that's like, easy for the consumer, right? Because I guess like 
you don't really have to do anything. You just take a couple pictures and you 
can like go into the door. 
 
Sarah M.  28:00   
Super easy. 
 
Sarah M.  28:05   
Cons that sounds expensive to have something like that. Yeah, that will like 
scan you and match you to the picture. And I guess it depends on the 
accuracy of that machine because I mean it's hard to be 100% accurate, so 
there will be some errors as well. 
 
Maurice Chiang  28:36   



 

So in a world where this work perfectly, what would be the pros and cons if it 
worked perfectly or technology wasn't a barrier? 
 
Sarah M.  28:53   
It's just really easy for both parties. It’d be nice to have security just be this 
machine to check you in. And then for people, you don't have to pull out like 
an actual ticket on your phone or an actual physical copy… Other than like, it'd 
probably be expensive. 
 
Sarah M.  29:19   
Like there could be like privacy concerns, potentially, like people not knowing 
what's up with your photos. 
 
Sarah M.  29:34   
Yeah, like for some kind of cyber invasion... Seems cool, though. 
 
Maurice Chiang  29:50   
Great. Well, thank you for your feedback and for taking the time to interview 
with us today. Obviously, all your answers will be held in strict confidence by 
us and our research team. Wish you a great rest of your day. 
 
Sarah M.  30:10   
Thank you Goodbye. 
 

Rachel H.  
 
Maurice Chiang  0:01   
Hey, Rachel, thanks for taking the time to talk to us today. So I just wanted to 
confirm that you have about 30 minutes to chat with us today. Let me give 
you an overview of what we will be doing today. First, I have a few 
background questions Then, we’ll dig into to chatting about how you engage 
with groups you are a part of, network with others, etc... Next, I’ll ask you a 
series of questions about a  very rough prototype for a new idea Finally, we 
will finish with a few wrap up questions. Keep in mind, there are no right or 
wrong answers or ways of doing things. I’m just interested in what you think 
and what’s working or not working for you. We’re talking to lots of different 
people and I’m very interested in hearing your point of you today. I did not 
design anything you see today and have no vested interest in you saying 



 

anything specific -- my only goal here today is to learn about your 
experiences and your point of view. I’m recording this conversation today for 
note-taking purposes. We won’t be sharing this information with anyone 
outside of the project team so anything you say to us today will be kept in 
strict confidentiality. There is also one team member listening in to help me 
take notes. 
 
Maurice Chiang  0:01   
So for the purpose of this interview, please introduce yourself. 
 
Rachel H.  1:24   
Hello. I'm Rachel and I shall be talking. 
 
Maurice Chiang  1:34   
Okay, where do you live? 
 
Rachel H.  1:37   
I live in SF. 
 
Maurice Chiang  1:41   
And how old are you? 
 
Rachel H.  1:43   
I am 22. 
 
Maurice Chiang  1:50   
Interesting. Okay. Are you affiliated with Stanford in any way and if so, in what 
capacity? 
 
Rachel H.  1:56   
Yes, I am a Stanford alum, and was a Stanford athletics alum too.  
 
Maurice Chiang  2:11   
Great. And what did you do last Friday? 
 
Rachel H.  2:15   
Last Friday, I went to a movie last Friday. 
 
Maurice Chiang  2:18   



 

Cool. So tell me about the last time you attended a Stanford athletics event. 
 
Rachel H.  2:26   
Um, the last time I attended a Stanford athletics event was senior year. It was 
a squash game. 
 
Maurice Chiang  2:36   
When was the event during the year? 
 
Rachel H.  2:44   
Spring quarter. 
 
Maurice Chiang  2:46   
And where was the event? 
 
Rachel H.  2:47   
The event was at Stanford, in the Yaga gym facility. 
 
Maurice Chiang  3:02   
Gotcha. And could you walk me through that experience all the way from the 
point of when you kind of left your residence to attending the event and 
returning back to your residence. 
 
Rachel H.  3:19   
I remember leaving my dorm and biking over to Arrillaga Outdoor Center, 
and basically going in the same way that I would go to visit the gym normally, 
but taking a different entrance that I'd never knew of, and having to have 
someone guide me there because I had no idea where to go. 
 
Maurice Chiang  3:48   
Interesting, and how was the event itself? 
 
Rachel H.  3:54   
The event itself was really exciting. 
 
Rachel H.  3:56   
It was a pretty fun game to watch because there people that I knew, 
watching with me as well as a lot of activity going on, it was a lot of one on 



 

one matches all at once. So you could look anywhere and see a lot of action 
happening. 
 
Maurice Chiang  4:15   
Interesting. And how did you find out about the event?  
 
Rachel H.  4:17 
I found out about the event through friends. 
 
Maurice Chiang  4:22   
And how did you decide to go to the event? 
 
Rachel H.  4:25   
I decided to go to the event because I was invited to come. Personally, by my 
friends, and I think normally, that's how it happens. 
 
Maurice Chiang  4:39   
So would you go if you weren't invited by friends? 
 
Rachel H.  4:44   
I most likely would not have known about it. But if I had known about it, and 
a couple of friends would be there, I might have stopped by, but if a friend 
hadn't invited me at all, I think the chances would still be pretty slim. 
 
Maurice Chiang  5:05   
Cool. And how did you acquire tickets for the event? If there were tickets. 
 
Rachel H.  5:13   
There weren't any tickets for the event, except for having your student ID. So I 
think it was nice because a lot of Stanford events, I think, just require you to 
have your student ID. So yeah, that process was pretty easy. 
 
Maurice Chiang  5:35   
What do you know about how it works for non-Stanford students? Do they 
also require an ID? 
 
Rachel H.  5:42   
To my knowledge, other non-Stanford students are required to pay to see 
certain events depending on the sport. There are certain sports where not 



 

everyone is required to pay. For entry, especially for sports like football or 
basketball, or more mainstream sports that are more well known, tickets are 
required. But sports that are a little smaller probably don't require tickets or 
are as strict. 
 
Maurice Chiang  6:33   
And did you choose the location of your seat or was that assigned for you? 
 
Rachel H.  6:41   
There were no seating spots for this particular sporting event. There were no 
seats that were reserved or that were given to me. 
 
Maurice Chiang  6:57   
How did you enter the event? So you presented your student ID… Was there a 
long line or security measures? 
 
Rachel H.  7:06   
There weren't really long lines. But you did have to know exactly where you 
were going because the facility that I had to enter into was a little bit more 
hidden away. And once you entered there aren't really seating areas. So it was 
a lot of people crammed in one spot. And yeah, just not a lot of room in 
general.  
 
Maurice Chiang  7:39   
And what did you bring along with you? 
 
Rachel H.  7:46   
I brought my keys, ID, and I believe I had my bag on me at this at the time as 
well. 
 
Maurice Chiang  7:57   
Were you allowed to bring your bag in? 
 
Rachel H.  8:00   
I believe there are a lot of people with their backpacks. So yes. 
 
Maurice Chiang  8:04   



 

And did you have to do anything before the event in order to just present 
your ID? Like, did you have to load a ticket under your ID card? Or was it just 
you just show up at the event? 
 
Rachel H.  8:20   
It was just to show up. 
 
Maurice Chiang  8:22   
Cool. And did you feel prepared for the event upon arriving? Did you know if 
there were any constraints or anything like that? 
 
Rachel H.  8:34   
Um, I had no idea what to expect. So I wasn't quite prepared, I guess. But 
yeah, there wasn't really much to know about before. So I stepped into the 
event, not knowing much just like kind of going with the flow. 
 
Maurice Chiang  9:01   
So now we're going to dive into an activity. So the goal is for us to get some 
insights into what's your prioritize during the ticketing process. So obviously, 
this would be for a sport where ticketing is involved. Give us a virtual tour of 
how you buy tickets online. So feel free to open up a tab here on this 
computer. And just show me how you would buy a ticket for a Stanford 
athletics sporting event. And if you would like to talk out loud about what 
you're doing, that'd be great. 
 
Rachel H.  9:49   
Okay, normally, I would get tickets from my email. But if I were to purchase 
right away, offline, online... 
 
Maurice Chiang  10:00   
A quick question. So how would you just get tickets off your email? Like 
would it be sent to you by a friend or something? 
 
Rachel H.  10:07   
Normally they're sent to me through the Stanford athletics mailing list. And 
they have like, the subject line tells you what the email is for. And so if it says 
football tickets, get them now. I'll make sure to save that email and check it 
and make sure to use that link that they offer to get onto their website. 
 



 

Maurice Chiang  10:35   
Gotcha. So that's your access point to the ticket. 
 
Rachel H.  10:43   
But if I don't have the email, I would go to Stanford athletics. There is a tab on 
the side. That leaves you two tickets. 
 
Rachel H.  11:03   
And then there's a ticket home page, and it shows you basically all the sports 
that you can get your tickets for. And I'll click on whichever sport ticket 
sporting event ticket that I would like to purchase. 
 
Rachel H.  11:28   
And here, there are a couple ticket options. 
 
Rachel H.  11:35   
I would probably go for the football home game tickets. 
 
Rachel H.  11:41   
And that event is no longer available. 
 
Maurice Chiang  11:46   
What is it saying? 
 
Rachel H.  11:49   
There it is. Then it says you have to fill in your personal information. 
 
Maurice Chiang  12:34   
Looks like it says that the event is no longer available. So is this kind of how 
you normally go about the process? 
 
Rachel H.  12:43   
Normally, it's much easier with a student link from the email. But from an 
outside perspective, as someone who is no longer a student, it's actually a 
little bit harder. It seems because you have to make sure that you're on time 
for the event. And you have to fill in extra information to know what 
membership or ticket details you want. 
 
Rachel H.  13:19   



 

It seems like there are no longer events available, you have to sign up for the 
mailing list. They should email you whenever there are tickets available. 
 
Maurice Chiang  13:34   
Interesting. 
 
Rachel H.  13:35   
So they seem to do a lot more of their ticketing through emails than using 
their actual website to advertise for tickets. 
 
Maurice Chiang  13:45   
That's interesting. Do you think we could choose like an event that's in season 
to see if we can find a way to get to that as a student? 
 
Rachel H.  13:58   
There is a browse by date category, okay. 
 
(Part II)  
 
Maurice Chiang  0:00   
Alright, awesome. So here we are at the ticketing page, looking under the 
calendar. 
 
Rachel H.  0:12   
So, here are some upcoming events.There's women’s basketball. Once we get 
here you can either purchase by seat or purchased by price. And here it says 
advanced public tickets go from $10 to $30, which seemed like the more 
expensive tickets. And there's advanced senior discount. 
 
Rachel H.  1:02   
And then there’s your tickets, which also have discounts. 
 
Rachel H.  1:09   
I would only be able to pick this one. 
 
Maurice Chiang  1:11   
I see so but if you were a student, what would you do? 
 
Rachel H.  1:14   



 

If I was a student? I would not pay. I would be able to purchase tickets for free 
using my student ID.  
 
Maurice Chiang  1:26   
Could you show me how to do that? 
 
Rachel H.  1:33   
So if I were to go to my email and click on this link. 
 
Maurice Chiang  1:39   
I see how would you do it on the other website. 
 
Rachel H.  1:46   
I would… I would be able to go into and sign into my account. So when you 
add to the cart, there is an option… oh! There's a Student tab where you can 
claim student tickets. There we go. Wow took me a long time. There you can 
purchase tickets. 
 
Rachel H.  2:56   
It seems like there aren't any other sports where requires you do specifically 
purchase a ticket, you just be able to go and scan your ticket. But in the case 
of a football ticket, when there are seasons available, you just click on the 
football season tickets. And depending on which game you're purchasing for, 
if that event is coming up, you would be able to go and click on that event. 
And then because you're already looking in the student section, you would 
just basically confirm your student ID, and then be able to purchase a ticket 
to your student ID. And then from there, you would only need to take your 
student ID to the football game, to scan your student ID to be able to get into 
the game. So your ID would be your ticket. 
 
Maurice Chiang  3:50   
Gotcha, to get you into the game. Thanks for walking us through that. So a 
couple of follow up questions. So when purchasing tickets so you mentioned, 
the way you store them is just on your student ID. Okay? Can you kind of like 
run me through the process of actually using your ticket at this kind of 
football event. So using that student ID, what would happen? 
 
Rachel H.  4:22   



 

You would get in line outside the stadium by the student entrance where you 
can enter the game where only students are allowed to enter. And at the 
front of the gate once you get to the front of the line, there is someone who 
has a scanner, who will ask for your ID and scan to make sure that you have 
purchased the ticket. 
 
Rachel H.  4:53   
And then when the ticket gets approved, you are given permission to go 
through to the football game. 
 
Rachel H.  5:08   
And they make sure that they scan all of your items to make sure you don't 
have any items that would be banned in the stadium. So, this is an event 
where you would not be able to take your whole bag. And then as soon as 
you get in, you are told to go into the student section of the stadium because 
students are only allowed in certain areas. And the tickets that you get 
basically signify that you are only allowed in the red zone of stadiums. And 
yeah, you try to cram into that space. 
 
Maurice Chiang  5:56   
Cool. So one last quick activity. I kind of wanted to get your insight on these 
extreme ticketing scenarios. So if you could provide pros and cons of each 
scenario, that'd be great. So the first scenario is a ticket seating lottery. So in 
this scenario, you're given a general ticket that can be anywhere in the 
stadium, and you'll be randomly assigned seating alongside your party at the 
gate. And there's a fixed price for everyone. 
 
Rachel H.  6:31   
Sorry, you’re saying there’s general admission and there's random seating. 
You're randomly seated with your party. Once you scan… 
 
Maurice Chiang  6:45   
There's like one fixed price for all seats in the stadium, the best and the worst. 
So pros and cons of such a scenario. 
 
Rachel H.  6:53   
Pros would be there be way, way more turnout for this game and it would be 
much easier for you to be able to stay with your group, which a lot of people 
like to do, because they like to go to games with their friends. Cons of the 



 

scenario would be, it'd be really hard for people to get seats together if they 
come a little late, I think the lining up would be kind of a disaster to this 
scenario. 
 
Maurice Chiang  7:36   
So the second scenario is where you pick up your ticket at someone's house. 
So here the user will have to transport themselves to a stranger's house to get 
their physical ticket for the game. The ticket price may be cheaper due to the 
reduced overhead for Stanford. Yeah, so the second scenario is where you 
pick up your ticket at a random strangers house. So that user would have to 
transport themselves to this house get their ticket for the game. 
 
Rachel H.  8:12   
Are the seats assigned already? 
 
Maurice Chiang  8:14   
Yes, you can assume that they're assigned. 
 
Rachel H.  8:16   
Okay, well, I think this would be way better with the lining up situation. It'd be 
much easier for people. It will be less of a line less of a hassle in the lines. If 
you could already purchase knowing where you're going to be seated. But 
assuming with assigned seats, that ticket prices would go up. And that would 
also probably affect the turnout of how many people would want to go to the 
game based on the availability of cheaper seats. 
 
Maurice Chiang  9:01   
Cool. So then the next scenario for pros and cons is draw your own ticket. So 
you can draw your own ticket for entry into the stadium. You just draw a 
symbol that we give you in the order confirmation on the website or orally via 
instructions over the phone. 
 
Rachel H.  9:19   
So this is really randomized. 
 
Maurice Chiang  9:23   
Yeah, so we give you a random symbol that you have to draw as your ticket 
into the stadium. Well, you know, it could be on your hand could be on a 
piece of paper, you know, however you choose. 



 

 
Rachel H.  9:38   
Oh, and the icon whatever that icon is, is on the seat and you go find your 
seat. 
 
Maurice Chiang  9:44   
True, however you want to interpret it. 
 
Rachel H.  9:47   
Seems like chaos. 
 
Rachel H.  9:56   
If you draw this icon on your hand based on what they give you, okay? 
 
Maurice Chiang  10:12   
Yeah, so you draw an icon and that icon, they'll check it at the gate, and that's 
your ticket into the stadium. 
 
Rachel H.  10:19   
Oh, I see. So the issue that would be then you would have to keep track of all 
of the different icons, everyone would draw. And you'd have to make sure 
there aren't any duplicates, which could be kind of hard track. But with 
unique icons like that, it would be much easier to determine whether or not a 
ticket is fraud, or something is fraud, because you would have a very specific 
inventory of very specific icons. 
 
Maurice Chiang  11:12   
Cool. So the last scenario is biometric ticketing. So you take a photo of 
yourself on your computer at several angles on the ticketing website, and 
there's no need to bring a ticket at the gate, you'll be automatically 
recognized. 
 
Rachel H.  11:31   
Again, this would help a lot with like any fraud issues. But at the same time, I 
think there are a lot of times when people like to sell their own tickets or 
when they give their own IDs to someone else because they have bought the 
ticket but their friends have not. So that would cause an issue with certain 
people because there are people who change their mind. So if there is an 



 

option for being able to change the face and exchange, then it could be a 
pretty cool way to do ticketing. 
 
Maurice Chiang  12:23   
Cool. Awesome. Well, thank you so much, Rachel, for volunteering today for 
this interview. Your responses will be held strictly confidential to our team. 
Any questions for us? Great. Well, thank you have a great rest of your day. 
 

Fred and Tracy W. 
Interviewer  0:01   
Okay, for the purposes of this recording, if you guys could each Introduce 
yourself, that would be great. 
 
R1  0:07   
I am Tracy Wang. 
 
Interviewer  0:10   
And where do you live? How old are you? Are you affiliated with different 
anyway? 
 
R1  0:15   
Give my address? 
 
Interviewer  0:19   
Just in general where you live. I live in Portola Valley, California. Portola Valley, 
 
R1  0:26   
My affiliation with Stanford is that I am a parent. And I go to a lot of sporting 
events at Stanford. Usually I don't have my own tickets though. 
 
R2  0:42   
I'm Fred Wang. I live in Portola Valley as well. And I am an alumni and a 
parent and always love attending the Stanford sporting events.  
 
Interviewer  0:54   



 

Okay, that's great for background. So from We're going to start off. Can you 
guys tell me about the last time that you attended attended a Stanford 
athletics event? 
 
R2  1:08   
The last event was a women's volleyball game. Correct? 
 
R1 1:12   
Yeah. Volleyball. NCAA quarterfinal. 
 
R2  1:20   
Right. That was the NCAA not necessarily a Stanford.  
 
R1  1:27   
True, but I think the last one was still with Stanford women's volleyball. Yeah. 
 
R2 1:32   
Yes, I think that's right. 
 
Interviewer 1:34   
Okay, and can you just walk me through what was your day like attending 
that event? 
 
R1  1:45   
It was probably pretty typical, which is we...? 
 
R2  1:48   
It was in well, I think was an evening game. If it's an evening game, like a 
Thursday or Friday or Saturday night, we typically would leave here 15 to 20 
minutes before the game, and just drive and go straight to the game. And 
after the game we come home. So, it’s a pretty… we’re not doing a lot before 
or after on campus. 
 
Interviewer  2:14   
And do you guys see you guys typically drive to the game? Do you guys 
encounter any problems while you're driving? 
 
R1  2:25   



 

We usually have to decide where we want to park based on how bit the 
crowd’s going to be. And there's traffic. 
 
R2  2:32   
Yeah, almost always, you know, whether it's the volleyball or soccer… 
 
R1 2:36: 
We always we always have to think about where we want to park and how 
long it's going to take us to get from where we parked to the right venue. 
 
Interviewer 2:46   
And when you guys are deciding how you're going to park, is there 
information that’s given to you like whether it was given to the time of when 
you're purchasing the ticket or is it just, you're predisposed knowledge? 
 
R2  2:58   
No, I think football is the only sport where they provide parking information 
neither [soccer] nor volleyball or actually another other sports like water polo 
any of that yeah typically imparting information so it's really it's really more 
through experience. 
 
R1  3:18   
Or you to look it up and find out where the parking lots are... like I that's what 
I would do you know, you know where they are but i when i when you're not 
around, I pull up the Stanford map, find out where all the parking is, you 
know, think about where I want to be. 
 
Interviewer  3:32   
I see and jumping back a little bit so high level of the event. How did you guys 
get tickets for the event? 
 
R2  3:41   
We our season ticket holders for three different sports. Bought them online. 
 
Interviewer  3:53   
And how do you guys decide to be season ticket holders versus buy tickets on 
a game to game basis? 
 
R2  4:00   



 

Typically, it's how many of the games we think we're going to be able to 
make in a given season. So this year, we had more time in the fall, so we 
decided to buy more season tickets. 
 
R1  4:15   
So the cost of the season tickets will end up being either the same as or less 
expensive than my individual buying individually. 
 
R2  4:25   
The part of its cost I think part of it, as much of it is just, you know, you know, 
do you think you’re going to actually make the games or not, I think but also 
within the case of volleyball and soccer the preferred seating that you get 
with a season ticket as much better than you can often well, you sometimes 
can get for just buying tickets on it. 
 
R1  4:47   
What's also nice knowing where you're going to sit, it's just having the tickets 
so you don't have to think about do I want to go to the game and doing 
either the game you know, by having to go online and buy them each and 
every time. 
 
Interviewer  5:00   
So tell me a little bit about the process of buying season tickets. What does 
that entail? Do you? Can you resell the tickets? How does that process work?  
 
R2  5:13   
Yeah. So between the three that just mentioned football, volleyball and 
soccer, the online purchasing process is somewhat similar. You if you're not 
an existing ticket holder you go on you can basically choose from the open 
seats that are available. And so Stanford I think, contracts with a company 
called packing along Paciolan. And that provides I guess, a ticketing back end 
but it basically will show you where the empty seats are. So you can go and 
just kind of pick those seats. And you know, put them in your cart and then 
you go ahead and just purchase them. Footballs a little bit different because 
they have this kind of priority system where if you can buy higher tiers, ie 
better seats, but you have to kind of give more money to the cardinal club in 
order to get access to those and and they also give returned ticket holders 
the priority to hold on their seat. So you don't always know what's going to be 
open until much later in the process. So often if you're an existing ticket 



 

holder and you want to upgrade your seats, you have to buy your current 
seats and then you just have to contact the ticket office to say I'd like to 
upgrade them when that becomes available. So it's actually not nearly as 
streamlined a process as, as the other sports I mentioned. 
 
Interviewer  6:46   
And so, you mentioned these two guys have done much a decent amount 
that your experiences vary depending on sport. Have you found any of them 
to be particularly more painful processes? 
 
R2 7:04   
From a Ticket Ticket acquiring?  
 
Interviewer: 7:05 
Yeah 
 
Unknown Speaker  7:13   
No, I don't know. I wouldn't I wouldn't say so I just football's a little bit more 
complicated. It's not necessarily painful, but it's more complicated than the 
other, the other sports because there's just more tiers. And then you you did 
ask a question. Yes, it's actually really relatively easy to resell tickets for all 
these events. And we do that on a pretty regular basis when we're not going 
to use the tickets. Stanford, the site links you directly in the stub hub, and 
then you posted on StubHub. 
 
Interviewer  7:47   
I see. So when you're purchasing season tickets, um, I guess specifically going 
back to that volleyball game that you guys were at, do you choose a location 
of deceit beforehand or they assigned based on a game by game basis? 
 
R2  8:00   
They're there their seats that you get for the whole season. So okay, yeah, 
pre-assigned, well we chose them. 
 
Interviewer 8:08   
With season tickets specifically, are these, like what form do the tickets come 
in? How do you guys store them and keep track of them throughout the 
season? 
 



 

R2  8:16   
So we get them electronically. And in the case of football and volleyball, they 
were you could download the tickets electronically to your phone. In the case 
of soccer, we had to print out we received the tickets via there'll be a link and 
then we could, it would link you to a PDF but you'd have to print out the PDF 
and show it to them at the gate. 
 
Interviewer  8:47   
So football and volleyball you would scan your physically scan your phone.  
 
R2  8:53   
Exactly. Whereas soccer you needed you needed a printer. 
 
Interviewer 8:55   
If you had it you had it on your phone, you would not be able to go in? 
 
R2 9:00   
We never tried, maybe they could scan the PDF, but it was more 
complicated. I didn't never see anyone do that. So we never tested that. 
 
R1  9:09   
And you could always just walk right by them, too, if you wanted. Seemed like 
that people did that all the time. At soccer, you know, cuz they always had 
trouble managing lines. 
 
R2  9:23   
Yeah, well yeah. 
 
Interviewer  9:27   
And then how was your experience purchasing season tickets for Stanford 
events specifically compared to purchasing tickets for other other non 
Stanford affiliate events? Is it a similar process or are they like notable 
differences that you can think of? 
 
R2  9:59   
I would say They're similar. Yeah. Well, let me let me correct that. So, so from a 
season ticket standpoint, from an individual ticket standpoint, I'd say they're 
pretty similar right? Typically I would go to you go to StubHub or you go 
directly to the you know, the team site to buy the tickets, and on a season 



 

ticket basis, you know, if you buy season tickets for the niners or the for the 
Warriors, or for the Giants for that matter, it's usually more complicated 
because, you know, I talked about kind of the tiering system. There's, you 
know, a similar type of tiering and there's like waitlist process. So yeah, I guess 
it's, I guess it was, it's probably a little more complicated for the professional 
teams. 
 
Interviewer  10:57   
And do you have experience purchasing season tickets for any of the 
professional teams. 
 
R2  11:01   
Yeah. Yeah. 
 
Interviewer 11:03   
Would you say that you preferred purchasing them for that team versus 
purchasing them for like one of the Stanford? 
 
R2  11:09   
Oh, no, I prefer, I prefer the Stanford ticketing. Okay. 
 
Interviewer  11:19   
Cool. So we're going to move on and do like a virtual tour of a ticket buying 
process. So, ideally, we're going to have you walk through, walk me through 
how you would purchase these tickets online, just so we can understand the 
flow in which you would navigate the website to purchase the ticket. So I'm 
going to open up a tab. And if you guys want to just show me like, maybe like 
a sport that's in season right now, women's basketball, how you would buy 
the ticket? 
 
R2 11:55   
Okay. Just like online? 
 
Interviewer 11:56   
Yeah.  
 
R2  11:59   
Okay. Go Stanford.com, go to women's sports, go to basketball. Then I would 
go to tickets. So this would be like for an individual game, right? So then you.. 



 

well, or you could actually just buy the season ticket membership, lets see.. 
season game tickets, let's stick with excuse me tickets. We pick game, UCLA 
buy tickets. And then, you could then click on a section like this and then you 
could look at the individual seats. Let's say we'll pick these two. Select… add to 
cart. And I would log in and then I would buy like that. Okay and get mobile 
tickets. 
 
Interviewer  13:26   
Do you opt for in the mobile tickets version for a specific reason? 
 
R2  13:32   
Yeah, I just I, for me, it's a lot easier, don’t have to think about printing it. Lets 
me do everything remotely. 
 
Interviewer  13:42   
Cool. And then just going back a couple of questions about how you chose to 
navigate the website. If we go back to the main page, was there a specific 
reason why you decided to first navigate to women's sports rather than the 
tickets tab directly? 
 
R2  14:01   
Oh yeah cuz sometimes.. hh this one has  women's basketball here… Yeah, I 
don't know I there were times when I would come to this site here I guess I 
had a harder time navigating from here but I guess it kind of sent to the 
same place. Yeah I guess it does send you to the same place. Hm okay. 
 
Interviewer  15:01   
Okay. Finally, we've prepared like an extreme ticketing scenario exercise just 
to see how you guys would react to some kind of extreme ticketing. Basically 
what we're trying to figure out are pros and cons of the situations that we're 
going to pose to you. Okay, so what do you think could be valuable about the 
situation and what you think would be not valuable? And you can say it, even 
if it's obvious because some of these are extreme situations. Okay, so the first 
scenario is a ticket seating lottery. So basically, instead of buying a ticket for a 
specific seat, you given like a general ticket that could be anywhere in the 
stadium, and that would be like randomly assigned for you and your party. 
And there's a fixed ticket price for everyone or there's like tiers, like within like 
a certain, like length to the fields. Basically, you don't know where you’re 



 

Going to set how does that affect? What would be the pros and cons of that 
scenario for you guys? 
 
R1 16:05   
Would you still get all your to sit together in your party?  
 
Interviewer 
Yeah, your party gets to the other. 
 
R1  16:11   
I mean, generally speaking, I would rather not do that. It would be nice to 
know where I'm going to sit. Although if it's limited, if I could at least define 
what area I could be okay with that. 
 
R2 16:27   
Yeah, I think the problem with that now is that the consumer has been 
trained by StubHub and Ticketmaster, etc, to be able to control to select 
exactly where they're sitting right, including things like and this is something 
that I think I wish Stanford have that the pro sports have is like a virtual tour, a 
virtual picture of what it looks like from your seat, right? And so I think going 
back to a you're going to be assigned to seat would be a huge negative in my 
mind.  
 
R1 17:04   
Also, as a season ticket holder. It's you kind of get to know the people who are 
around you. 
 
R2  17:08   
Stanford football moved to dynamic pricing on a per game basis. But that's 
only Stanford sport that has now maybe it doesn't make sense because the 
other sports don't draws quite as many people but you know, you find when 
you look at what the Giants have done, you look at what the well all the 
professional franchises start with the giants. But now both the niners and the 
Warriors do it but it's different games have different prices, right? And then 
the seats are very tightly tiered, right. So you got to sit in these rows, it’s this 
much and if you want to sit three rows back, you know less. And so it's really 
optimized for each seat. And I just think that people, some people are going 
to be willing to pay a lot of money for the very best seats and other people 
don't care as much and they're willing you know, they might look for a 



 

bargain, right? And so I think continuing to give users or customers the 
choice, I think it's going to be important.  
 
Interviewer  18:13   
Great. We'll move on to our second scenario. So this one is inspired by, like the 
concept of like, will call like, you need to go pick up your ticket in person. so in 
this situation, you'd have to pick it up at someone's house. So you buy the 
ticket off someone, and you somehow have to get to the stranger's house 
and get the physical ticket. And potential bonus could be that ticket price 
would be cheaper because of reduced overhead. How would you guys react 
to this scenario in terms of pros and cons? 
 
R1 18:50   
I don't really see any pros to as well. 
 
R2  18:55   
Well, cheaper ticket. But, yeah, I'm willing to pay for the convenience. And the 
benefit of electronic ticketing as you avoid all stuff. 
 
Interviewer  19:12   
okay, our third scenario is basically you don't have a physical or electronic 
ticket provided to you by Stanford. But instead, as a part of your receipt, you'll 
be given a unique symbol that you can draw like either on your hand or a 
piece of paper or in a note on your phone. And that symbol basically gives you 
admittance to the game. So you don't have to be responsible for keeping 
track of or losing a ticket. 
 
R2 19:47   
But you need another symbol though. 
 
Interviewer  19:49   
Yeah, the symbol would be in your receipt, your confirmation email. 
 
R2  19:56   
I guess I wouldn't see much benefit because you still have to have a 
confirmation email. An email and that's no different than today where you 
your confirmation email includes a link to your ticket the process is pretty 
simple you get the email you click the link and then you download this you 



 

know it's I think it's easier than having to then look at it and draw something 
out or... 
 
R1 20:17   
I probably would say the same thing but I don't really see the difference 
between the two. I mean, it's really no different than clicking a link except 
that maybe phone dies or if you don't already don't have service you're not 
able to pull up on the link and you know you haven't put it in your wallet or 
something like that. You can still kind of show it. 
 
R2 20:44   
Yeah, I think I also think you know, for at least for us, for me, I am so used to 
using my wallet for my airline boarding passes and for you know, pre buy ups 
parking spot with spot hero or everything leverages your Phone and pushes 
that into your wallet. That it's a very natural kind of thing to do now. And so to 
change that flow I think would be a big negative in my mind. 
 
R1  21:10   
Yeah, for you. I just don't know, maybe not everybody uses their wallet. 
 
R2 21:16   
That's mine. Yeah, I don't know may be different for you too. But for me that's 
the way. 
 
R1 21:21   
Yeah, I mean, I think I would much, much rather just have an electronic ticket 
that I would figure out how to pull up on my phone. But I could, I could see 
that working equally as well for me as well.  
 
R2 21:39   
I mean, the other simpler thing might be like, you know, they have your ID, in 
all you do is you show your driver's license, but I don't think that's necessarily 
that much different than... 
 
Interviewer  21:50   
well, that brings us actually to our fourth and final scenario, which we've titled 
biometric ticketing. Yes. So you take a photo of yourself on your computer or 
phone through platform on the ticketing website. And then you don't 
actually need to bring a ticket to the gate, the ticket is tied to your person. 



 

And then you'll be recognized so instead of having to scan your ticket at the 
door, they'll do like a facial recognition. 
 
R2  22:16   
If it's fast, it has to be faster than the mobile ticket. So for instance, Clear this 
the service at the airport uses a biometric using your two fingers right? Or or 
for that matter, no I guess Global Entry doesn't really use it as a identification 
thing. Anyway, so Clear does you got to put your two fingers down and then it 
kind of looks at your face and then it kind of scans it. But it would be a lot 
faster for you just to sort of like scan your QR code on your phone and have it 
identify and yeah, so that's pretty fast now 
 
R1  22:56   
And for me, like those things that like pretty much never work like I can... 
 
R2  23:00   
Well,l that’s fingerprints but she's talking about facial recognition which is 
different.  
 
R1 
But what if you're like wearing glasses, or a your hair is different... 
 
R2  23:09   
Should work around that but but it can be Yeah, so now I don't know it's 
probably pretty fast and these devices these days but this is very different 
because all this has to do is identify is this face match this one person that's 
okay to go in, the problem with kind of unidentified facial recognition or 
whatever they call it is that they have to match you with the actual… 
whoever’s ticket it is, so searching process is very different, you know, is this 
person A or not? So anyways, I The short answer is I think it depends on time. 
If it's fast, then yes, that would actually be nice. 
 
Interviewer  23:51   
so if it was slightly slower, you wouldn't be willing to compromise the ease of 
not having to worry about having a ticket logistical ease, for the time it 
actually takes to get into the venue? 
 
R2 24:04   
I wouldn't probably. 



 

 
R1 24:07   
Yeah, I mean, I don't see it as if I've decided to go to a game and I have all 
bought the tickets doesn't seem like that big a deal to remember to bring 
your ticket with. 
 
R2  24:20   
Now maybe if you could offer two lines, right, you could offer a line for people 
who want to do the facial recognition and you could offer line for people who 
have it on their phone. Maybe that’s one way to try it. 
 
Interview  24:40   
Alright, we're I was just going to finish up the interview by asking how you 
guys hear about and discover new events to go to particularly related to 
Stanford athletics. 
 
R2  24:55   
For me it’s primarily email, email updates from the athletic department. 
 
R1 25:05   
Yeah, pretty much. And I see things on Facebook. He gets pushed into my 
Facebook feed.  
 
R2  
Oh, really? Yeah. 
 
Interviewer  25:15   
Great. Well, thank you guys for your time. 

Derek M. 
Interviewer  0:01   
We’re going to talk about your experience with Stanford athletics. So can you 
tell me about the last time that you attended a Stanford athletics event? 
 
R1  0:12   
It was a Stanford football game the big game. Stanford vs. Cal. Probably two, 
three months ago. 
 



 

Interviewer  0:22   
Cool. And, how did you find out about the event? 
 
R1  0:29   
Just friends and family, both of which were planning on attending the game. 
 
Interviewer 0:36   
Great. And how did you get the tickets to this event? 
 
R1  0:40   
I bought them from one of the ticket counters outside of the stadium. 
 
Interviewer 0:48   
When you arrive at the event, did you know that there were going to be 
tickets left over or were you worried that maybe they're going to sell out? 
What was your experience with buying tickets at the ticket counter, 
 
R1  1:02   
I was pretty sure there were going to be some left. But there is definitely 
some like nagging, like making sure need to like know, but at the ticket 
counter itself was fine and not a huge line but probably like 10-15 minutes. 
 
Interviewer  1:27   
And when you are purchasing your tickets at the ticket counter or was it easy 
to find out where your seat was going to be or like other logistical things? 
 
R1  1:34   
Yeah, it's pretty easy just because the organization's not very hard to 
understand. 
 
Interviewer  1:40   
Okay, great. And then once you purchase the ticket, how did they transfer it 
to you? Is it a physical ticket on the phone? 
 
R1  2:02   
Physical ticket. 
 
Interviewer  2:06   
Do you still have the ticket with you per chance? 



 

 
R1  2:12   
Maybe. 
 
Interviewer  2:14   
Is receiving a physical ticket, something that's common for you when you're 
attending events? 
 
R1  2:21   
Probably 50/50. 
 
Interviewer  2:26   
And when you're not receiving physical ticket, how do you receive it? 
 
R1  2:30   
Via phone, like an app. Or like an email that has a barcode. 
 
Interviewer  2:38   
I see. Is there a method that you prefer? 
 
R1 2:43   
Definitely. I mean, it's easier when it's on the app. And I like trust it more than 
just an email barcode. But I think out of them all, just having the ticket makes 
you feel the most secure but like, I trust the app just as much.  
 
Interviewer  3:07   
And have you purchased tickets for a non Stanford event before?  
 
R1 
Yes.  
 
Interviewer 
 How has your experience purchasing those tickets compare to your 
experience at the big game? 
 
R1  3:20   
How were they…  How was the experience at the game or…? 
 
Interviewer 3:24   



 

Just like how did your experiences compare in terms of buying them for non 
Stanford versus Stanford event? 
 
R1  3:29   
Oh, um, for Stanford, it was more like personal. I got it when I was there. And 
then for other ones, I was like, I got it online my way before.  
 
Interviewer  3:47   
Great, and then we're going to move on and we're going to do a virtual tour 
of ticket buying. We're just interested in seeing how you would go about 
buying tickets for a Stanford game. So I'm just going to open up a browser on 
my computer and if you could walk me through the process through which 
you would potentially purchase the ticket, that would be great. 
 
Interviewer  5:27   
Cool, so I noticed that you decided to click on StubHub instead of the 
Stanford ticketing website. Is there a particular reason why you decided to do 
that? 
 
R1 5:39   
I mean, StubHub kind of does a lot of events and is very well known whereas 
and like I trust the site, and I've used it before, whereas the Sanford ticketing 
site, like I know a lot of different like individual like sites that don't do a great 
job organization and it's just a lot easier when you either can trust the site or 
like has like easy access like StubHub. 
 
Interviewer 6:10   
I see and if you were to purchase perhaps a ticket for a team that that's not 
on StubHub, like Sanford, maybe Sanford women's basketball. Could you 
show me how you would do that?  
 
Unknown Speaker  6:18   
Sure. 
 
Interviewer  7:25   
Right, so how would you say that your experience selecting the tickets on the 
Stanford website versus on StubHub compared? 
 
R1  7:34   



 

Um, I mean, honestly, I thought it was a little bit better. I like how you could 
kind of hover over the individual sections and it was more of like a …. like 
StubHub, you kind of had to go to the side and like, scroll through like the 
weird things and like you couldn't really hover over it. [The Stanford Site] was 
kind of well organized, which I wouldn't expect. But and then also I once you 
click on the section you want you It has like all the layout of the seats that are 
available and unavailable. And you'd have to click on the seat and it's just kind 
of easy to grab the seat you on. StubHub was more confusing. 
 
Interviewer  8:09   
I see. And so now that you're on the checkout page, there's a section that 
asked me about delivery method, which option would you choose  
 
R1 
Prime mobile tickets. 
 
Interviewer  8:24   
Cool. Um, we are going to move on and I'm going to ask you about some 
extreme ticketing scenarios. And these are not necessarily viable, but we're 
just trying to understand, like what you would think are the pros and cons of 
each of these scenarios. So they're a little bit outrageous, so take them with a 
grain of salt. Our first scenario is that there's like a ticket like a seating lottery. 
So you buy a ticket that's like a specific tier. And maybe like tier one is like 
closest to the field. And tier four is like farthest in the field. And it's a flat price 
in that tier, and then you're randomly assigned the seat. So don’t actually pick 
your seats. You're just like buying a ticket for a seat in that specific section 
and you're randomly assigned it after the fact. You can like stay with your 
group, though, so like, that's not a worry. But would you say that pros and 
cons of this ticketing scenario? 
 
R1  9:27   
Um, the pros is that with each tier it's more... like a like there's less. I don't 
know like diversity like you you get what you… Probably it's more like 
standardized. So if you if you if you pick like A tier or something you just get 
there. Also there’s no individual pricing. So a pro of that is that you could 
make more money because people could pay for a higher price so that 
maybe could get something that's worth more than like a more like a lottery 
scenario where they could like feel lucky if they got closer to the field or closer 
to the court. Yeah, I'm not sure but and then like a con could be people don't 



 

really, a lot of people like wouldn't really want to just pay for a lottery because 
they want to know what seat they're gonna be in. Like not have to worry 
about just getting randomly assigned somewhere and especially if like, they 
pay like $100 for A tier but then they end up like at the back of that A tier. 
Could be pissed about that. 
 
Interviewer 11:03   
Cool. And if you feel there's no pro or no con to the situation, that's also fine as well. 
So no need to stress about thinking of stuff, if doesn't come straight off the top of 
your head. Our second scenario is kind of like a riff off of, like, will call, we have to pick 
up your ticket. So this would be a situation where you purchase the ticket from 
somebody else, not from Stanford, and you have to pick it up from their house pick 
up the physical figure from their house. And then the benefit of this could be that 
the ticket is less expensive because of reduced overhead for like ticket delivery. 
 
R1 11:42   
I mean, in a pro, this is like what you just said, like reduce costs for like a 
secondary, secondary, like personal has to... Like how do you get the ticket for 
like a secondary source, but a con would definitely be like, people would not 
want to go that far out of their way to like drive to someone else's house and 
pick up a ticket have to interact with that person. I think most people don't 
want to have to go through that middleman. And most people would rather 
like do it in the comfort of their house or, or know that they're just going to go 
to the place and get it from like a worker there instead of kind of like a wild 
card place. 
 
Interviewer   12:35   
Cool. And then do you think that there would be like, situations in which the 
reduced cost could outweigh like the cost of having to get up from your 
house and go to someone else's, or do you think that in most cases for you, 
you wouldn't, that cost wouldn't outweigh the benefit? 
 
R1  12:53   
I mean, I think, I think for me, it was like, like, 10 are like 20% off or like less 
than it would it be that I probably would go with it, depending on how 
expensive or cheap that ticket is. But I mean, I think for most people, if you're 
just like buying ticket online, and there's two options and ones like $15 more, 
and you just get the ticket on your phone, a lot of people just choose, yeah, 



 

spending a few more dollars. And because they don't want to have to, like 
plan this in my day.  
 
Interviewer 13:28   
Right. Cool. And then our third scenario is a draw your own ticket scenario. So 
basically, when you purchase ticket online, and you get your confirmation 
email, you're given like a unique symbol that you can then draw anywhere 
like you could draw on your hand because on paper, you could draw any 
notes up on your phone, and that serves as your ticket for entry. Do you see 
any pros or cons to this? 
 
R1  13:55   
Well, a pro is that it promotes creativity. It could eliminate, I guess, if you're 
going to get it like a single use ticket, eliminate the waste of that, I guess, but 
that's kind of minor. A major con could be, people could easily lift that, like, 
see you outside the stadium and like take a picture of and then draw it on 
themselves before you and then you wouldn't be able to get your seat. And 
like there could also be different scenarios where people like either draw the 
same symbol or like, like don't have to go through the hassle of like, figuring 
out what they want to draw, like someone that just wants like the transaction 
doesn't really want that extra hurdle. But like, in theory, it's like fun I guess. 
 
Interviewer 14:48   
Going back to what you said about someone could steal your symbol and 
basically like use your ticket to the game. Have you ever had a problem where 
you bought a ticket and you haven't been able to get in because someone 
has like used your ticket?  
 
R1 
So far no. 
 
Interviewer 
Cool. Our fourth and final scenario is titled biometric ticketing. So basically 
when you purchase the ticket, you can either scan on your phone or on the 
computer, your face. And so you don’t actually need to bring a ticket to the 
game you just show up with your face and you'll have facial recognition at the 
door and then your body will service your ticket. Do you see any pros or cons 
to this scenario? 
 



 

R1  15:27   
I mean some pros and be like eliminate anything you have to bring with so 
you don't have to worry about it. You just have to like show up like I feel  like 
that would be super cool. Some cons it could be like, at least for now like a 
little bit forward. And like… I mean, I believe I'd be pretty cool like I would 
definitely do that if there was an option, but I would definitely want to have it 
like be tested and wouldn’t like trust it at first but then I would definitely like 
adapt to it if it was proven. 
 
Interviewer  16:07   
I see. Okay. Well, great. I have one final question to close out our interview, 
which is, like how you discover games like, how do you hear about various, 
like events that are happening at Stanford. 
 
R1  16:22   
Stanford events? I that I, most time is from my parents or siblings that I hear 
from first, but then if I attend them, it'll be mostly because I have for either a 
friend or other friends that are going to attend them with me. Or if I’m just 
attending with a family member too. 
 
Unknown Speaker  16:46   
Okay, I see. So do you would you say that like you wouldn't attend a sport like 
a sporting event on campus if it wasn't necessarily like a social thing? 
 
R1 16:57   
Probably, at least for me. 
 
Interviewer  17:06   
Okay, great. Thank you so much for participating in our study today. 

Backend Interview Guide (Athletics/Ticketing 
Department) 

Intro Questions 
Set the tone for the interview and build rapport. 
 

● Ensure time availability of 30 min-1 hour 
● Record and follow up on details 



 

● Brief of what we’re doing 
○ “First we have some quick background questions. From there the 

majority of the interview will be spent talking about your role here at 
Stanford Athletics and Ticketing.” 

● Check about recording 
○ Sign consent waiver 
○ Everything is confidential within this class (24 students) 

● Background questions 
○ What is your job title? 
○ What department is that in? 
○ What are your responsibilities? 
○ How long have you been here at Stanford? 
○ How long have you been involved in athletics? 

● Transition into walk through of day 

Grand Tour 
Walk me through your work day yesterday. 
 

● Remind them to speak aloud. 
● Follow up on details. 
● Asking how they felt at various points throughout. 
● Ask about contradictions of points of confusion. 

Exercise 
Outlandish ideas: Ideally this prompt will give us an idea of what they would want, 
and then reasons that would make it hard for the department to offer that. 
 
Imagine you’ve arrived at a football game with your friends or family. They scan your 
ticket and it turns out you’re the ticket holder that won the prize of the day! You 
have four choices of prize: 
 

1. Post-game meet and greet with the players for you and your entire group. 
2. Pair of season tickets for the remainder of the season. 
3. Upgrade for your group to watch the game on the field. 
4. An assortment of signed apparel and gear. 

 
Which prize would you choose? If you could talk us through the pros and cons of 
each option that would great. 
Now from your perspective as job title, how feasible do you feel providing that prize 
at every game would be? Why or why not? 



 

Secondary Questions 
Get any missing info not already covered. 
 

● What’s the last Stanford sporting event you attended? 
○ Why did you attend? 
○ Did you need a ticket? 
○ How did you decide to go? 
○ How did you get there? 
○ Is this process similar for other Stanford sporting events?  
○ Is it different? Why? 

 
● Tell me about your toughest work day last week. 

○ How did it go? 
○ How did it feel when the day was over? 
○ Who did you interact with? 
○ Where were you? What did you do at XXX place? 
○ Is this normal? What does an average day look like? 

 
● How do you stay organized? 

○ What tools do you interact with everyday? 
○ What do you spend your time doing on the computer? 
○ How long have you been using this organizational system? 
○ Do you feel like there’s any flaws in this system? 
○ What do other people involved in this system think of it? 

 
● List the sports you can think of that require a ticket for games. 

○ Baseline for general awareness of the process. 
○ Why did these sports come to mind? 
○ Why do you think some sports aren’t ticketed? 

 
● Recent interactions 

○ Which sport did you most recently interact with in person? What about 
digitally? 

○ Who is the last person you emailed? 
○ Which sports do you interact with frequently? Not so frequently? Why? 

Closing 
Wrap-up the interview. 
 

● Thank you so much for your time. 
● Let us know if you have any final thoughts to share. 



 

● Is there anything that you wanted us to ask about that we didn’t? 
● Would you be open to being interviewed again? 
● Thanks again! 

 
 
Alternative Exercise Idea: 
Draw pictures of the three people you interact with most. 

● Bring pen and paper. 
● Who did you draw? Can you tell us about them? 
● Why did you choose these specific people? 
● Ask about the details of each image (emotions, characteristics, etc.) 
● Now draw yourself. How do you think others would draw you? 

 

Backend Interview Transcripts 

Spenser Ayres 
Lily (Interviewer)  0:00 
Perfect. So we'll kind of get started here with just some more basic 
background questions. So if you could give us like your official job title, 
 
Spenser Ayers (Respondent)  0:19   
director, kick it operations and business strategy. 
 
Lily (Interviewer)  0:25   
And so what department does that fall under? 
 
Spenser Ayers (Respondent)  0:30   
falls under External Relations. 
 
Lily (Interviewer)  0:33   
Cool. And within that role, what are some of your responsibilities 
 
Spenser Ayers (Respondent)  0:41   
oversee both of those units, strategy, data and analytics team, and then take 
it operations, which does a lot of the kinda like event setup.Kind of a blocking 
and tackling behind you how you would actually go and sell a ticket if you're 
buying online or for selling it to you at the box office or over the phone. And 
then I managed a lot of strategic partnerships with our ticketing provider, our 
secondary market provider, which is a partner of ours for a while, as well as a 



 

couple other partners, primarily oversight of those two groups and then some 
of our partnerships.  
 
Lily (Interviewer)  1:46   
Awesome, thank you. And, and then kind of a pretty logistical question just 
how long have you been working here at Stanford. 
 
Spenser Ayers (Respondent)  1:57   
I have been at Stanford for Tony almost nine years awesome and and prior to 
that were you involved in athletics before or was this kind of your first position 
within like an athletic department prior I was a goodOakland Raiders, their 
their ticketing department only 
 
Lily (Interviewer)  2:35   
How long were you with the Raiders for 
 
Spenser Ayers (Respondent)  2:40   
a part time role for probably seven months and then prior to that I did some 
seasonal work when I was doing my undergraduate.  
 
Lily (Interviewer)  2:55   
Oh cool. Awesome. Well thank you so much for that. We kind of wanted to 
start off with just a general walkthrough. So it would be awesome if you could 
kind of just walk us through what your workday yesterday looked like. And if 
you could kind of like, think aloud as you're, as you're going through it, that 
would be awesome. 
 
Spenser Ayers (Respondent)  3:37   
partners that we use to help distribute tickets for football and men's women's 
basketball, really over ticketed sports and administered the rest of the time 
updating a massive data table With a variety of data points for football in the 
last few football seasons and the goal that is to set pricing for for the 
upcoming football season, mostly season ticket pricing, but also looking at 
single game ticket pricing. And so looking at the last two years worth of data 
metrics like sell through rate and secondary market value. So if you were to 
buy, you know a ticket in that section or kind of in these in the subset of rows 
within that section if you're if you were to buy that ticket for every single 
game last year, the previous year, how much will be paid the how's that 
compared to our current season ticket prices and then ultimately compiling a 



 

model that will, based on some assumptions that we've plugged in, let us 
know or give us a revenue projection. So it's been pretty much there as a 
primary. But I can make some recommendations and hopefully, finalize 
person clinic.  
 
Lily (Interviewer)  5:27   
Sure. Awesome. Um, and so you kind of hinted that you're like 
recommending is that to people within your department or is that a separate 
department that kind of looks at the data and everything that you 
 
Spenser Ayers (Respondent)  5:46   
basically work underneath our Executive Associate athletic director for 
external relations. So he's on our executive team. He's he essentially reports 
directly to our athletics director. So involved in the decision. He's, he's directly 
involved in the decision, and helping kind of like guide, the model that I'm 
putting together. So, you know how Phil asked me to put together a couple 
different things that we can take a look at, you know, maybe scrap a couple of 
tweaky couple, but ultimately, involved in that decision is entailment. Myself, 
our CFO and another member of our finance leadership team, and then our 
head of development, athletics Development Foundation. 
 
Lily (Interviewer)  6:46   
Cool. Um, do you feel like generally that that group that you mentioned is 
pretty receptive to this? Like, do you feel it's it's basing like you're able to base 
decisions off of that, or is it more just a jumping off point 
 
Spenser Ayers (Respondent)  7:03   
I think we, like during, during this type of projects will certainly like socialize 
different ideas with a variety of people outside of that group. But ultimately, 
that's, that's the group that I'm seeking kind of a sign off from, so to speak, 
and they provide guidance as well as final decisions. 
 
Lily (Interviewer)  7:39   
Cool. Um, thank you for kind of talking us through your day and what your 
average day kind of looks like. Um, we have like kind of a interesting like 
exercise thing, as well. And this is kind of just something we're hoping to get 
your perspective on. So we're going to set the scene for you 
 



 

Imagine that you've arrived at a football game with your friends or family. 
They scan your ticket and it turns out that you're the ticket holder that won 
the prize the day and so you have four choices in prize. The first option is a 
postgame meet and greet with the players for you and your entire group. 
And option number two is a pair of season tickets for the remainder of the 
season. option three is upgrading for your group to watch the game on the 
field. And the fourth option is an assortment of signed apparel and gear from 
the players. were curious as to what prize you would choose and if you could 
kind of talk us through the pros and cons of each sort of through your 
thought process as you're making that decision. 
 
Spenser Ayers (Respondent)  8:45   
So if I was if I was a fan of that one 
 
Lily (Interviewer)  8:47   
Yep, exactly.  
 
Spenser Ayers (Respondent)  8:49   
So the The first one was the first game meet and greet. Yes. All right. Yeah. 
season tickets for the rest of the season. me. I live locally, and I am a Stanford 
fan. So I would choose tickets for the rest of the season. I guess I'm making an 
assumption that it's not the last game of the season towards the end of the 
season that actually get a couple of couple games.  
 
Lily (Interviewer)  9:47   
Yeah, it'll definitely be at least half. 
 
Spenser Ayers (Respondent)  9:51   
Yeah. So I would personally choose that one. Because, you know, I'm able to 
get to All the games and they can take as many games as possible. If I didn't 
live locally in Sacramento, I would choose the the upgrade to the field passes 
because that's that's really hard to get access to. It's just not something, you 
can't go online and kind of like buy that type of access. And it's very explosive. 
And so I would take advantage of that opportunity. Whereas, like, you can, 
you can buy, you know, autographed memorabilia purely by post game, meet 
and greet with the players. But also know that that tech of access is not 
something that we can require me staying even longer after posting routine 
meetings, press conferences and whatnot. So instead of making my entire 
group and a weight around, I probably would upgrade. 



 

 
Lily (Interviewer)  11:27   
Yeah, gotcha. Awesome. And so you were kind of hinting at this a little bit 
already. But from your perspective, you know, with your given role in the 
athletics department, how feasible Do you think providing, for example, the 
season tickets that you chose, or also like, the field passes would actually be 
for the athletics department. 
 
Spenser Ayers (Respondent)  11:52   
Um, as far as like, the full scenario where we would like have a randomized 
winner and then one wants a skinny Enter, just like in general offering those 
types of incentives. And I think a little bit of both, actually. Okay. So, we we do 
offer, we actually Yeah, we do both of those things in a couple of different 
ways. So with regard to the three season tickets, we do a variety of like fan 
contests. So if you went to the last football game of the year, you would have 
seen a guy attempting field goals from a variety of different links in the face 
of the grand prize, if you'd like a 20 or 25 yard field,he would have, he would 
have won season tickets for for next season. 
 
We also do that at the spring game. So we do a little bit of that. Not not A ton 
though on the free season tickets on the field passes, Fred. We do have a 
season ticket member program, we have an unlimited number of passes that 
we can that we can use. But we do contact select season ticket members in 
advance of football games as a touch point throughout the season, to ask if 
they want to come down on the field for pregame. Keeping them on the 
sideline during the game is not something that we can we can provide. 
Gotcha. Awesome. Well, thank you for your insight with all of that as well.  
 
Lily (Interviewer)  13:44   
Um, we have just like a few little remaining questions to kind of tie a lot of this 
together. Um, and so within your role specifically, especially, like you're saying 
going through these data spreadsheets and everything and working with 
various their roles, how do you stay organized? 
 
Spenser Ayers (Respondent)  14:09   
So I would say, I try and limit my my email time to a couple times per day, I 
think it's really easy. In my tech, I get a good amount of emails. And so if I 
have my email open, and I'm looking at it or sorry, if I'm, if I'm looking at 
something else, but have my email open that little, you know, you have the 



 

Mail icon distracts me so I'm going to keep that close, so that I can just stay 
focused on my task at hand. But as far as like how I organize documents, we 
use Google Drive for a lot of things. So we have shared drives and then I have 
my own drive that we're using for document storage. 
 
And then as far as like, staying on top of my projects lately were limited 
number of projects and some kind of constantly thinking about them. So 
makes it easy to stay organized in like in that regard and stay on top of them. 
And then as far as things that I'm delegating, I think the biggest areas like 
organization for me personally, it's just like, keeping track of what everyone is 
doing. And making sure they're kind of hitting different milestones on their 
projects and so, weekly kind of quick check in either in person or over slack. 
But I'm keeping that that piece of my job organized. 
 
Lily (Interviewer)  16:12   
Gotcha. And so you mentioned a lot of the positions that you work with kind 
of internally. We're curious as to if you interact with anyone, say like on the 
field. So like, I'm thinking along lines of like coaches or athletes or anything. 
 
Spenser Ayers (Respondent)  16:29   
So, a lot of my team work with, with various coaches mostly though, it's like 
the director of operations, who's the primary contact anytime. So players and 
coaches, they get an allotment of, of tickets for home regular season events. 
So, my team from films that make sure that those tickets are ready and 
assigned to the correct people. And the minions will call so they're primarily 
working with the director of operations for that for that program. And that's 
also I would say, my communication with the individual sport programs is 
probably limited to those individuals. Sometimes a head coach, really 
depending on the on the program.Very little student athlete interaction. Very 
little assistant coach interactions, usually director of operations.  
 
Lily (Interviewer)  17:39   
Gotcha. Awesome. 
 
Yeah, sorry. Hi, Spencer. This is Alema. I'm one of these project partners. I'm 
just listening in. But I guess Could you tell us a little bit more about I guess, 
student athletes, and how Maybe how they get tickets for like their family or 
how that process works. 
 



 

Spenser Ayers (Respondent)  18:06   
Sure. So we have a kind of a separate system, it all goes through our 
compliance office. And then ultimately ticket operations also that. But yeah, 
essentially the student athlete can go in up to a certain deadline prior to his 
or her event, and input a variety of information about their guests. And then 
that's kind of vetted by our compliance department making sure that the 
people that are receiving the tickets are people that are permitted to be 
receiving tickets. And then, ultimately, Once approved, my team will will go 
in, print out the tickets and then organize those tickets and we'll call in Then 
essentially all of those player guests, Coach guests, for all the player gets have 
to pick up those tickets and local and then enter the building immediately. 
They can't.They can't kind of turn around and go out and tailgate or go back 
to their car afterwards. They have to go straight into the venue.  
 
And then yeah, and that's basically the case for all events and and then 
postseason is limited to football and men's women's basketball. We set up a 
mechanism so that player families can can purchase if we're on the road for a 
postseason volleyball match. They can, they can purchase tickets for us and 
we'll set up a little call. So they can just show up C C.  
 
Lily (Interviewer)  20:03   
For those postseason tickets, do they like just order through the regular 
Stanford website? Or do you guys have like a separate website that they use 
for those? 
 
Spenser Ayers (Respondent)  20:14   
Buy them. directly through our website, we set up a promo code only they 
have access to their free tickets, and it's just a kind of a regular home hosted 
event. There's a separate system where the student athletes actually go in 
and they have, you know, their, their online allotment and they can start kind 
of signing. Not they don't assign seats against that they just enter in, you 
know what, what the guest limit is for that particular game. And then that 
information, like I said before, gets vetted by our compliance group, and then 
ultimately fulfilled by the ticket operations team. 
 
Lily (Interviewer)  21:01   
Awesome. And how many sports are ticketed here? 
 
Spenser Ayers (Respondent)  21:08   



 

So on a regular basis nine, but then we'll do kind of ad hoc events for four 
others.Yeah.  
 
Lily (Interviewer)  21:23   
And does it depend on the type of match or game at all? 
 
Spenser Ayers (Respondent)  21:29   
For those ad hoc events, Yes, it does. A lot of postseason for hosting a 
postseason event. Track and Field there's a couple of events that we take it 
every year. And then for, for the events, for the sports that we take place in 
more frequently it's all all home hosted events. 
 
Lily (Interviewer)  22:00   
Gotcha. 
 
Spenser Ayers (Respondent)  22:03   
And then we currently do ticketing like a way game ticketing for football.  
 
Lily (Interviewer)  22:08   
Okay, gotcha. And is that process the same for students especially looking at 
like the away games. 
 
Spenser Ayers (Respondent)  22:19   
It's not, it's not the same. So we offer students free admission to all of our 
home events. But because the home team charges us for tickets and when 
we go on the road, those are not free for for Stanford students have to buy 
this ability to buy them in agreement with cow rivalry agreement where we 
did the reciprocal agreement or we provide each other's visiting students 
with with this kind of Tickets so $70 for regular Stanford students would get 
access at $25. And vice versa. Game process with like dealing with other 
schools, is it kind of like, kind of collaboration between where you guys can 
like say like this kind of the price that we want for the tickets or is it they just 
kind of give you the tickets and they set the price and location of the tickets. 
And so this I guess it comes into play for both basketballs and footballs, the 
most prominent one where every, every school has kind of a dedicated 
section. And so we have the option to buy up to a certain number of tickets in 
that visitor section. 
 



 

That's the price of at the price that they set. So they kind of determine all that. 
And then once we get all that information will go out and essentially market 
it to our fans and give them the option to buy. And then oftentimes, we're 
kind of moving a lot of our a lot of our peers are on the same ticketing 
system. So we do something called the barcode share. So essentially, we'll sell 
the tickets for the game at USC in our ticketing system, and then the day 
before the game will send them a file with all the barcodes of the tickets that 
we sold, they can upload the barcode into under their access management 
system so that when our fans can scan in and they get the balance can enter 
the building. So there's the cooperation on that side of it. And then there's 
like, deadlines and stuff where like, you have to let them know. There's a 
variety of roles in the PAC 12. 
 
Lily (Interviewer)  24:59   
Alright, well, I think that's pretty much all the questions we had for you. 
Everything. Um, is there anything else? Any final thoughts that you have to 
share anything like that? 
 
Spenser Ayers (Respondent)  25:37   
No, no. curious to see or learn more, I guess about what what exactly the 
project entails. Like, what what your goals are? 
 
Lily (Interviewer)  25:51   
For sure. Yeah. So we're actually in a design course here called service design. 
And so we're looking specific Typically at the Stanford athletics ticketing 
process as a whole to begin with, and so we're kind of talking to people that 
work within the athletics department students, community members, and 
fans to kind of get a variety of perspectives on the ways that people are 
interacting with it. And so we're very much in the early stages right now, 
where we're still kind of gathering all of those different perspectives and 
ideas. And from there, we're hoping to be able to kind of narrow in on a 
smaller, narrower aspect of it. 
 
And we're very much uncertain still what that will be, but we're hoping that, 
you know, getting to talk to you and other people within the department and 
other students will help kind of clarify where where we're going with it. But 
yeah, we're just kind of gonna do.  
 
Spenser Ayers (Respondent)  26:51   



 

Oh, good. Yeah, that sounds good. I would say like as, as you have those 
conversations, and we're narrow that down. If you have any follow up 
questions, please don't hesitate to to reach out happy to help any way I can 
and would love to see kind of what you guys come up with. 
 
We're constantly trying to think of new ways to provide better service to fans, 
but also just like generally make it easier for them to to buy tickets and enjoy 
our events. Sobe curious to see what we come up with. 
 
Lily (Interviewer)  27:38   
Awesome, thank you so much for that. And thank you for spending your time 
talking to us today. We really, really appreciate it. Thank you, Spencer.  
 
Spenser Ayers (Respondent)  27:45   
Yeah, absolutely. My pleasure. Awesome. Well Enjoy your evening. 
 
Lily (Interviewer)  27:51   
Thank you. 
 

Jaden Redhair 
Alema (Interviewer)  0:00   
Well, let's get started. So we don't we can respect your time. But yeah, so 
basically, what we're going to go through today is kind of we're just going to 
have some like intro questions, kind of get to know like your job Tyler, what 
you do and then we might have some other activities that will go through 
but we're kind of just wondering more about what you do with separate 
athletics and recruiting so and as you answer the questions, if you could be 
like as detailed as possible, like everything between the thoughts, you feel 
emotions that you have going, like going through day fulfilled to let us know 
about those things, because it's like every little thing we're curious about, if 
you think that we don't need that, just include it. Okay. So yeah, so what's 
your job title? 
 
Jaden Redhair (Respondent)  0:57   
So basically, my job title is graphic design, and I guess it's just like a job a 
generic job title that my boss Mike Eubanks was. The gave me terms just to 
just give me hired I guess so it's not. It's just like very broad and, 



 

 
Alema (Interviewer)  1:11   
okay. See? And what department Do you work in? 
 
Jaden Redhair (Respondent)  1:15   
I work underneath the Stanford football team underneath recruitment. 
 
Alema (Interviewer)  1:23   
What are you responsible responsibilities as a graphic into? 
 
Jaden Redhair (Respondent)  1:28   
So we're given or for me personally, I've been given projects depending on 
the time of year, I know, especially during holidays, like Martin Luther King 
just came came up. So to make a graphic to showcase I guess Stanford like 
being like the king Institute side to show that to some of the students that 
were that Sanford was looking to bring onto the football team Muslim 
birthday cards to which is kind of kind of cool. Oh, see, that's a pretty involved 
a lot more involved than I thought. Like I thought was just going to be like, 
like simple generic posters, but they actually go out and do like personalized 
graphics. Like they put the recruits names on there. They put their, like 
pictures on there. So it's it's pretty intense, but I didn't expect that but i 
thought was pretty cool to learn learn about that. I mean just see that side of 
like athletics in terms of like college sports ah See, awesome 
 
Alema (Interviewer)  2:17   
is another just generic question How long have you been working with the 
athletics department?  
 
Jaden Redhair (Respondent)  2:23   
Okay, so it's January now and I started September of 2018. So about a year 
and about four months a year. 
 
Alema (Interviewer)  2:39   
Yeah, I guess. Can you tell us more about like the personalization that you do 
for the second phase. 
 
Jaden Redhair (Respondent)  2:47   
So for the recruits, what I basically do is, is mainly a lot of it is including their 
name, and like, including, like their own pictures of Stanford has brought 



 

them out here before and taken photoshoots with them because I know they 
did. They take photoshoots Some of the recruits here when they come visit 
and to look at the schools look at the football program. So that's all I've done 
so far. I've just been playing around with like their names and like using their 
names on graphics and putting their pictures on there, just to show them 
how like they would look like, in a sense, like, getting images with Stanford 
stuff on and like, like the Stanford logo, it's like, show them what it would look 
like if they were to be a student at Stanford.  
 
Alema (Interviewer)  3:23   
So see, so. 
 
Jaden Redhair (Respondent)  3:30   
Okay, so I make the graphics and then my head. My boss, Mike Eubanks, he's 
the head of the director of recruitment for the football team. And he's the one 
that sends them out personally to the recruits. Sometimes he he just asked 
for like a digital version and they'll email it to them or send it to them through 
social media. And sometimes all actually printed it out and then mail it out to 
them. Like I know the birthday cards, they they print those out and they send 
them out to their crews. 
 
Alema (Interviewer)  4:00   
Do you receive any feedback about how I do designs? Or are there any effects 
that come from personalizing? 
 
Jaden Redhair (Respondent)  4:11   
I know I get a lot of feedback, especially from my boss in terms of like, aiming 
for what he wants, in a sense. I also get more feedback from Coach Hall 
because coach Shaw, he's the one that actually approves the designs. And 
then so if there's like comments he wants to make or like, make something 
big or take this out, like it's all to him. He gets the final say and most of it so 
that's like the type of feedback I get is from both of them. 
 
Alema (Interviewer)  4:33   
Have they said anything? Or have the meeting think your designs have been 
successful or in recruiting or have you seen any effects in helping people to 
be recruited? 
 
Jaden Redhair (Respondent)  4:47   



 

Okay, so this is actually cool. This is one of the stories I have. There's a I forgot 
his name, but he's one of the top here's the number one like most wanted. 
Okay. So There's a crew I forgot where he's from guys name completely but I 
have this graphic and everything but he was the number one like most want 
to recruit any like high school or college football program in the United 
States. And what I found out was he signed on his birthday and so like that 
everything is like wow, I was like he got he got like, like, it might not be 
directly my fault but like, it's like a small part of his like, on his birthday, he 
opened up a birthday card from Stanford. So like, surprise, I thought that was 
pretty cool to like to see. 
 
Alema (Interviewer)  5:32   
Yeah, can you speak about how like this job? Like, affects you personally? 
When you see this, 
 
Jaden Redhair (Respondent)  5:40   
I think one thing it's really made me a lot more engaged in terms of like 
football. I never used to watch it. But now like it kind of all like makes sense to 
me now and it's just like, I feel more involved with it. I feel part of it. And it's 
just like really cool to like, see so many different recruits that they're bringing 
in like there's people that are children like pro athletes from like the NFL from 
way like many years back For example, Emmitt Smith, he was like, he's like 
one of the greatest football players. He played for the Dallas Cowboys at one 
point. And his son actually signed on to Stanford and I made his birthday 
cards this past year. So it's pretty cool to see that just to see the connections 
and see like, wow, it's like that I'm bringing I'm helping bring in like, like some 
of these kids are like, really, like really good at the sport. 
 
Alema (Interviewer)  6:28   
So, thanks so much for all that you've shared so far. We're going to go into 
basically we call it a grand tour, but it'll basically be if you can walk us through 
your last work date last time you went into work, and what that was like. 
 
Jaden Redhair (Respondent)  6:43   
Okay, so the last time I actually did work for the football team was earlier 
today, like around noon. I was I was making a graphic because ESPN recently 
recently sent out a headline regarding the top hundred and 50 college 
football players. For the past 150 years, and in that sense, there's five players 
that were from Stanford and I was instructed to make a graphic showcase all 



 

five of them to, like, basically tell them that, you know, we have five sanfur 
players that were a part of ESPN is top 150 list. And yeah, just just went 
through that just with that some of these old players got some pictures of 
them and made a poster. And I was able to create that and send it as a lot of 
back and forth because most of my projects usually work out is like I send the 
first version might not be fully done. It's just like a rough draft of it. And if they 
like that one, then sure then I'll finish out to completion. Make sure 
everything's nice and fine tune the colors are correct, but not the nice make 
all new design sometimes I make a couple designs at a time. So like I would 
probably make like three designs and send all three of them and have them 
pick which one we Other than that, like it's it's a lot. I do a lot of my work on 
my own time, which is really nice, but at the same time to keep up with like 
the certain deadlines that we have like I think February birthday graphics are 
coming up song you have to like complete those by, at least by next 
weekend. So it's something that's I'm looking forward to, I guess, in terms of 
like keeping up with the workflow and keeping up with the pace. 
 
Alema (Interviewer)  8:16   
So when you first get a project, like what kind of goes through your head as 
you prepare to do it. 
 
Jaden Redhair (Respondent)  8:23   
I think the first thing is regarding like, what the projects about like if it's a 
project mainly for Stanford football, because they also make some graphics 
where they share it to the other athletic departments. So it depends on how 
specific it is. If it's super specific to the football team, then I really researched 
like what's going on, like in the football scene right now, like, what type of 
other graphics like major sports he's like NFL or making in the sea to get kind 
of inspiration from that just because I know like a lot of these recruits like like 
that, that sporty feel to the designs, so I like to incorporate that into it. But if 
it's like a more generic design app to you know, go back a little bit and make 
a more plain design and sense to make it look more I guess this 40 by the 
same time invoke like the same same idea that I was supposed to showcase. 
 
Alema (Interviewer)  9:13   
You're given an assignment. 
 
Jaden Redhair (Respondent)  9:21   



 

Okay, yeah. So usually Mike he calls me in for meetings, or have we have the 
same meeting every will changes every quarter. But we have a set meeting 
whenever we both have time to meet, and we meet up and then we talk 
about like the week and seeing like, if there's any projects I need to do, 
sometimes I don't have any projects at all. But I when I first get the project, I 
normally go back to my own pride, take a day of it, just think about it and to 
understand, like what I need to do, and I started, I have a notebook where I 
sketching like just to create designs. I'm not really good at drawing, but it's 
just a really good, good tool for me to use anyone to like, get something onto 
paper that I can visualize and be able to create on the computer. And from 
the There's a lot a lot a lot of like looking into other examples or other posters 
I've seen and just to get inspiration from them and bring in some of their 
elements like in one case, they might have a certain like color color scheme 
or they might have this specific texture that I really like and be able to bring 
something similar or just just small things like to take from other designs into 
bring it into it. But then after that, it's mainly just creating the rough draft 
sending it over to Mike my boss, and he goes over it. And if he approves it, 
then great then he sends it on to coach Shaw and a coach choppers and then 
great but if I didn't don't approve it, then there's some things I have to 
change or maybe some wording like most of the time there's never really 
harsh harsh view that's like oh, you should try like or can we have like this text 
bigger or can we have this emphasized more because sometimes they want 
certain aspects emphasize I don't think about and sometimes I emphasize 
things that they don't like think about either so it's it works back and forth on 
to see like what part of the graphic we want emphasize because sometimes 
you want to emphasize the player especially in the birthday cards, who really. 
We have to emphasize like the person, just make their picture as big as I can 
be. And also showcase Stanford really, I like to showcase Stanford really, why 
didn't you just because, like, if you were to receive a grant from them, like 
you'd wanted to, we want to know that it's there for, you know, like the 
marketing teams, there's like, there's some design aspects that myself and 
the marketing is hands on, don't agree upon, like, in terms of the Stanford 
logo, like, like, making it big and like having you just, like incorporated into 
the design, but then the marketing team, there's like, no, it's like, you have to 
just tack it on the very end. Like It can't be. We have different differences. 
Which is pretty interesting. But uh, in the end, it's all to Mike if you want to 
make a decision for me or not.  
 
Alema (Interviewer)  11:37   



 

So can you tell us a little bit about like, Coach Shaw's vision and Mike's vision 
and like, maybe, especially if it doesn't align with yours and how that works 
out. 
 
Jaden Redhair (Respondent)  11:57   
So most of the time, it's munities. Mike, that makes a lot of money. It varies by 
the by the design because sometimes like I might emphasize this this 
sentence arm I emphasize this picture but in reality they want something 
else emphasize more so, more or less it's just about small logistics things like 
shuffling things around sometimes you'll see someone be like oh man like 
this colors a little bit off like can you try fixing that a bit or go Can you make 
like the player a little bit bigger? So it's a lot of simple things like that. It's not 
so much like always like redo this whole poster we don't like it's more so just 
like oh can you shift this a little bit Can you do that a little bit to the right can 
you make this color this color said it's like really minor changes so I think they 
really trust were unable to make but they just want to be sure that's fine 
tuned and I guess we're kosher I never I never like really saw personally. It 
goes through Mike So Mike someone that's like oh, Coach Shaw said this 
coach was that make this bigger coach last shots had to take this out and you 
just I guess that's how The dynamic works between all three of us 
 
Alema (Interviewer)  13:04   
can you tell us about I guess like the last piece of input that you received? 
 
Jaden Redhair (Respondent)  13:14   
Because actually today so I created that top 150 graphic for the for the team. 
And then Mike really liked it but when you showed to coach Shaw he said like 
oh can you take this the small part of this sentence out? Like I 
 
Alema (Interviewer)  13:26   
thought a sentence a shoe? Or 
 
Jaden Redhair (Respondent)  13:29   
I can bring it up actually Yeah, yeah. 
 
Alema (Interviewer)  13:32   
And explain yourstory.  
 
Jaden Redhair (Respondent)  13:37   



 

So this is earlier designed version of it. This is where I first started out with this 
I guess it's the the draft of it. When I first created it, and in the in this like the I 
guess review process, Mike had me Take out the standard the word Stanford. 
He also had me Take out the second lettering underneath their name where 
tells her position and their year he had to be taken That out. That was about it 
and just changed like the size, the aspect ratio of the poster because 
sometimes that's also a difficulty because sometimes they just want to send 
it out to the recruit like visually, but if it's printed, then you have to do a whole 
nother process in terms of like making sure the right sizes, the colors are 
correct. But yes, one thing that coach Shaw actually said to create, in this one 
of the sentences or so what happened was, I was told to add another 
sentence, which basically said that Stanford brings eight among like, which 
school has the highest amount of players in that hundred 50 list? So I was 
told to say like, something like, Stanford ranks eighth among all the schools in 
the top 150 ESPN list, but in the end, coach, I'll just take the top 150 out like 
that lesson, and just say that Stanford ranked eighth among all the schools. 
So it's like, yeah, I can understand why he he said that too. But just like some 
things like they just give it straight, give straight up to me. They expect me to 
be able to decipher and put it in a certain way. So sometimes I don't, I don't 
get the full idea of what they're doing. And but they'll they'll eventually like, 
let me know they all like actually hadn't wanted this way. So 
 
Alema (Interviewer)  15:12   
I guess like you said, you kind of understood what I was thinking. What did 
you understand? 
 
Jaden Redhair (Respondent)  15:22   
So more or less, I just thought of it in terms of changing the sentence is 
definitely shorten it up made a lot more easier to read a lot more faster to 
read for the recruits. Because like, I know in graphic design like me, these 
recruits are getting like hundreds of emails and like all these type of things 
are getting offers from all these different schools across the United States. So 
you really want to like be able to get their attention quick and fast and like 
keep it there for a little bit. So like having a big block of like text is kind of 
discouraging, because they only really want to read it. I noticed that was 
another project of mine. Last year during martin luther king day, I was 
instructed to put a whole quote in and this is when I was like so what I was 
still growing as a designer, even though I've been a designer for Like, five, six 
years now. But like after that experience, like, I really got to see my growth in 



 

terms of like last year as being like the designer for the football team versus 
this year. So it's definitely a big change. I think. I 
 
Alema (Interviewer)  16:31   
feel like we just had so much information. 
 
Unknown Speaker  16:33   
Yeah. What's been like, your favorite designer. I know. It's like 
 
Jaden Redhair (Respondent)  16:42   
actually, there's two designs I really, really like. The first design would be, I 
really like the birthday cards. The birthdays are really fun to make. I think it's 
really cool. It's like, make a like a, like a generic version and be able to 
implement me different routes. I have a lot of fun making them but Making 
the template but after I make the template, it's really boring you just because 
it's like swapping out photos and names that takes forever considering how 
many students Stanford wants. I remember I fell behind on one of the 
projects I fell behind, like a week. So I had to do about 200 different students 
in one night. So the funny thing is that my coach or my coach, or my, my boss 
actually forgot to mention to me that they want to send it out by like, the 
next week, and they want to print out that Sunday, you know, Saturday 
morning when I got the text message asking like there's Oh, by the way, like, 
we want to, like send these out. We want to be able to like print these by 
tomorrow and send them out by Monday. And then like that, maybe panic I 
was like, man, I thought another week so I had to stay up the whole night and 
make over 200 different like birthday cards for recruits. And it's actually more 
like the I would say like one of my failures like I guess because there was like, 
think four different recruits where I misspelled their names or actually had 
the wrong picture on it. Just because I stayed up so late and like when I was 
looking through it like I double checked in seemed okay, but then like until 
after the printed and sent them off. That's They caught it and they're like, like 
we like this person's names is so this person that's like the only time I've ever 
felt like really bad because it's like a man is like I was able to like do that and 
to think about it like put me in positions like imagine like if I was on the 
players I got something from a school in like my name was misspelled I 
wouldn't really care too much about I can see how like many people would 
kind of be like offended like musical was like Stanford doesn't really like pay 
attention to detail like the misspelled My name that shows really shows how 
much like it really takes away like the personality of like the the graphic, so I 



 

felt pretty bad about that one. It's like one of the failures I had, but from that I 
learned a lot better so like before, he said type the names in but now I've 
learned to just like copy and paste or I've actually asked Mike to make sure to 
send me like a type of documents. I can like copy and paste the names in so 
like if he's misspelled It's not my fault. And the other graphic I was saying was 
my favorite is actually the first graphic ever made for the football team was To 
me offices in the job application when I first got the job, Mikey instructed me 
to create a graphic showcasing Stanford football and he gave me a set of 
pictures and told me just create anything I wanted to. And I made a poster for 
Sanford and that's what got me the job. So it's one of the graphics are they 
really enjoy just because, like, it's someone that got me the job in the first 
place hasn't been used for anything. Or it's like not it wasn't supposed to be 
used for anything. It was just like, just to show show how much like I know in 
terms of design. So like, that's one of my favorite like graphics, just because 
like you know, it started at all innocent. 
 
Alema (Interviewer)  19:30   
Awesome. Did you I know we have the graphic right now because you had 
described some elements of the Gothic. 
 
Jaden Redhair (Respondent)  19:39   
Okay, I have a summary. 
 
Alema (Interviewer)  19:40   
Yeah. And I guess your design your design decisions about like what you 
wanted to showcase, I guess like, yeah, maybe we'll work towards it's pretty 
old under the noise. Thank you. 
 
Jaden Redhair (Respondent)  20:03   
So I was given just the Stanford logo, I was also given the three or a couple of 
different players like from from games. And what I want to do was just 
showcase like the top players that we had at the time and just cut them out, 
put their names on it, and then put Stanford in the background, you know, 
Sanford in the front, and then added, like the textures in the back syndicate, 
like kind of gritty because I noticed that like, a lot of sports graphics are like, 
has that greediness or they have like, like, a lot of flair to it in a sense. So that's 
what I want to like, invoke. And this is also like, my first time getting into this 
type of this, like graphic design. Because before I was doing things, right, 
nonprofit organizations, and now like, I'm actually like, doing like sports 



 

graphics I've never really had practice to do with and it's like one of my first 
like sports graphics ever made. And over the years, I got a lot better or 
actually over the course of this whole year, I've gotten a lot better at doing it 
in terms of like thinking like, Okay, I need to do this design this way or this 
way. Because before is a little bit of a challenge in a sense where, like, I wasn't 
sure how How much how aggressive I want the design to stand out or how, 
like for my needs to be. But I realized like, informality is like it was what's kind 
of best and for these type of designs, 
 
Alema (Interviewer)  21:11   
what do you mean informality is kind of the best? 
 
Jaden Redhair (Respondent)  21:14   
I think it is the way I'm thinking about it is like not so much. I don't it's in my 
in my definition of like, what Santa is clean is when it's like very simple, like, 
textures are over the top. But with sports graphics in like my mind I've like 
see as a way to like, really emphasize a lot and exaggerate things. So I think 
like these type of designs, I really think of like, exaggerations. So that's, I guess 
that's what i would i would mean by like, informal versus formal, like more 
exaggerated and more poppy more, more aggressive, I would say aggressive. 
 
Alema (Interviewer)  21:52   
And for this design, like what kind of emotions or like adjectives were you 
trying to portray. 
 
Jaden Redhair (Respondent)  22:03   
I think the main thing, like the only the one word I that was going through 
my mind is like, what would be something that someone would hang up in 
the room. Like, I've seen a bunch of different posters. I have some posters or 
like movies and things like that. So I want to make more of like a, like a large 
poster that someone would hang up in their room and be able to like, okay, 
it's like, yeah, this is Stanford football. And these are these three players that 
they're showing right here. So that's like the main goal I wanted to get get for 
this poster was just to make it like something. I would actually want hung up 
environment. 
 
Alema (Interviewer)  22:34   
Awesome. We've been talking a lot with like some of the marketing people 
and that's kind of a phrase that has been brought up is like getting things in 



 

people's rooms or like getting a connection to a physical game that they 
hang up. Do you see those same goals like in your in your recruiting and 
graphic design? Or are there other goals that I have like you were targeting 
towards where that might be starving? 
 
Jaden Redhair (Respondent)  23:08   
I think I've noticed that talking with my colleagues summer our goals aren't 
to align just because I know like Mike and coach Shaw, they're not closer in 
age to like, the type of kids I'm recruiting to. So it's, it's, I guess it's a lot better 
than in terms like, I'm the same age as many of these recruits. So it's our 
they're like, slightly younger year to younger, but I'm able to like connect the 
zone and understand like what I think is cool. So like, I think it's a lot. It works 
a lot better. And I think that's also one of the reasons why Mike and coach 
Shaw don't really reject any of my designs. Just because they know like he's 
like all the closer in age with him. So it's like something I would make. And 
like, going through like all the designs on when I make it I make sure like is 
this something like I would like really like to see or something I would, I would 
want my room. One thing and like, what's really cool about the jobs is like if I 
ever have any ideas of what to send to recruits, I can do Myself and show Mike 
and if they like decide to do it, they can do it. So I recently made wallpapers 
for like Stanford like just the Stanford wallpaper like yeah man there's that 
there's a Stanford with like different textures and I just created those just for 
the fun of it. And also it's like makeup some hours and since cuz that's one of 
my goals is just to be able to make as many hours as I can. So I like to like do 
like fun creative projects like that and show Mike in these wallpapers were 
actually shared to the recruits. This is one of like the few projects that I 
thought of my own that was actually 
 
created for the for the recruits was like, wallpaper for phones. 
 
Alema (Interviewer)  24:40   
Awesome. What are like types of things that I guess that you think about 
when catering towards people like you're saying around your age group. 
 
Jaden Redhair (Respondent)  24:52   
I really like to look into like the NFL. Also like a lot. My friends are really big like 
NFL people like they like to watch the games. Like, I'd like to like look at what 
they're sharing with like graphics and like, I really like to look at some of my 
friends are really passionate about football that really enjoyed the sport. I 



 

really like to look at them and like get their personalities and understand like 
what they like to see and to see what type of designs are being shared and 
what type type of designs are most popular. And, like overall just seen 
something that I would think is cool, because I'm also like, I really like to think 
about it in sense, like how the sports are very similar. It's like a, like a football 
graphic will be very similar. It's like a soccer graphic in the sense of how they 
look. It might be a different sport, but the overall ideas are still there. And the 
thing is, like I'm really involved in like video games, and there's like eSports 
and things like that. And like when I look at those type of graphics sets, where 
I can understand like how these graphics look and how I guess how flashy 
they look. And that's how I want to invoke it. So like since me being a part of 
the video game side, I'm able to create graphics in that way. 
 
Alema (Interviewer)  25:59   
CO I wanted to ask as you like catering towards people of your same age 
group, are there any trends or use examples of any trends that you're seeing 
right now? Or that you're using or thinking about right now?  
 
Jaden Redhair (Respondent)  26:24   
I think for the past while I've done some research as well as in terms of like 
understanding like sports designs, and they say generally the same for like 
the past decade, they said like very flashy, a lot of primary colors are used, and 
when a colors used is very prominent in design. So like, I noticed that a lot of 
sports graphics are very, very colorful. And that's something that I've noticed 
that's been going on for like the past decade in sports. So yeah, this is just a 
lot of like, like colors and essentially, especially using the Stanford red, that's 
something that's very important. sometimes like to shift it around, like make 
white the overall color or sometimes I want black tomorrow. wrong color. But 
what something that I found was actually like coach shawl he he does 
actually like when you like black is like the major like color cuz I know he 
doesn't even he doesn't like the black jerseys at Stanford wears too much 
either. So that's something I learned about coach Sean was pretty cool. So it's 
like I noticed that they really like to read like the full read graphics with a four 
way graphics. So something like I'm able to like cater towards is like sticking 
between red red and white. And if I try black I have to really like make sure it's 
something that stands out and that's really good because I like I know like, 
Coach Shaw he doesn't have like a preference for black. 
 
Alema (Interviewer)  27:37   



 

I there any reasons that you think that that's the reason or any concerns that 
they have? 
 
Jaden Redhair (Respondent)  27:44   
I don't think so. It's probably just because black isn't necessarily a standard 
standard color. It's always been the Crimson or not crimson red. I've got were 
red they call Cardinal red, Cardinal red, Princeton, Harvard. Yeah Cardinal red 
that's that's the main color that's don't die that's actually the only color that 
sanfur really like puts out like White's not really a what is a color but it's like 
not really like the main color esand forehead so it's it's really red. I know it's 
like coach obviously likes to read, in the sense like incorporating in the major 
part of the designs. 
 
Lily Randhawa  28:23   
Learning more about football 
 
Jaden Redhair (Respondent)  28:28   
Yeah, ever since I got the job actually been doing my best to go to every 
single home game. I've also been given opportunity to or I've been offered 
the opportunity to take photographs like to be on the field take photographs. 
I haven't done that yet, just because I've been so busy lately and like 
sometimes just want to go to the game just to go to the game. Like Is 
 
Alema (Interviewer)  29:12   
what when you go to a game What do you enjoy about it? 
 
Jaden Redhair (Respondent)  29:18   
Mostly I just like watching the players and watching them score points and I 
guess I don't know it's just very simple I guess to go to the game and just like 
wants your team to win better Andrew I think it's really cool like when like 
players are able to do something really cool that's mainly it. 
 
I think since coming to Stanford, I think my first game is like the most 
memorable just because my first game like to go there actually went there 
with Korean Jayco. And they brought me to go to the game and it was 
actually a really cool time to like, see the team and I think the team actually 
lost my first game. Really cool to go to just because I never like, from a high 
school like I've come from a place where like, the football teams aren't really 
like good. It's just like, this is something that kids do just for fun. But here it's 



 

actually like be a part of the like a world like a country renowned or not 
nationwide known sports brand. And it's just like really crazy to think about 
like, was like Stanford as has actually won championships. And it's like, pretty 
cool. Think about that. 
 
Alema (Interviewer)  30:26   
He tell us a little more about like how your hometown experience compares 
to your Stanford experience for football. 
 
Jaden Redhair (Respondent)  30:34   
I think it's much more intense at the Stanford game just because there's so 
many more people back home, it was just like couple of inches for people and 
just like watching them play football and against other schools like 
neighboring schools. Since I come from a small school, it's like my class size is 
about 150. So like just coming from there. Definitely a big shift to like going 
from cross 152 class of nearly 2000 was crazy. 
 
Alema (Interviewer)  31:08   
Awesome, I guess like something I'm curious about. Do you see any new 
designs like at the Stanford stadium? What do you want to football games 
are? Stuff like that. 
 
Jaden Redhair (Respondent)  31:21   
That's something that I get a question like quite electrician when people 
meet like ice breakers, like I normally say I'm like a part of football team, just a 
mess with people because they think I'm a player. And sometimes it's kind of 
funny. Like, if you look at my name, like on Stanford, like whoever this search 
directory actually says, like Stanford football program by my name doesn't 
give specific it just says demmer football program. It's like, I can literally say 
like, I'm a runner. I'm running back for one of the football team. So I think 
that's pretty funny. But like, I get that question a lot. I was like, do I see 
myself? And like, I guess I'm the answer to that is like, finally just know, just 
because like, all my stuff is going out to the recruits that are not at Stanford 
yet. So it's like, all my stuff is going outside of Stanford. So I don't really I'm not 
able to see it like in person like 3d printed versions I really want to see I've 
asked my boss to see like some of my designs printed because I wanted to 
see I want to like be able to see like the design printed and like have a 
physical version of it but I guess they do it so quickly that I just I'm just not 
able to get there before they send it off 



 

 
Alema (Interviewer)  32:21   
there like a person that is doing like the game day graphics and stuff that 
does 
 
Jaden Redhair (Respondent)  32:29   
Yeah, so I'm actually don't work with any of the graphic designers I'm all I'm I 
work independently it's just with Mike's Mike's only person and I have 
connections with and talk to and indirectly through coach Shaw is also 
another person. But I have actually Mike has shown my design to the head 
designer from last year just to give some feedback and to get some more 
input from her end because yeah, just just simple like tips and things that she 
she suggested. 
 
But other than that I've never had connections in of like the the design 
department of the graphic design department of the football team. 
 
Alema (Interviewer)  33:10   
You have any questions? Is there anything that you'd like to talk about? Or 
that like maybe questions that you wished we asked her? 
 
Jaden Redhair (Respondent)  33:28   
Well, I guess like I guess one question that I don't really get often is like, do I 
like how do I feel about having a job with Stanford? When I first got the job 
was so cool just because like I was able to, like coming from like a small town 
home in Arizona. I was just like, wow, I was like, I'm actually working for 
Stanford football team. It's just like some of the players from Stanford football, 
they end up going to the NFL and they play in the NFL, which is that that 
might that blew my mind because it's like, Man, it's like I'm really working for 
like something so big and so large and Like, thinking about like, wow, like I 
can put this on my resume, hope you get jobs in the future and graphic 
design if I need it. And I was actually pretty happy to tell my dad to about the 
ball getting the job just because my dad's also a graphic designer. So that's 
where I learned from I learned from my dad. And like, when I shared with 
him, I was a graphic designer for the football team, he was actually really 
proud. And it's pretty funny because my dad, he's a teacher for graphic 
design at the high school, where I come from, and every time like, I come 
back home, he has me present and talk to his cause while working like as a 
graphic designer in the outside world and like, how, like intensities I guess, or 



 

like how like the stuff I do, and kind of showing like the students back home, 
like how they're able to do the same things like just they might think that 
they're just like learning things that high schoolers learn but like the terms of 
like the stuff that we learned in that class, we actually learned things that 
were applicable to the like the actual industry like I'm actually working for like 
NC double a team. And all I had was just a high school background in graphic 
design. So that's something I really like to talk about on my show. Cheers. 
Kids are also pursuing graphic design from back home. And like other people 
like me that do graphic design, I really like to talk to them about it and like, 
get their feedback or give feedback to them about their designs, like, just 
talking about my journey has something I really like to do is like, especially 
like, advocating for like, more graphic designers, especially in the like, Native 
communities because I know there's so many, like, people across like native 
music, they don't they don't do design. I know that quite a lot by calling like 
growing up on the Navajo Nation. It's just like, I don't see that many graphic 
designers there and it's just like, really cool to be a native graphic designer 
into the work in that sense. 
 
Alema (Interviewer)  35:33   
That's awesome. Is this something is that like motivates you like everyday as a 
graphic designer for Stanford or like I'm guessing this is something that you 
see like helping that situation? 
 
Jaden Redhair (Respondent)  35:47   
Yeah, really helps in terms of just like getting more projects and to share 
more work with someone like the the younger graphic designers. I didn't 
know him to like showcase like, I'll show you how I did this. And like, you 
know, all the stuff I did is not that complicated. Like you can do it too. And I 
see some forgot. But I'm just like going through that process and learning. 
Yeah. 
 
Alema (Interviewer)  36:18   
Awesome. I didn't have any other final questions. Okay. Well, David, thank you 
so much for helping us out with this. This project. We're really just trying to 
get, like as many insights as possible from everyone involved. In fact, robotics 
and AI, take it in seven. So I feel like your perspective is like, awesome, 
because I feel like a lot of your same sentiments with like, inspiring the next 
generation helping community. Those are things that we've seen in other 
interviews before. And so yeah, we really appreciate your time. And thank you 



 

for everything you shared and For the once we can share with you what 
we've come up with so far. Okay? Yeah, thank you. Oh, yeah. Is there anything 
we can do for you? Or? 
 
Jaden Redhair (Respondent)  37:11   
Oh no, that's why I guess they just was really doing tonight anyways just for 
trying to finish a piece of before midnight but almost done with it.  
 
Alema (Interviewer)  37:18   
Alright, well thank you so much. 
 
Jaden Redhair (Respondent)  37:23   
That's really cool though. 
 

Kevin Holman 
Alema Senesesa Malietoa Fitisemanu  0:19   
Cool, thank you so much. Yeah. 
 
So yeah, we just like kind of like the structure for the interview that we're 
going to do. We just had to take some notes. We've had some general 
questions about like, what your role is and how long you been working here. 
And then we're going to do an activity called like a grand tour. Basically, that 
is not really like a big activity. But we're going to ask you about like your last 
like workday last weekend when it kind of looks like and your responsibilities 
will do kind of like I can imaginative exercise 
 
and then yeah, But, 
 
yeah, I guess as we ask questions, if there's any details that you haven't had 
that you might think are like unrelated or not important, we'd like you to 
share those details so we can get whatever type of information we will see. 
Thank you so much. So our first question is, what is your job title? 
 
Kevin Holman  1:22   
My job our assistant athletics, Director of ticket sales and service 2000 series. 
 
Alema Senesesa Malietoa Fitisemanu  1:27   



 

Okay. And what department is it? 
 
Kevin Holman  1:30   
versus disart daver Stanford athletics department. 
 
Alema Senesesa Malietoa Fitisemanu  1:34   
I see. What are your responsibilities and it's athletics directing. 
 
Kevin Holman  1:39   
So yeah, pretty broad. So my overall goal is to drive as much attendance and 
revenue as possible from within our nine ticket sports. So I oversee a sales 
team that is focused on doing that across products, Queen season tickets, 
personal plans, and group tickets. So you know, take care balls example goal 
is to reach out to you know potential buyers to see if it makes sense to buy 
season ticket. He can take a score you tend to buy group tickets by 1520 
hundred 200 tickets are made so many plans so it's like a combination of 
three games to come out in the end. Basically generate revenue help to fund 
the Department help the student athlete experience. 
 
Alema Senesesa Malietoa Fitisemanu  2:21   
Hi, awesome. Sweet. 
 
Kevin Holman  2:24   
How long have you been here at Stanford? I just over six years I'll see in this 
role. 
 
Alema Senesesa Malietoa Fitisemanu  2:32   
So you started like your this was your first of all here 
 
Kevin Holman  2:35   
at Stanford for six years during this job? I started here in this role. I'm not 
doing the job of Stanford. Okay, sweet so you came from cow Oh, he was a 
cow 
 
Alema Senesesa Malietoa Fitisemanu  2:46   
took on this job. Okay, there Cal Did you also work in athletics as well? I did. 
 
Kevin Holman  2:51   



 

Yeah. So before that for about five years, I started interning sales marketing in 
kinda went through. Sort of you go backwards a little bit like college athletics 
sales have changed a little bit the kind of now more like how the professional 
sports team the direction of a good sales team and you got reps doing that. 
When I first started cow many schools where it's like you had the cabinet 
sales marketing department and you want it to people kept making calls, but 
they're also doing marketing's it wasn't great as like professionalize and like 
structured. We're not actually a teams. And then I guess you take the 
landscape a little bit bigger, a lot of schools because they can't get kind of 
infrastructure or funding to have an in house team. So our team over there, 
they're all Stanford employees. But some schools for different reasons from 
university or state laws don't allow you to like have like a sales team and pay 
commissions. And commissions are pretty critical to this rule. So they'll like 
outsource it's like a third party. It's I'm Angel airfield for the aspiring group of 
the two big ones. And so these companies are basically like, can make a 
contract and like basically sell on behalf of schools school. So Kansas, for 
example, one of our reps came from he sold as probably a spy Group, 
somehow we have to Kansas so he was like an Aspire employee. So okay, but 
back to the counterpart, he's a cow. When I first started, I was like one of like 
three people kind of making sales across everything. And then we brought 
someone in to sort of professionalize what we're doing. We're like a sales 
team, a customer service team. And then my route ended with me being cut 
overseeing the customer service team. So I dealt with existing season ticket 
members, and kind of the experience of our existing fans was another person 
who was overseeing a new business sale. So new revenue, Stanford 
opportunity. They were they had worked with third party as well, that's six 
years ago. And they said, We want to bring it in house. And that's better for 
Stanford, helps the brand and there's some other revenue reasons for it. And I 
had the opportunity to be the person to kind of lead that group to do that. 
And since I've been doing that six years, 
 
Alema Senesesa Malietoa Fitisemanu  4:52   
see, awesome, I guess. Can you talk a little bit about like, so you say, you 
manage all the people here? 
 
Unknown Speaker  4:59   
Yeah. There's a 
 
Kevin Holman  5:01   



 

Sales Reps, Director of Sales and then a director Susan Tate memberships. 
Can you that real quick. So you think of that kind of sales, existing base and 
new business side. retention is very important. So we have season ticket 
members. They're kind of your life one that you want them to keep renewing 
your experiences are important. So we have one person who's just solely 
focused on that. And kind of what are the value adds we create like as a 
membership program different than just like season ticket holder? In the 
wording that is important is similar to like a country club membership, like, 
it's a year round thing, right? Like you might go have a membership because 
of the golf. There's also the hospital events, the parties, the other times 
chemica 365 experience. We wanted the same thing for season ticket 
holders, like we don't want them to feel like just buying six games, because 
it's very like out of our control like well, they don't like the schedule is games 
at work or they just kind of demo it, then they're more likely to opt out more if 
I can. The games are important, but Also events going practices me with 
Coach Shah gone the BBQ is having insider information, discounts and 
tickets panic, okay like combining like a package this experience and so 
David who oversees that is thinking about that kind of holistically. And then 
the sales team is also the ones that do it through Google. So they make the 
make the phone calls, they had the book of business, but he's kind of the 
brains behind kind of help working with him fair. Okay, this is where I think 
we should call them touch points, like where the touch points stewardship 
opportunities that 13 minutes you can see afterwards. 
 
Alema Senesesa Malietoa Fitisemanu  6:33   
Okay, see? Yes. Thank you so much. I, as you're talking about, like, providing a 
365 explain to 16 experience. What are some things that you think about 
when you like, think about providing that experience? 
 
Kevin Holman  6:47   
So I think the word value comes to mind. Like if someone's gonna pay $400 
per ticket, we're just taking one person you pay for it, you pay for an artist for 
season ticket, you're like, what is that valuable? Like if when it comes to 
renewing You're gonna think about like, did I get my money's worth? And like 
an unfortunate season last year I can't we can't always you know, someone 
might say why don't want to come back I didn't have a great experience 
because we win as much as we want it to. But if increased value again 
through like, insight information feeling like okay, I'm getting content that 
wouldn't get otherwise that has value being invited to a barbecue in August 



 

on the football field. Getting set a table when the football players meet from 
we become Charlotte has value. If I'm getting discounts on tickets, I can buy 
football tickets for cheaper. I can buy tickets for other sports for cheaper that 
has value. And so that's kind of what we think about with a cat 365 day kind 
of around screens is like, what is the value I get where I sit there and say you 
know this is worth it. Number, but paint this again and do it again. Renew 
sweet see, 
 
Alema Senesesa Malietoa Fitisemanu  7:51   
is like I'm guessing you guys have like feedback or from the shirt for the 
survey in is there kind of like a theme about what's most valuable for them or 
is it kind of all over the 
 
Kevin Holman  8:04   
place? I mean, I think some of the things, a lot of things are out of our control, 
like 
 
Alema Senesesa Malietoa Fitisemanu  8:09   
the 
 
Kevin Holman  8:11   
kickoff labs, right? Some almost 50% 50% of fans hate night game. So it 
games at night. It's not good. Usually its families or older people either 
because the families who I can bring my kids, it's too late for bed times or 
older fans. They don't want to be off that night. Or particularly fans come from 
like Sacramento. I'm like, you know, 730 game ends at 1130 I get friends to 
midnight and I go to church drive it that's not safe side sucks, not what I want 
to do. The other half for fans. And so they like and they like the day games like 
it's more traditional. It's kind of football shows. You're playing the afternoons. 
It's like typical. On the other hand, a lot of fans like that games because it's 
more funny night until the longer they might have kids in sports. So it's like 
it's kind of works in our day. Barely can do family stuff. Come get here three 
tailgate Gilliam 730. That's great. So like, you get a split in terms of what they 
want to kick off fans. The other thing is when they're announced as you guys 
have prior experience with the PAC 12 network, or with our contract as a 
conference, we've seen that as I'm learning the kickoff time, total two weeks 
or one week away from the game. And that can be very disruptive to people's 
schedules. You want to play and say, okay, like, Is it a night game? If it's a 
night game? Sure, just let me know. So I can plan accordingly. If it's a date, 



 

and let me know. Okay, my hotel reservations with my flight reservations, 
playing my big tailgate menu. Yeah, this is disruptive. Yeah. Other comments 
we get out people is just the end game experience. And that's probably come 
back to question value. One of the biggest ones is like, what is my 
experience? Am I having fun? like do I enjoy going to games? Because one 
things we've faced the most is watching it from home, right? The TVs are 
bigger. The beer lines are sure. Like oh, it's really nice right capsule, very 
comfortable. It's great. And so we have to fight that TV experience and TVs 
are great like that revenues. phobic, that's the expects one of our biggest 
competitors. And so we have to make go into a game, unlike anything you 
can do at home. And so you get a lot of feedback about like the music 
selection, you know, is it too loud? Is it too soft? Is it too much rap? Is it too 
much? The band? Those are like, you know, it's one gambit of it, you know, 
they're too many promotions going on not enough promotions that's another 
one the only things that concessions like those are a lot of other feedback we 
get parking is another one that comes up. I think they like value thing is a 
little bit of just like, people are kind of obsessed with winning. So it's like, I 
can't control that. Coat shop tries as hard as you can. Like, I can't none of us 
can control. I certainly cannot control the winning part. But inevitably, people 
you know, if you're having a tough season that just kind of if you're like a 
Stanford alum and you're like I'm coming regardless, you get kind of 
Fairweather fans, they're like this, this isn't I'm gonna go do something else. 
And particularly the bay area where you've got championship team 
Everywhere you know, it's the Warriors, the niners. Now the giants like they 
have other sporting options. Yeah. And it seems when so you kind of have 
sports fans that kind of go where it's kind of the hot ticket. And so those 
things, those are impactful as well. 
 
Alema Senesesa Malietoa Fitisemanu  11:13   
Right, right. 
 
You're talking about how like people like trying finance, I make reservations, 
like, do you know what kind of like percentage like a ballpark of like how 
many people are coming in versus how many are locally? I 
 
Kevin Holman  11:28   
don't have that. I mean, I can dig into that. I would say most of our fans are 
sort of in the driving Bay Area. Like we do have, I'd say the next is the 
Southern California so most of our fans are in the bait Northern California. We 



 

have a decent amount from Southern California who find and drive up. We 
do have some crush date. I've got a fan that flies in from North Carolina for 
two or three games. It depends on the places that say that. 
 
At 85% of our fans are in the tech world in California 
 
Alema Senesesa Malietoa Fitisemanu  12:00   
C suite 
 
Lily (Interviewer)  12:01   
you talked a little bit about like kind of that 360 experience within the 
stadium like the music The promos and everything yeah, I'm kind of curious 
for a game such as like homecoming weekend where there's obviously a lot 
happening short side yeah um how What does value look like in that case so 
maybe for things happening outside the city yeah 
 
Kevin Holman  12:21   
so that's another one of our competitors is tailgating or tagging here is 
fantastic. places a lot of I mean nine places have just grows Eucalyptus groves 
where you can go tailgate and have a good time. There's also activity with no 
lumps and outs even homecoming weekend enjoy gets you like, people look 
catching up. That's what makes football and sports great is this opportunity 
to maybe see some in France. tailgates. Yeah, things are going. So 
homecoming weekend, that's like even more magnified, right? Because you 
like this class parties. You're coming kind of for that event. We actually see a 
lot of fans that never make it into the venue, like I've been on, like come up on 
the roof and you can look in the stadium. It's kind of not as full Look out. And 
there's people having a great old time on the on the track field Angel field. So 
that is a challenge where people will be living on campus and they just and 
they enjoy the energy around the football game, but they will never make it 
inside. Because either they have no plans on it because they just want to 
hang out or like they have so much fun hanging out catching up with their 
friends and having whatever is being served that they kind of don't make it 
inside. And we've actually worked with the Alumni Center here at 
homecoming to say, Hey, can we like having parties and three minutes for 
kickoff? So kind of encourages people that's sort of a a delicate issue because 
they get some goals as well. They want to connect and so it's trying to work 
together on that, but I think they ultimately I think we're both in it together. 
Right? Like a football game draws people out here. alarms and that's, you 



 

know, in some ways, you know that they say, you know, football games are 
Captain or are the biggest, you know, Alumni Weekend, right and how Six 
times a year, that's when you get the most alarms on the campus at once. 
And so there's a lot of things like whether it's Alumni Center development, or 
different departments like that's a great place to activate is you have people 
on campus here and like that's great to do tours and show off the campus 
and green homecoming. It's just that and then so so the value is just trying to 
like help them come up and the other interesting at Stanford and I'm not you 
know, you guys are you know, students here like, I mean, Stanford football 
has been like an up and down roller coaster. So like, we do have a lot of 
alumni that like we're here and football was not a big deal. We weren't 
winning a lot. They may have gone to games and they don't have that 
connection. So coming back from you, weekend, like me where Stanford's 
good, but that's just not something as part of their like DNA where I could be 
all came back, you should go and you're like, Listen, like David. These are my 
memories that I want to go to a game because like I have these traditions 
that are part of it. So we have to kind of work with that. 
 
Lily (Interviewer)  15:00   
So these people that aren't actually making it into the did they have tickets 
generally, maybe we 
 
Kevin Holman  15:09   
don't use them like they bought them and they're just not it's not something 
that worried about. Yeah, it's kind of a sunk cost. 
 
Alema Senesesa Malietoa Fitisemanu  15:17   
Is there 
 
a reason why you think that like they bought tickets, but like, just haven't 
used them? 
 
Kevin Holman  15:25   
I think they I mean, I think I don't know. It's a huge number, but I think they 
buy them because at the time it's in the package, and it sounded good in the 
game. And then they get here and the weather's great, and they're hanging 
out the friends and they see a door mate from their freshman year they 
haven't seen in extra years and they start talking every great time and then 
they end up going at some tailgate that's still going on and they just never 



 

Yeah, I mean, it happens here on nonreading homecoming. It's like Chuck 
titted Grove, which is over there like is a huge tailgate. And there are many 
people that come out and and this is a thing where people come out and 
enjoy the atmosphere. been connected here you go to football games, they'll 
have a TV draft in until getting to watch the game literally hundred yards 
somewhere. But it's some of its alcohol related like we've had. That's a whole 
different conversation, but which we can talk about, but like, some of them 
want to continue to drink. And so they can have the bar and have their food 
and it's spray to pay for it. And they can just watch the game more 
comfortably than sitting in their seat. And kind of dealing with the crowd if 
you will. And they can kind of have their own experience, which again, goes 
into that word experience like it's, we have to kind of make a game the 
experience with people and everyone has their own needs. Right. But yeah, 
it's a big thing. Like there's people that tell you their tailgate, lots tailgating lot 
to that have no intention of I'm going to come here to tell you they don't 
come here to the game and they just want to be around it and premiums 
and last the game going and watching the TV and then when the game's 
over, people come out and they have good parties and that's that is their 
experience. Yeah. 
 
Alema Senesesa Malietoa Fitisemanu  16:57   
Do you 
 
So you're kind of talking about like alcohol kind of dynamic because you've 
seen more about it. 
 
Kevin Holman  17:04   
So I think I mean the the facts are right now we don't sell alcohol inside of the 
Stanford stadium. And in many, most any professional venue like you can sell 
Apple on sets of part of this sporting event experience. Many colleges actually 
start selling alcohol, new venues realizing that's part of the gameday fan 
experience. That's what people are looking for. There's actually also some 
facts which you could research where 
 
I think one of the concerns about some alcohol for doing college sports is 
underage drinking students just in generally like upset. 
 
Excess, but it's actually some facts. And supported college is going to selling 
alcohol which actually shows that the the medical alerts and the overdrinking 



 

men and drunkenness actually goes down. And you can read into some wise 
really one of them is to build on how to sit there binge drink beforehand. They 
know they can have a drink to toe they can also know they can get the one or 
two More than one said the games they're not drinking to access. I think also 
just to sort of avoid that, yeah, it's kind of been atmosphere, it's like you can 
have it in a game, it's more civilized, you 
 
Alema Senesesa Malietoa Fitisemanu  18:13   
know, right, that's helped out. 
 
Kevin Holman  18:15   
And like also they've done some reports on like students and undergraduate 
students and say, Well, this can't say alcohol in the venue, which students sort 
of realizing that students if they want to find out for hard going to find it. If 
you do inside it, like it doesn't really make a difference. They're gonna find it 
one way or the other, but students and you obviously have great controls and 
all that like, that's sort of a non that set a more of an issue. In fact, sometimes 
against students you know, they can get up and go sit there and find their 
ways and they're gonna come in 
 
and that's the problem. 
 
So we had not done here now actually, as we're sitting here talking, we 
actually just announced yesterday we are going to start selling beer and wine. 
It's something diamonds for baseball. Oh, pilots, like you can't This is open to 
this conversation. So we're going to try something diamond and see how that 
goes. It will be stadium wide. And that will serve as kind of a pilot to see what 
it could look like at Stanford or Maple or Stanford, Stanford maples, for doing. 
So we are kind of going down that route, no different than the Stanford 
 
Stanford life. But what's the continent over there? Oh, 
 
yeah. It's not a big deal. But these are their steps. Right? And there's always 
concerned so we're going to try it. It 
 
Alema Senesesa Malietoa Fitisemanu  19:32   
hasn't always been this way for like, like for the Stanford football stadium that 
you haven't sold out, sold out in the past and stop. 
 



 

Kevin Holman  19:40   
I, I don't know, way back when at some point did you know for the recent, you 
know, 1520 years it has not sold. I see I read your title. How about football? 
Bethany's are sort of things the same question bond from a possibility as well 
Kingdom Stadium, but some good diving as a ticket sport is the first one for 
baseball. unstoppable Okay. I'll be again state Awareness Day now I should I 
should caveat that terms the alcoholic we have had premium areas like last 
year we did sell alcohol maybe last two years or so alcoholic in the director 
zone which is in the press box. So it had like in premium spaces and content 
contained areas all over this second diamonds me the first time we've had 
kind of general public availability where that can be part of your, your 
experience. 
 
Alema Senesesa Malietoa Fitisemanu  20:27   
I like the sanfur have like concerns that like just bad behavior will become like 
bad as people say drinking. 
 
Kevin Holman  20:33   
Yeah, I mean, sure. I think that's that's a concern. So you tried to prepare for 
that. So like, we've got, you know, invest more into some security and there'll 
be some rules in place arms can't bring it in out. But I think like I said sort of 
some researchers sort of shine that it actually in some cases improves or so 
doesn't dramatically make it spike. Right. 
 
Alema Senesesa Malietoa Fitisemanu  20:58   
Yeah, will help It goes well. Yeah. Thank you so much for explaining all that. 
Yeah. So I guess we can move into our next activity, which is basically I want 
you to walk us through your work day yesterday. Okay? And just like because 
we just want to get a feel of like the people you interact with other 
stakeholders, so feel free to share. 
 
Kevin Holman  21:23   
Yeah, my calendar real quick. 
 
Alema Senesesa Malietoa Fitisemanu  21:24   
Yeah, sure. That'd be great. 
 
Kevin Holman  21:29   
Yeah, so like, so one of its meetings, 



 

 
it's meeting with people it's trying to understand is trying to collaborate 
understand what Cooper doing and trying to make informed decisions to 
help feed down her separate team. So like yesterday, we had managers 
meeting so myself, the head of tech operations, marketing, fan experience, 
communications, sponsorship, digital video, and then Miss in fan experience, 
we all were all part of external relations. Er is what we call it. So we get 
together nine o'clock. We talked about kind of topics important to us and 
management level where decisions are going on. Right now that we're 
working on as a football recap so we're trying to recap the entire football 
season and put together a rather extensive document it's now over 100 
pages. Just basically like deep dive, like put it on paper what happened in the 
general format? by cancer, take ticket sales is there right? So let's take like I 
broke my into like renewals, new business group tickets, ticket delivery and 
the membership program. And so within those, like, what's the background? 
Like, what are the takeaways, like where do we learn for the findings? Were 
the highlights and lowlights and then like where the ideas for next year ideas 
for next year is really I think the best jumping off point for us right now. 
Alright, so this is what happened great. We documented like, what, what are 
we gonna do? Like, what do we want? What do we want to try? and Stanford 
sort of place of innovation like anything's like, right, we don't try things like 
let's take some swings. So that's a really big important project for us. So we 
spend entire hour Going to document we've been in you know, it's kind of in 
a second draft right now and just so changing Hey, I want to see more of this 
or I think this could be more comprehensive it's kind of written with the 
background of like, if I was to leave tomorrow you know could could someone 
kind of my role and understand and kind of keep the ball moving consumer 
stand what we're doing, why we make decisions, what were the decision 
making process? And again, what worked, what didn't work so we're doing 
that. I then typically will having a football ops meeting so we'll get together is 
like External Relations and talk about because football is a 12 month sport. 
Just talk about where we are right now. We're getting ready for football 
renewals. So that's gonna happen in February. Signing Day we're getting new 
incoming freshmen is taking place I'm just like, 
 
Alema Senesesa Malietoa Fitisemanu  23:42   
how does it impact us? By renewal? Do you mean like the season? 
 
Kevin Holman  23:46   



 

Yeah, so we renew people for the first game of the year against waiving 
mains December, in February, was that long sales cycle because you 
February renewals, marches I relocation so you get people who are moosie to 
that on March 8. So in your business and you know, April, May, June, July, 
August, like there's yet 60,000 seats to sell six times, I need to get as much 
time as possible. So we're doing that. I had a couple, we got some 
technologists and conference calls, and then really a lot of it and I had a 
meeting about it a lot of one on ones that made my staff try to, you know, 
consider coaching, I would say, Jim's making sure seeing how they're doing, 
where I can help insights and have like a pipeline. So like, right, what's your is 
your sales goal, and how you can get there. So if you're 200 tickets away from 
your goal, okay, what's the plan? What's, you know, Oh, geez, Kevin, I've got 
this group thing about hundred tickets. Great. Like, let's make sure it happens 
within 100 tickets and come from Well, I don't know. Okay, well, let's see. 
Yeah. And then I had a meeting about a baseball so we're talking baseball, 
more working group for baseball, and then I clicked it got my group together 
talking about simply group Group Sales group. cells can get hit up earlier is 
our biggest bucket we talked about, like the season tickets are important. 
But so the behaviors in tickets is that it's becoming less and less popular 
product. Because people when you think about yourself, like people, honestly, 
people are really flexible. Like, they don't necessarily say I'm gonna commit to 
six games. So like, well, I'm gonna go to games I want to go to, you know, and 
as I like to kind of the social spaces are more important than like, I want to fix 
seat for game, or secondary market plays a big role. So stuff however, vivid 
seats, like, I don't want to buy the whole season to the man, I want to go the 
Oregon State game, it's not of interest to me, I'd rather take my money and 
buy it for the airline seat to the USC game. So since it's very hard, the group 
group tickets you feel like is a huge way to hit two of our strategic goals, 
which is revenue and people in the building. So if I can go to school and 
maybe have like, a camp out of school day, that's 100 kids and parents that 
incrementally ends up better. So do a lot of that. That's basically it. So 
termination of meetings means that again at the management level, 
collaboration means and then a lot of like coaching sessions with my group 
and then like just strategic talking in between all that I also have a book of 
business so I'm trying to think a little bit higher like how can I find some those 
bigger groups can make some connections, you know, find out where we can 
sell more tickets. 
 



 

And then I'm just on the floor and if I get to be the manager, so I can talk to 
your manager that's good. 
 
Alema Senesesa Malietoa Fitisemanu  26:35   
DJ get good calls are mostly just 
 
Kevin Holman  26:39   
Comcast and complain you don't usually ask for the manager when you're 
happy about something. Manager which you guys are really upset so often, 
it's more of that I think my team is extremely good at it and so they do a good 
job was like seems like diffusing situations and things going bad saying like, I 
have a power to make this decision like I can upset, but like, I can resolve it for 
you like, let's let's build some trust. But anyway, someone doesn't like their 
answer, and they want to talk to myself. My answers aren't very different. 
Yeah. Just feel better to talk to somebody. So have you vented to? Its high as 
you can go? Sometimes Honestly, I get because about me, sometimes they 
don't like my answer. And they want to talk to someone else. Which I 
 
Alema Senesesa Malietoa Fitisemanu  27:26   
do spend a lot of time answering calls or is it very, 
 
Kevin Holman  27:29   
I don't spend too much time answering calls. I spend most my time trying to 
think strategically meeting people and try to help them get to where they 
need to go. or trying to connect dots. Sam, work with marketing finance 
grants to solve problems for Hey, like, we're trying to collectively get people 
into buildings. How can we work together? You know, let's work on an email 
or a campaign or some brainstorming. Or, again due to some outbound calls 
right now the second thing I wanted to reach out to this youth organization 
that has 500 kids in the Bay Area tracking Okay, how many guys a whole 
week day. It's like how much is like 15 tickets. I'm like, if I can sell like a 500 
person group, that's sort of a better use of my 
 
Alema Senesesa Malietoa Fitisemanu  28:13   
experience and expertise. I'm talking about kids like, do you usually have fans 
that are like lifelong fans since like be having children or like a lot of people 
that does come with families or 
 
Kevin Holman  28:27   



 

Oh, so that's an interesting data point that we want to get better at like to 
actually be able to 
 
send more confidence I would say just 
 
subjectively, based on being on the phone, I think it's coming from both. You 
get you get fans have been the berry Hey, I grew up my dad, my dad with the 
Stanford or I grew up from Palo Alto, Menlo Park and just this is what we did. 
You get a lot of the fans and that's important. A lot of it in any college sports 
crew here is the alumni. It's it's the people like yourself, and it's reaching out 
to them saying hey, you went here. Now come on your own as a Young 
Alumni bring your family. Now you work somewhere, Hey, bring your 
company that's always kind of the, the focal point the target because you 
haven't. It's easier for me to say hey, Stanford memory memories. Oh yeah, I 
love Stanford. Okay, let's go share that like help be a champion internal 
champion. I know it part of our long term strategies. That's what we do last 
summer youth teams in schools like this kind of thought process of Okay, 
well, if I can get I can get a six year old girl to come to a game with her dad 
with a Girl Scout troop and put her Stanford paint on the wall or having 
Stanford shirts she wears around it like falls in love with them like that young 
girl kind of grows up being a stern fan because like that she was school but 
now this is like what she would her memories are. And then that becomes a 
lifelong fan but like, I'm investing in elementary school kids I know so I can do 
that. So it's gonna take a while. Yeah, but that's why where it goes like think of 
like somebody big, blue blood programs. I like fans grew up being UFC fans 
and no name fans, Michigan. Fans are Alabama fans like you grew up that 
way because you went to the games, you went to the camps, you have the 
shirts, you had the gear, these are your memories. And so they were trying to 
create that, you know, my school like I do less of the choir. So try to get like 
school choirs can't sing and perform. Because those are the memories, right? 
And I can certainly not everyone's kids like an athlete. So like the athletes are 
coming on campus, like I get like a music department kids can be seen this 
great experience, they might want to go to Stanford. Alright, remember 
singing here. And I'm going to come in as a Stanford student. And obviously, 
as a ton of appeal, much like yourself, people want to go to Stanford. So you 
get kids in school, they aspire to go to Stanford, they get to perform here, it 
just creates more connectivity. Right, right. Awesome. Second, share your 
own stories of why you want to come in, right? Yeah, I feel 
 



 

Alema Senesesa Malietoa Fitisemanu  30:48   
Yeah, I feel like 
 
yeah, like you always kind of reflect on one experience that you've had. Is that 
for the Stanford into your mind? 
 
Kevin Holman  30:56   
Yeah, I mean, somewhere I don't know where you guys are from your local or 
not, but some point Stanford Shut up on the radar whether likely tear 
because you're really smart besides like a high end school or you saw it on TV 
or like before the program like somehow the word Stanford came into your 
your existence and respond to it more and more often and do it and repeat it 
on Netflix. Awesome. 
 
Understood athletes are awesome. So like that's 
 
important one like a difference in my other peers like, obviously Thomas like 
ticket oriented, but part of our strategic plan and part of our key messages is 
really sort of seeing Stanford as like role models and ability like in this for the 
student body and our student athletes like there's a ton of millionaire student 
athletes. You know, they're very talented, but they're also very normal and you 
your classmates like you're very normal in the classroom, they work very hard 
they earned it the same way they get just certain missions. And that's really 
important for again, like an eight year old literally player to see a baseball fan 
like wow, like, I guys really going to base I want to do that but he also loves 
computer programming. And that's cool and that's okay and like, he really 
loves school and he loves this and like that makes it more normal to like okay, 
so like I don't have to like be like a dumb jock I can be really smart jock. And 
that is Stanford like that sounds like a pretty good like endpoint. 
 
Yeah, yeah. 
 
Alema Senesesa Malietoa Fitisemanu  32:22   
I definitely feel that like student athletes. 
 
Unknown Speaker  32:26   
student athletes 
 
Kevin Holman  32:28   



 

are you wonderful? Okay 
 
Alema Senesesa Malietoa Fitisemanu  32:32   
sorry Did you say so? 
 
Kevin Holman  32:38   
But 
 
Alema Senesesa Malietoa Fitisemanu  32:39   
last I checked 
 
Kevin Holman  32:41   
your awesome 
 
Alema Senesesa Malietoa Fitisemanu  32:43   
yeah, these are awesome. 
 
Is there anything that you try and keep in mind I guess with like sharing that 
through events like the football games like our because I've seen like some 
like snippets like during like halftime or stuff like that, like 
 
Kevin Holman  33:00   
You live in this like even like the non, like, non revenue sports like synchrony, 
like it's promoting that it's like that's extremely part of our, of our ethos like 
the synchro team, the tennis team, the sailing team, they're like, non football 
on TV sport, like is actually important. That's part of Stanford, like, everyone's 
important. Every one of them, like, has the same ambitions, every one of 
them, like work really hard. And school puts a ton of how to train. And if you 
can do that, and I think like what's cool with Stanford is there's 36 sports, 
right? So you have a synchronized swimming team, you have a lacrosse team, 
you have field hockey, which are in other programs. And so if you're a boy or 
girl and you're like, why play nine, you know, major five sport, I can still get 
great education, I can go I can still compete I can still do a sport I love and I 
don't have to compromise like that's, that's awesome. And so Stanford does 
where like, you might have been like a water polo player, man like, well, you 
guys stopped playing at some level because you one of them, colleagues, I 
can't be both like no like you can do equestrian like you can ride horses and 
goats. Like that said it was Stanford does and so yeah halftimes through I 



 

don't know, top my head who are sport sad is who's the comstat? Like, who's 
that in communications that like, um, 
 
Lily (Interviewer)  34:18   
I know we just had for a very brief time his name started with the W Wilder 
briefly, but I think he just got moved, right. So 
 
Kevin Holman  34:27   
So router is a great guy. Like there's calm staffers who basic their goal is like, 
tell the story. So through the social channels, working through emails, and 
like just trying to get that information out, you tell that story is important. And 
that's where they get the platform. That's where like, the promotions are like 
in football, in particular, if we recognize the synchronized, synchronized team, 
where we recognize the director's cut, like those sports are important. Some 
of our fans like Well, I don't want to see that. But that's important to us. Like 
it's important to have a video feature that talks about That. 
 
And I'm sorry, we're not going to compromise on that. Yeah. ecbc 
 
Alema Senesesa Malietoa Fitisemanu  35:09   
Yeah. Awesome. Thank you so much for talking about that. I guess. Did you 
have any 
 
Lily (Interviewer)  35:17   
question? So you said you're working specifically like with the nine ticketed 
sports? totally makes sense. Yeah. Um, is there a separate group that works? 
Because obviously, like you're saying, This isn't a random revenue based sport 
yet for like some of the smaller rooms. But is there a group that still works 
with attendance? 
 
Kevin Holman  35:35   
record? Yeah, there is. And we think that so from a ticket standpoint, my job 
is trying to sell tickets, and we don't, unfortunately, sell tickets to 
synchronized swimming. So think about, but yeah, I think that's what comics 
will use rodricks currently, but while there is a market in, we have a 4% 
marketing team, each one of them has a bucket of sports. And so they 
support those sports. So like the marketing person, I mean, right? Like, how 
do we promote that that's where the mark Wilder would play a big role in 
that like Hey, let's put this on digital platforms and Facebook and, you know, 



 

use examples to consumers not huge fan base like it's harder for us to 
connect to that but yes, there are people who are thinking okay, there's 
music oriented coaches head coach like what are like there's different 
support levels like we support you know, football at this level BC. Okay, so in 
your sport, we can kind of offer posters maybe we'll promote at one game we 
can promote one game with extensive in these channels like what's the big 
meat game? And then like, we kind of go all out and say, Okay, we're going to 
promote that heavily and try to get as many people as possible to that. Yes, 
but every sport like is on is on people's radar of Okay, what can we do to help 
drive attendance to that and support and I think if you go to our strategic 
plan, that athletic department put out like that is one of the big things is like 
we need to we want to support all 36 sports, and we want to be kind of sent 
in being in the hunt. Like we want every sport to feel like they have the 
opportunity to compete the hazard. They have ability to be a champion. 
Some of our sports I don't know executive senior as soon as they get super 
sports like their deficiencies like they're not fully scholarship they don't have a 
full comment coaches are like it's an East Coast sport and it's like it's really 
hard to like compete. Yeah. But like we believe that every student athlete like 
we want to give them that experience and something I think about everyone 
thinks about is like, using us example of women's soccer for example. If your 
women's soccer player and your steak or Thursday night, any card game is 
Oregon State, like not a high profile games example. Like you got your warm 
up because I know people in attendance they go it's like a Thursday game 
and like whoa, home whatever. If I can like then get like, you know, they're 
like, but Timmy come back. I was like 300 screaming kids from like the club 
soccer program. Like that's like a wow moment. To me. That's what I think 
about is like, Okay, so now I'm like, a sophomore, I run out. And like this eight 
o'clock game was electric because I was screaming kids and like, these are 
memories and so like, you know, you're 18 to 21 year old now when you're 30 
years old. Memories you're sitting your friends and like wow like remember 
like this really cool game right remember performing in front of a sellout and 
like that's what we're trying to get to we can't sell out every event but kind of 
have those moments you walk out you know maybe a sink or maybe it's 
usually 500 people there they want to as 1000 people are like oh my gosh that 
was just a really cool like I can felt feeling energy that like it's kind of not 
permanently marked on me and that's that's what's cool about what we do in 
China in try to bring those to life be some sports easier some sorts of harder 
and other barriers heart man and that's where he gets his like advertising 
dollars to like you need significant money to penetrate all that. Right. And 



 

there's torches a lot and no one's gonna compromise Sandra about that. But 
that's just a walk to try 
 
Alema Senesesa Malietoa Fitisemanu  38:50   
to take on Yeah, do you? And like we talked about these moments. I do 
usually have athletes come back to you to we do. 
 
Kevin Holman  38:58   
Yeah. cover all kinds of coaches of like, like you'll get coaches more often than 
good coaches will share it like in a meeting and say, You know what, like, 
thanks like that was awesome. Like that really surprises that wow, does we 
needed that or Heck, you know, the fourth quarter like that crowd really held 
like that's such a cool thing here. Everyone Catherine Palmer two years ago, 
one of the final home games was against cows like over Thanksgiving 
weekend. And it was like 6000 people in maples which was just a huge like, 
lifts like we weren't expecting that because it came out we worked really hard 
like we sold a ton of tickets. And she mentioned like I haven't seen maples 
like that like that was cool. And like we said that earlier but that's what we 
did. Like we may sold 700 group tickets for that which was a high for us. And 
we go that we were part of this Player of the Year saying like she has not been 
environment like that. And that was one of her favorite Stanford man meets. 
It's any kind of here like favorite Stanford meet like that's really wow. be 
participating like a memory for so many gonna do a lot of really cool things. 
She's been in three Final Fours. But that was one of the time one of her 
favorite 
 
memories. 
 
Alema Senesesa Malietoa Fitisemanu  40:11   
Awesome. Do you feel like there's any effects on your team? Like, I guess like, 
teamwork wise, like productivity wise, like when you have those moments? 
or? 
 
Kevin Holman  40:23   
Yeah, I think we're wanting to live. Like I think we're like the 37 team like we 
absolutely. 
 
Stanford's winning when I, you know, like, right now basketball, right? The 
women's basketball team is playing great. Like our team gets to play this 



 

team. It's great to come back in. Oh my gosh, the game is awesome. Like, it's 
awesome. The men's team is a kind of somewhat surprising, like playing 
really well, which we didn't really see coming for saying like, we're all in it. 
That's great. We got the phones and like, we can see energy because like, my 
job is to talk sports. On the phone, I'm like, hey, Did you see that game? Do 
you see that it does awesome things playing great. We play Oregon on 
February 1 and then you know Oregon's that number six around the country. 
We're gonna play the home like you were upset I might get into that. It's not 
as much fun. We're not playing well, fortunate. Stanford doesn't happen very 
often. But we've had teams it's like, what do you give us an example football, 
but football wasn't playing as well. So two reasons for that. But it's hard. It's 
like hard to get the energy like, we lost three in a row. That's a tough loss. It's 
just harder. You lost the X. I mean, just like those things like it, you feel it. So I 
think our team absolutely rides the represent the whole department is like, all 
day it's like apartment. I can't sleep those two things. But I think even some of 
that like when our teams win a championship. I know for a fact like when we 
won the soccer women's soccer championship at Avaya. Like I think the 
whole campus was 
 
amazing. Like everyone can take a break. I know what that would feel like you 
know how hard they train. And I think the same day that we went The men's 
wonderful Jamsil same day, we want a championship and men's water polo 
and women's soccer. It was like, that's awesome. 
 
Cool. And then a week later when the women's games we got three national 
titles like yours, like, that's awesome. That's what makes 
 
it gets you fired up. So you come in here going to go on again. So yeah, I think 
I was some of the biggest fans, would you like cool, I'd be up to like 16 athletes 
off the bus and go off to championship. Thank you for Absolutely. A lot 
 
more hugs and we need tears. 
 
Alema Senesesa Malietoa Fitisemanu  42:38   
That's awesome. Thank you so much for the support you give our student 
athletes and yeah 
 
Kevin Holman  42:46   



 

it's fun and like, you know, we want to support like other you know, some of 
the other sports too. I mean, like, it's hard, right? There's a ton going on. But I 
think as athletic departments take sales team like you want to know as much 
as you can to all the student athletes and they like the my standard storage 
seeing some of your teammates from that like our video department Chinese 
to at least pick one student athlete off of every team so at least 3060 stories. 
And so like we'll do like a feature on a student athlete every sport so it can be 
synced with the synchro could be a golf or just like, what is their standard 
story and they're often pretty awesome. And someone picking us like there's 
a cool backstory and just like wow, that's RCF it's not just what they did in the 
pool on the golf course. It's like, oh, wow, like this is really can't for maybe the 
first generation of college, maybe there's some crazy story obstacle and 
overcome like, and here they are. That's pretty cool. 
 
Alema Senesesa Malietoa Fitisemanu  43:38   
That's awesome. Um, I guess. Like, that's kind of talking about within like the 
Stanford like student athlete community. Do you feel that like people who 
like aren't athletes or like, I guess like the other part of the student body do 
you feel like they have that same connection or you tell me 
 
Kevin Holman  44:00   
You told me Yeah, I feel like 
 
Alema Senesesa Malietoa Fitisemanu  44:03   
yeah, I feel like sometimes there is a disconnect between like, just like regular 
students and student athletes like all this kind of like emotion and like 
training and everything leading up to the event and like all this preparation, I 
feel like for me as a non student athlete, like, I would have never imagined 
that this is like what it is, you know. And so I feel like yeah, maybe like, with 
like, attending events and stuff. That kind of plays into a factor. Is that how we 
don't feel as connected? But yeah, yeah, like, do you guys think about that? 
Oh, 
 
Kevin Holman  44:40   
yeah, absolutely. concerning you know, we think I mean, students go back to 
like, you're, like the experience like, I know you're here as like the students. 
The students weren't here. They were here. The students were loud. They 
weren't loud by me. college athletics is unique is driven by students think of 
some of the best venues like Disney. I'll do the cam crazies right? He has an 



 

example like it's that's a student led organization that makes that place 
everyone knows about Cameron you're good because of the camera crazy 
like that. Right? You watch like games on TV like the games is like it's the 
schools that is huge student sections that are in it like you they're known for 
that stuff. So like, absolutely like if we can get more students that's where like, 
you know, getting out to the football games like when we get that the red 
zone like we get that going. Seriously, we're different. So to your point, like 
men's basketball, like we're trying to create the six man club again in the day 
like the six man like maples like the students were hopping like they're all the 
rights us photo is like their shoes now like we don't we're not for it's not 
dominio people lining up to get into the games. Why is that? I mean, you 
kind of answered a lot of it like it's that connection. It's like there's we are not 
personally think about dancing, which we do a lot. I think a lot about it. We've 
got one of our marketers living is like in charge of students marketing like 
literally puts up all the signs you see on campus and just trying to do the 
crazy gifts and mediums and the emails you guys see. I mean, this is like the 
red alert, like, we're trying to can like bring it top of mind, but it's very 
challenging. Yeah. I mean, I have a great info session, you forget what the 
difference is. But absolutely for there's a gap for some reason. There's like 
there's the athlete world. 
 
Yeah, it's a huge campus, but it's not that far. No, it seems like you know, like, 
we'll hear things like Well, I'm not going to go over there. Like over there. It's 
I'm not asking you to walk five miles 
 
trusted or like it's not that far. But there's this perception and I think we're 
certainly aware of the challenges like 
 
tell me I'm wrong I think Stanford students are very busy they they're very 
engaged extracurricular Lee. So it's not just it's not just the academics like the 
very geeky things that all bunch of nerds in the library staying all the time I 
think this is true. Yeah, we still Sister attendance plummet when it's like 
midterms, we get that. But like, I don't think it's there on time. They're just 
doing other things. Yeah. And so it's like trying to like move up the priority 
chart. So I say okay, like going to a game is important. It is the social on my is 
working through the dorms and the arteries and saying, hey, let's make this 
an event. Yeah, going to the game is important in that 70. My story like the six 
show starts at the freshman second come as a freshman like making that 
like, this is what we do. I don't know better. But we went to the football 



 

games, we went the bassel games like we went. And that's what we're trying 
to connect to. Mainly that's going games is fun. And like, yes, it's three hours 
of your life. Yeah, that's part of my experience. This is my opinion not to know. 
Yeah. You know, there's a lot of mental health conversation right. And I think 
we're certainly aware Stanford, students are no different. There's a ton of 
stress on your students. 
 
I don't know how to like make connect these two dots, but I think sometimes 
seems to stick to life support. Seriously, it's like, get away. 
 
Go have fun. Go to a basketball game, go to a tennis game, go to sinker, like, 
go watch one of your student athletes, your friends, like go do something like 
get away from the books. It's just my own thought like I just 
 
Unknown Speaker  48:15   
it's heartbreaking like how you really stop stress. 
 
Kevin Holman  48:19   
Game, hang out, but I feel like sometimes Stanford students because they're 
all high performers. Excellent. Take life a little bit less seriously, like, let's 
 
not excellent. 
 
Fine, like regroup, take a breath of fresh air cut away. And I think we see a lot 
of that and we just haven't quite been I'm like, Sarah, that story. I'm like, you 
can get away. Okay. I think we realize there's a lot of international students or 
students that came from places where athletics wasn't a big deal. So they 
didn't go to the Friday night high school football game. They didn't go to the 
basketball game on campus to watch your friends and there's not they're not 
used to that culture of going to high school, sports and So they come here 
like in a collegiate sports is like cool. What's that? Like? When I play sports 
like going to the football Friday football game was like that was a thing to do. 
And I went to the wrestling meet because it was a thing to do at the high 
school game that was like the place to see my friends. Like That was my social 
thing. We don't we have a majority and large group our students just don't 
know that. Yeah, it's just like, Whoa, I don't understand going to a basketball 
game. Why would I do that? 
 
I can't blame them. 



 

 
Alema Senesesa Malietoa Fitisemanu  49:30   
Yeah, I feel like like, Well, first, thank you so much for like sharing that if you'd 
ever like our opinions, like if you'd like us to come in and talk about me. Sure. 
Another day. 
 
If you want us to talk with that your student marketing 
 
Kevin Holman  49:46   
Yeah, they do a football they do a focus group all the time was added to it. 
Okay. There's actually scripts I mean, even our coaches like coach houses 
example, I have sort of this working group of students that he engages with 
and break like Louie brings out his office and This is like help me like help me 
get people these games and allow me to like we talked to these are student 
athletes like some of is driven again to the dorm closer to great residential life 
so like taking men's basketball example it's like telling this to athletes Hey 
like, yes you want for some basketball and go tell your friends like tell your 
dorm, your fraternity, whatever your social organization like Come Come 
watch like the it has to be kind of word of mouth. And then when the 
environments awesome, then you want to come back and that's the 
connection. We can get the students there shunga time it's a great game. 
They got into music like oh, this was fun. But 
 
you have to build. Yeah, yeah. 
 
Alema Senesesa Malietoa Fitisemanu  50:38   
Well, I know we're wrapping up soon and we want 
 
Kevin Holman  50:42   
you guys I don't know what your time is or I don't find I keep going. Okay. 
 
Alema Senesesa Malietoa Fitisemanu  50:47   
Well, I guess like, Did you have any last 
 
Lily (Interviewer)  50:52   
super, 
 
Kevin Holman  50:54   
really good. 



 

 
You touched 
 
Alema Senesesa Malietoa Fitisemanu  51:05   
Yeah, you touched on like, 
 
Kevin Holman  51:07   
like what are the other like questions? If your projects are just flat out 
curiosity like what what else can I know? 
 
Alema Senesesa Malietoa Fitisemanu  51:16   
I feel like we're just trying to get 
 
Kevin Holman  51:21   
your project of notice. 
 
Lily (Interviewer)  51:24   
We have yet to find like a focus area. We don't even know whether we'll be 
looking at more like the student end of it. We're like the athletics department. 
So 
 
Kevin Holman  51:35   
it's very like selfishly I'd be curious to the student part. Just think about that 
you guys are a connected to it. But I think, yeah, I think there's so much to 
just like, I think the themes in me of the conversation we've had is just like it's 
connecting it somehow. It's like sharing the story of Stanford. And how do 
you get people who don't know that to come on board. Again, they're like 
background when I first got here, we did some like literally on the street. Like 
survey and like lead walked up to people randomly 10 country and said like 
have you been in a football game before? Do you like we actually actually do 
you know we're Stanford's camp we're Stanford stadium is 
 
I don't know where Stanford 
 
campus before No 
 
Why not? And then like some of the answers are kind of scary there is like this 
ivory tower complexes like wall like I don't know if I'm allowed on there like I 
don't know if I belong like it's just like there's there's no gates there's nothing 



 

keeping you right but that's the mentality like Stanford is this has this ivory 
tower, maybe elitist like all those things that we all fight against brand. That 
makes the can make other people think they know more. And we think 
about all time, right and how to make that just say that's where like the 
community and student athletes like these students come from everywhere 
like, again to every year waka life is we have multiple student athletes, 
multiples and multiples of students who are like you like this is not isn't that 
far connected? Yes. The admissions very, you know, missionaries right Whoa, 
you have to play hard but these are all attainable. The other cool thing about 
scammers my job as strong as we talked about was like, Stanford isn't afraid 
when everyone's going to get into Stanford. We know this. But like if what 
we're doing through Stanford athletics and Stanford University and tell that 
story get someone to reach their highest potential and maybe end up going 
to Cal or Michigan or some other school that they like, took Stanford inspire 
them. Like that's a given mission like we're trying to, like help the world like 
that's a good thing. 
 
Cal doesn't talk that way. I know. 
 
I'm gonna pick on Alabama, Alabama, but it's like Stanford's great shoe and 
they all do every every student ever met like wants to change the world, 
which is kind of crazy. What we can do that's right flexing plans like can you 
think of like, bracelet? bracelet? bracelet was like was getting is like premies 
in pre med so like a top rain back, pre med like in the labs. And like come to 
North Carolina like, like just, you can be anyone who be successful here and 
make an impact. I think that's what's really cool about what our athletic 
departments doing and then like connect the students and that's returning 
student students is like Hey guys, like you can with the athletic department 
has to offer isn't just a bunch of jocks you know, you know, it's like, it's not just 
about like I mentioned, like, these are one your classmates. So I'm just in the 
interest as you do. They and made sense for the athletes to sit there and sit at 
the envious of the of the students that are this person's like coding or a 
company or do something crazy, like there's a lot of this like envy, it goes both 
ways. It's like this is great community, you know, kind of universe. And I just 
think that's really cool, and we just have to have That's a good part of brings 
out a little bit better. invite people in. So it's inviting the community in or if it's 
inviting the students like to walk the mythical mile from the words. Like, it's a 
fun voice. There's a lot going on, it can be enriching. I think the student the 
student attendance thing, and that's what I think about like, I mean, you guys 



 

were football games, right? Yeah. Like, when it's going well, how much fun is 
it? Like when you game's over, like walk back? Like it's kind of 
 
Alema Senesesa Malietoa Fitisemanu  55:29   
ride it all the way back to doing 
 
Kevin Holman  55:30   
it's kind of alive, right? And like, how depressing is it when you lose the axe? 
 
I just think it's it's really cool. 
 
And somehow the ticket world we got off track on that's kind of what we're 
trying to be a part of, is get people to experience that. And get people think, 
wow, I went to Stanford. That was a cool experience. I want to be like that. 
Some boy girl wants to go here. They inspired me to study a little bit harder, 
work harder in practice. Be a better citizen. 
 
Kevin Holman  56:12   
Feel free to follow up for questions or as you guys start diving in like who else 
you meeting with? 
 
Lily (Interviewer)  56:32   
um he kind of gave us kind of a little bit of a different angle answered a lot of 
our like logistical questions that we just needed to even know what we're 
getting ourselves. 
 
Alema Senesesa Malietoa Fitisemanu  56:46   
Okay, cool. Um, yeah, mostly meeting with one of my friends. He's like one of 
the sports like interns for like the marketing department for football. Is it 
Jaden? Okay. Yeah. So we're going to be with him tonight and let's get his 
perspective on like, I guess the guys is like. What he does and what he thinks 
about and then we're meeting with Dom Simons. No, or Dan. Dan Dan. Yes. 
Okay. Oh, yeah. We reached out to Jamie Breslin. Yeah, that's great. Yeah, 
hope to get some more. 
 

Dan Cunningham 
Lily Randhawa  0:00   



 

Um, and then yes, I guess it should be about half an hour, 45 minutes. Um, so 
we can start with some just general background questions, but I feel like 
what you do here? So if you can just give us like your job title and the 
department that it's in. 
 
Dan Cunningham  0:14   
Yeah, so I am the director of ticket operations. So we're within the athletics in 
the external relations department. So we work pretty close with sales, 
business strategy, and then the other departments, which is experienced 
marketing, sponsorship, and all those. 
 
Lily Randhawa  0:32   
And then what are your responsibilities? 
 
Dan Cunningham  0:35   
So for me, with my department, we oversee the setup of events and building 
the seasons for these events. So for instance, we're in the middle of both 
basketball seasons. So in the beginning of the year, we've created all the 
events, all the games that we have, each one's a different event. And then 
that we set up the ticket pricing that we work with business strategy. We set 
that up, we build adult prices, you prices, you know, season ticket pricing. We 
build all those events with that. And then we set it up for online sales through 
different promo codes or just buying through the general link online, we set 
up the map so you can choose your own seats. We work with our ticketing 
provider on that. Then we also set up you know, for students set up the 
access for students sales or deeper employees to pick up seats or block s 
athletes to claim seats. And then we work with the cardinal kids program that 
we have for the school we use that for programs as well. And then setting up 
you know, anything else that comes up the last minute mini plan offers or 
something like that. So we usually just build kind of the facility, make sure 
that you know it's the seating manifest is what is actually in Naples civilian or 
any other sport that we work with. And make sure we cross check and belted 
correctly and the system so that everything is available for the fans to buy 
 
Lily Randhawa  2:01   
So you're working with just like ticket in sports. So 
 
Dan Cunningham  2:03   



 

yeah, I mean, mostly, I mean, we do ticketed sports. We think there's nine 
ticketed sports. And then when there's random one offs that we took it as 
well. For instance, there's waterful, this weekend that we take it. And then 
there's track that will do anytime there's an NCAA event held on campus. We 
took it that so for instance, I think we did a field hockey event last year, or last 
year, meaning like November we did, we'll do tennis. You know, we'll do one 
off events like that for enhanced NCAA hosted. Usually those things are just 
general admission. So there's not really much for you know, matching up the 
seating assignments that are in a facility that's just building no certain 
amount of seats. Like, I think for track we have like 5000 built because it's all 
day events, you know, people leave and go so we need to make sure we have 
enough that can go through it. So well usually just create a bunch of seats for 
And then based off of selling for them. 
 
Lily Randhawa  3:04   
And so then how long have you been here at Stanford? 
 
Dan Cunningham  3:07   
I came in November of 2017. So I've been here in just over two years now. It's 
about two years and two months, three months. 
 
Lily Randhawa  3:15   
And did you work in athletics before? 
 
Dan Cunningham  3:19   
I worked in sports, I didn't work here. I worked in for a independent baseball 
team. When I first started in 2010, indepen baseball is very similar to my 
league baseball. So there's a lot of stuff going on there a lot of hands in 
different fields. And then I moved over to a pro soccer team in New York. 
 
And then from there, just wanted to go here. 
 
Lily Randhawa  3:50   
Hey, thank you. So the first thing we were kind of wondering if you could do is 
if you could just walk us through your work day yesterday. Kind of just like 
talking out loud. What You're getting out you're thinking, 
 
Dan Cunningham  4:01   



 

yeah, so yesterday wasn't a bad day, we had gymnastics. So it was pretty busy. 
Usually with event days, they can vary depending on what the event is. But 
for me, came in. And then the first thing I did was just checking on holds for 
for, for sales. So what I do is I go in and I checked our system. And I'll go in and 
look at the event, make sure that we have enough holds on place for a promo 
code that someone might have, or maybe there's too many holes for promo 
code and we need some of those seats back because they're not selling. So I'll 
take the back and changing back to online sales for customer or for just 
general sales over the phone. And then I check reserve seats and we didn't 
have much of that and make sure that we have enough that we're seating 
appropriately so that we're filling up sections on the whole lower level that fits 
feels right. And looks good. So most of the morning was checking on the 
Those first first hour. So I think when then just going in and making sure that 
everything was printed for the event, make sure that everything that was 
delivered for front of home or the mobile version of their ticket was sent. If we 
had any hard stock tickets that you receive at the windows favorite thing, 
make sure those reprints that will call for, for everybody. And then that was 
something that you continuously check all day. Just because you just want to 
make sure your your will call bin is up to date in case anyone decides to come 
early, and they want to come to the box office here and pick up you just want 
to make sure that's ready. So always continuously checking that and then 
working with the program to get the updated list for coaches. Making sure 
that you're in constant communication with them to make sure that you 
have the updated list and then once you print that list that they email you 
email me directly So that they're not updating on Google Doc with that after 
I've already printed and then I'm not aware of who they're adding. So making 
sure that they were aware that I have printed already and that they have any 
updates just to continue to let me know. And then working with them as well 
about their alumni. Because they were having former Jeunesse alumni 
coming and they had specific area they wanted to see so working with them 
on that constant communication as well with the facility manager, who runs 
gymnastics as far as the facility goes the setup for you know, the Redcoats 
that work the events and the setup of the bats and everything, working with 
locations for seating and making sure their underwear that aware that the 
way team sitting in certain area students are in certain area has blocked off 
so other bands on set, they're still working through that. And then going 
through just normal day to day things that are not the sport. So then going 
through men's basketball that I run going through Making sure that each 
event that we have left, which is six games, making sure that they're sold 



 

goods appropriate, you know, all over so that we have enough seating or 
there's not enough that we're finding out what we have left are opening 
things up from there. Same thing I did with gymnastics for the day, I'm just 
doing it for another sport. And then checking their mailing and everything, 
making sure that they're mailed out in case there are groups that need to be 
mailed. And then going to meetings. I think yesterday, there were a couple of 
meetings for men's basketball had a meeting. I think there was we had a 
ticket operations by department, we had a meeting just to kind of update 
everyone in the department on, you know, any updates with their sports or 
any updates within a department that need to be aware to the whole group, 
so everyone's on the same page. And then go on from there. Working with 
business strategy on football. We're on the verge of getting ready for 
renewals. I'm not Kevin Cox. You guys thought that last week or not, but 
getting ready for renewals. So there's a lot going With that they're doing a 
little good restructuring as far as seating goes. So kind of just preparing for a 
whole big warm round of seating locations and configuration within the 
system. So that when they're trying to find pricing for things, you know, it all 
matches up. So once that comes through, there's a lot of work that goes into 
that. 
 
And then postseason as well. Men's Basketball, actually, we're doing men's 
basketball for next year. Next year, Men's Basketball is in the valley Invitational 
in Hawaii. So just getting stuff ready for promo code for season ticket holders 
for men's basketball, and then select donors to get that out there and 
working with our season ticket manager and then development who are 
reaching out to him getting that promo code ready to go and sent out 
yesterday. And then working, you know, just continually checking on our 
sales for postseason for Pac 12 tournament. We do have to sell tickets for that. 
So just continuously checking our numbers to make sure that we're not 
necessarily over our llaman because if we already Gordon Moore but just 
making sure we're checking on how close we are and what our updates are 
and stuff like that. Quite a bit of things go into it. 
 
Lily Randhawa  9:11   
You mentioned that you had a meeting with like men's basketball specifically 
who normally is like part of that meeting. 
 
Dan Cunningham  9:16   



 

Yeah. So, every, every Monday we have meetings. We call them our pod 
meetings. So pod meetings are once a week, discussions between the whole 
entire External Relations Department. So Mondays are men's basketball, you 
know, there's myself and then there's the ticket sales representative for the 
sport. There's business strategy representative, there's a fan experience, 
there's sponsorship, communications, and marketing. So all of those 
departments together as well as video, I believe, and then sometimes we'll 
we'll have facilities person come in as well because they handle a lot of the 
pathless stuff or not castles, but, you know, parking lists or credentials or just 
you know staffing of the red coats that man everything so it's helpful for 
them to know that he's updates and come on. So we'll have them come in 
the meeting. And in there we just kind of talked about, you know, updates for 
the group that as far since the last week's happened, whether there's 
something tickets or something that's come up on our end or anyone elses 
and that needs to update them as far as something new or what they have in 
mind or something that thought and then we'll talk about future things as 
well. 
 
Lily Randhawa  10:25   
And so you were working with the gymnastics coaches yesterday? 
 
Dan Cunningham  10:29   
Yeah. Yesterday because we had an event so I was working through slack just 
kind of conversations with them to make sure that you know, we're up to 
date as far as coach list or communication for I think they were 
communicating with the facilities person, you know, as far as honorary 
Captain when they're coming up to the floor and all that stuff, too. So there's 
always an open channel so everyone knows kind of what the processes in 
case someone comes up to the box office and doesn't know where to go at 
least, you know, we can inform them on where to go. So we're always in 
constant What is it? So coaches, let's say to the athletes, when they go on the 
road or have a home game, they go through arms ticket system and our arms 
compliant system. And they request tickets for family members and 
everything like that coaches don't have the arm system that they can request 
tickets for. They had the system to request for a student athlete, potential 
student athlete coming in like a recruit, but they don't have an actual like 
website that they use to claim tickets. So we work with them, whether it's 
through a Google Doc for them to just write their their pass list in or giving 
them a, you know, an Excel sheet and then they print it and give it to us on 



 

game day or event day. They just have something that they can put together 
on their own, because they don't have an actual system, so to speak, like 
complimentary, like the compliant system does for arms that we use for 
athletes. So just working through that with them. 
 
Lily Randhawa  11:57   
So I'm kind of curious as to like What the last sporting event that you 
attended was 
 
Dan Cunningham  12:03   
outside of the ones I have to work? Yeah. Well, I mean, yesterday I did. I did 
gymnastics, so I won't count that. But I usually go to every every women's 
basketball game. So I go to pretty much so so I think the last game was on 
Sunday, so I went to Sunday. 
 
Lily Randhawa  12:20   
And then how would like you personally or people within your department go 
about getting a ticket for that. 
 
Dan Cunningham  12:27   
So if athletics employ a deeper employee would like to go to an event. We do 
my department, what we'll do is we set up the ability to claim tickets, kind of 
like what students do for football, you come to a football game and you claim 
tickets. We set a process like that similar for our athletic Dacre employees for 
all ticketed events. So it's not just like where you guys do it for football. Our 
our faculty members do it for all ticketed events. No matter what it is, unless 
it's a sport, we don't take it then they can just go Of course, but for that, what 
we do is we set it up so that cleaning starts similar to what you guys do for 
football. It's the week of the event. They start on Monday where you guys start 
on Tuesday for football, they start on Monday, they can claim tickets until four 
I believe, depending on what sport it is or what event it is, it could be. I think 
for Kansas men's basketball, we only allow them to do two just because of the 
demand of the event. But for other sports, it's usually for the cleanup to for for 
their families and friends. And what that is, is they can claim up to that it's 
that week only. So they might see what we tried to do as maintenance staff, 
we try to set it up so that every event is ready to go. And it's set for a future 
date and time so we don't have to go back and check it because there's so 
many events sometimes it's just tedious to have to every week go in and do it. 
So we set it up in one day, at one time in the beginning of the year. And we'll 



 

set the future dates because we know know when they go on sale and when 
their games are. So we'll set those things up and we'll set it up so you can't 
play more than four of the cops but If you want more important, you know, 
always buy more if you want to discount rate. And then they claim it, it'll go to 
their phone or an email, whatever, I'll go to their email, and then they put it 
on their phone or print it off for home tickets. And then they're good to go for 
that event. Sometimes, depending on what it is, if it's an NCAA event, they 
can go on and claim online but they have to pick up in person. And the rules 
of paper tickets are that it's a different person claims they have to be the one 
to pick up the ticket, they can claim it, and then email the manager of the 
sport and say, Well, someone else is picking up. The rules of the free tickets 
are like we're providing you service, we're giving you these complimentary 
things are for you to claim you have to come pick them up. And then if you're 
not coming, you can't help you on that like you want to give them someone 
else you can't pick up until usually that time. So we open up the box office, 
which is usually an hour before and a half before the event starts. You can 
pick up the tickets there, what you do with them after you pick them up from 
us there and there's nothing we can do there. You know, you give them 
someone else that's that we can control. 
 
Lily Randhawa  15:06   
How big is like the Stanford papers? 
 
Dan Cunningham  15:09   
Yeah, saber Guevara is usually all athletics department employees. So it 
ranges from external relations, which is, you know, all of us here to coaches, or 
I think the rec facility folks are technically deeper. I think sports medicine 
trainers, you know, stuff like that. Those are all deeper as well. So it ranges 
pretty, pretty hefty amount, there is quite a bit of people that are involved in 
deeper so anytime we get a new person that comes in, more informed and 
will create an account for them. And then there's usually a training day for all 
those specifically in the athletic department. outside of the normal school 
orientation, there's a deeper orientation and then we'll send someone from 
our office that kind of goes over the story of how to do all this stuff. It's a lot of 
information. Sometimes it goes in one ear and out the other We usually are 
pretty lenient and will help them the first couple times if they have any 
questions. Because you spell deeper. Yeah, it's just, it's telling dapper just da p 
er. Oh, okay. Yeah. See, I always say when I first got here I said dapper and I 
got corrected. implemented in my brain. Yeah. 



 

 
Lily Randhawa  16:19   
So kind of going back to your role. It'd be awesome if you could share with us 
just a tough work day that kind of just sticks out in your mind. 
 
Dan Cunningham  16:29   
Yeah, I think 
 
it recently as this past Friday, not necessarily rough, but you know, a lot of 
extra work went into it. So for gymnastics, we have specific seating. We only 
have very limited reserved seating. So I don't know if you've ever been in 
Naples. Have you guys been in maples before so you know, in the lower bowl, 
a lot of seeds get pulled out. So there's like a, like a low chance area before so 
the car Upstairs concourse, then the first couple rows after the upstairs 
concourse are like a lounge area. And then after that, they're like, they're 
pulled out seats. So we don't use the pulled out seats for gymnastics on the 
sidelines because of the mats me, you just can't fit it. And very last minute, we 
were informed by the program that they would like to have a couple rows 
pulled out for sale and to sell them and their reserve seats. So we had to go 
and build those very last minute and then try to sell them and can fill them 
up within three days. Because the event was on Monday, which was 
yesterday. So it was just trying to figure out sales wise what we can do maybe 
moving groups and pick up their tickets yet just kind of tell them hey, 
essentially a room give you these great reserved seats. Or we move the 
visiting team allotment of comps for the visiting team player guests or 
athletes. We move them into reserve section to kind of fill up a little bit there. 
So we did everything we couldn't try and fill it up. I think we ended up getting 
like 90% We just like 575 tickets or something like that in three days, we had 
just had to move, were able to fill up with comps or other groups and 
everything. So we ended up only having like, I think like 50 tickets altogether 
that were left after the event was all said and done. So it was stressful getting 
it done and ready to go. Because it had to be done quick. So we can, the 
sooner it could be done, the quicker we could start selling and moving people 
in. And there was like, not much time. So it was pretty stressful getting it 
done, but we got it done pretty quickly before lunch that day, and they're 
moving along. 
 
Lily Randhawa  18:29   
And who was it again, the head said they wanted the 



 

 
Dan Cunningham  18:31   
to the program because it was UCLA. They wanted to make it as you know, 
you sighs a very, very strongly talented team when it comes to genetics, their 
number three in the country and they're always bringing good crowd. So I 
think the program for gymnastics just really wanted to make it a really loud 
and close environment and they wanted to add those seeds to it. And we 
might because of success, we might add it for future but there's discussion 
Oh happened later on down the road this week. But yeah, it was the program 
line to add more seats and we usually try to help the program with whatever 
we can to make the environment best for them because it's that competing 
as that helps. We'll do what we can. 
 
Lily Randhawa  19:13   
And so that includes like the coaches making that 
 
Dan Cunningham  19:16   
Yeah, the coaches and then working with me in the facility person that 
handles the red coat staffing or laying of the facility and everything like that. 
So 
 
Lily Randhawa  19:28   
um, so this is kind of a little bit of a different note, but we're curious, this is 
how you stay organized within your role. 
 
Dan Cunningham  19:36   
Yeah, it's tough. There's a lot of live events and a lot of people come in with 
questions or requests. So during the day, I know a lot of people use we use 
Outlook for our emails, of course and a lot of people create multiple folders 
and put them in there and I do have a lot of folders for separating you But 
usually when I get requests for emails overnight or whatever, first thing I do is 
I come in, I'll read them. And then I'll kind of flag them as far as like what's the 
important ones need to get done. ASAP or ones that weren't like super 
important didn't have questions that I don't need to necessarily answer to, it's 
just kind of junk mail or whatever it is. And then I'll kind of just start from the 
bottom. As far as what came in first, after I read them, if there's one that's 
super important, you know, I'll open up that email. So it's a separate 
attachment as opposed to that and I'll work on that first. But other than that, 
I'll go from bottom to top as far as what came in last from when I left work to 



 

when I'm starting work again and try to attack those as far as what can go 
first and what can get done. And then you know, if there's other things that 
come up while I'm working, it's more of pretty my holder still flag so I know 
that I have to go back to him finish it. And then helping whatever it is that 
comes up you know, could be a, something that's not born or it could be 
something that's Super important or just a really easy request, I could take 
two seconds, I can get it done real quick. You know, just taking the time to do 
it and going back to it, then, you know, making sure I have it all checked off. 
Any notes that I take from meetings, right that are dated. So I know when you 
go back I know they're labeled for know whether it's a ticket operations 
meeting, or it's men's basketball meeting, or it's our weekly office meeting in 
here that includes sales and business strategy. They're always labeled, they're 
always dated. So I know when I can go back to my my notebooks and find out 
what was said in this meeting or chat. So Belgian notetaking is very helpful 
and this and just helpful keeping track of your emails too, because there's so 
many that come through for requests. 
 
Lily Randhawa  21:46   
To mention you have your weekly office meetings, how do you find that the 
balance between all of the various kind of departments 
 
Unknown Speaker  21:58   
um, 
 
Dan Cunningham  21:58   
yeah, I mean, it's, it's It's tough. There's a lot of meetings that, you know, 
sometimes, having so many meetings can be a little frustrating because you 
feel like, you know, you can't get things done. There's not enough time in the 
day to get all your stuff done and all the meetings, but it's really helpful to 
have them as frustrating as it can be. Sometimes they're extremely helpful to 
have, you know, sometimes the sales reps, for instance, when we had our we 
had our Monday meeting here at 9am, with everyone in this in this little 
building. And it's helpful to know like, sometimes they might have 
frustrations, of fans calling in for something and they want to bring it up in 
this meeting, because we're the ones that might be able to help or provide 
feedback or say like, have they tried something or something like that. And it 
can be very helpful and informational, because they might have feedback 
that might help us that we weren't aware of, or we might be able to provide 
them with information that they weren't aware of. And it helps to like if if 



 

there's a group experience for an event, so for like For instance of men's 
basketball has two games this week. And there's, you know, pregame 
screening or halftime for major post game layouts or whatever they're going 
to do for an experience for group. You know, they share it with us so that the 
person who's managing the event for the box office will know where they're 
meeting prior to those locations, and can provide that information. If a parent 
decides to come or comes a couple minutes late, or as early and the rep isn't 
there yet, we can provide information as to where to wait for them. So it's very 
helpful to have it. And we're communication across all sports. So if they know 
something next week for women's basketball is coming up, we can talk about 
it early or, you know men's basketball or any other sports. So when we have 
the other we do have department meetings for an external relations as a 
whole every Friday, and in that department meeting. We also have updates 
for every department in case you know, there's don't know that yet or 
anything like that. So there's always communication coming across. So like I 
said, it's frustrating sometimes it can be having meetings all the time, or 
more often than not it despite that being that it's like super informative, and 
there's no better way to do your job than to be informed by everything 
possible. And I think our department does a great job of having everyone 
informed of everything and it's really helpful. 
 
Lily Randhawa  24:19   
Could you speak a little bit to how your department and also the the 
marketing end of it kind of opened? Oh, 
 
Dan Cunningham  24:25   
yeah. We were pretty close as far as 
 
anytime they send out 
 
kind of an email blast to fans for something, there's always a ticket portion to 
it, whether it's necessarily a promo, but could just be a link in the email that 
just says click here for tickets. You know, so we work together to make sure 
that that link is appropriate is the correct one, or it's active and it's a promo 
code. We work together on imagery for online so if you know we have a 
special package being built, we need work with them on a specific image 
that needs to go online. We work together on language as far as you know, 
postseason information, or just an individual game, we just need to put 
special language for promotion. You know, we work together on pretty much 



 

anything that has to do with tickets or, or you know, just what's going on line 
or what they're doing. I mean, there's just coffee occasion as far as the sales 
then goes that they need to know, they know something that wasn't working, 
or we work together to so heavily, heavily works with marketing does a lot of 
stuff with our website to tag stuff. So if you going to go to buy tickets, and you 
add to your cart, and then you decide, oh, I've changed your mind. I don't 
want to buy it right now. That's what we call cart abandonment. So you left 
the car like you were interested in buying. So we provide them as links to be 
able to put their tags in there so that maybe you'll get an email down the 
road that says, Oh, I saw you're interested in this You know, not what 
happened. But if you're still interested, here's the link or here's, you know, an 
email to buy or something like that. So we work with them to provide the 
links so that they can put their tagging in to provide that information so that, 
you know, maybe it was a last minute thing and you had to go you couldn't 
complete the purchase because you had to go randomly for whatever reason, 
our you know, you got distracted with something else in your website timed 
out on you, and you have to go back in No, and you just forgot to go back in, 
you know, it's something that they can go back and say, Hey, like, we saw 
you're wanting to buy like, here you go. So we were with them and providing 
the links to get them to that point where they can put their stuff in. 
 
Lily Randhawa  26:38   
Um, so going back to Maple specifically sounds like you're working a lot with 
basketball. And how if you had to, like divide up the seating into like 
percentages, like how much of it would you say is the reserve seating versus 
student versus away? 
 
Dan Cunningham  26:54   
Yeah. So it's, it's different for for everything in Naples. Nothing is the same 
Unfortunately. So for men's basketball, there are no general admission 
seating, everything is reserved seats. So everything that has a seat is an 
assigned seat location. Except for students, students have that whole lower 
area where they can go to games and have the whole sideline area in the 
lower level. But everything else is reserved. So it's probably 98% is reserved 
seating for that. for women's basketball, it's a little bit different. We have 
everything in the lower area is reserved seating except for that one section 
that students and that's ga and then upstairs the upper upper baseline areas. 
So the end the baseline court, where the hoops are that upper level, that's ga 



 

for fans, so they can sit anywhere they want. There's no assigned seat up 
there if they have a GAC or general admission ticket. They can go up there 
 
and then volleyball is Is 
 
all the upstairs is general admission and then everything downstairs is 
reserved except for students. So it's quite different. Every everything is a little 
bit different in there but most facilities are the same way. You know baseball 
is all reserved. We don't sell the grass area for ga unless we're sold out of 
reserved and then students are ga for basically wherever facilities students 
are always ga there's no assigned seats for students ever. But for baseball, 
everything is reserved for soccer. We have reserved nga, it's probably about 
6535 for soccer as far as reserved to ga 
 
and then you know, track, water polo all those are just ga since there's 
nothing else for us. See 
 
Alema Senesesa Malietoa Fitisemanu  29:00   
I guess I can have a question for Charlie. How people get tickets. Yeah. Do you 
know, like a rough estimate? Like how many people I call versus calling to get 
tickets versus like just a website? 
 
Dan Cunningham  29:13   
Yeah. 
 
I would say we definitely have more I wouldn't be able to give you a rough 
estimate just because it's so hard to tell. Yeah. But there's definitely three 
ways to do it. There's calling over the phone which is not all that often when 
we do get people to phone the phone, but I would say heavy, heavy base of 
our sales are online. I mean, a lot of people just like nowadays with buying 
tickets for events. Most of the time you know, whenever you're going you're 
going on stuff you're going on different seats are going on these other 
Ticketmaster you're going on these sites to buy tickets, or you're going on 
their direct site to buy. So a lot of our fans buy directly online. So I would 
probably say majority of the sales are probably like 60% online, you know, 30% 
walk up that binary Day of the game at the box office and then the rest of the 
phone that you know 40% between phone and box office obviously could be 
more phone depends on what it is, depends on the sport. I think football is a 
higher demand a lot of people like to call in for football. But other sports like 



 

basketball, or soccer or any other sport like Bible, there's higher online market 
and there's a higher demand for maybe folks just walking up to buy. So it all 
kind of varies. Most of the time, though, like for basketballs, it's pretty heavy 
online. And then occasional, like people just maybe they're having a little bit 
of an issue. I don't wanna say user error, but maybe it's like an internet error at 
home or, you know, slow internet or maybe it could be something with our 
ticket providers just working slow that day or is having an error. You know, so 
they'll call and try and call but most of the time it's internet is pretty much 
based on what we do. I 
 
Unknown Speaker  30:53   
see and you said like, people usually like to call in for football team talk a little 
bit. 
 
Dan Cunningham  30:58   
Yeah, so some people have specific areas that they like. And you know, there's 
a there's a map that they can choose from proceeding online. But sometimes 
they just like to hear someone say on the phone, you know, this is better, or 
this is not as good or we can do this, you know, because sometimes we have 
seats that are on hold that aren't open to the public online, because maybe 
sometimes online, you know, we're trying to push areas that need to get 
filled, because it's pretty empty, and we want to fill that area. So, you know, 
someone wants seats, but they don't want the seats that are there, but they 
think we might have something better, we might be able to provide 
something better for them. So we'll, we'll do that or someone's trying to buy a 
group ticket. You know, so, football sales usually can be quite more just 
because there's a lot more people buying tickets for that. You know, we're the 
other biggest facility after football is maples pavilion, which is like 7000 
tickets, as opposed to football, which gets up to 50,000 tickets. So there's a lot 
bigger demand as far as what they need compared to other sports. So that's 
why the rings a lot more for football just because of the amount of tickets 
that we can end up giving out, ends up being quite a bit more. Like I think we 
average around 38 39,000 tickets a game for football, maybe 40. I'm not sure 
exactly what that number is, but it's quite a bit more than men's or women's 
basketball, which is averaging around five, you know, 45 that's quite a bit 
more so the volume is going to be quite a bit higher as far as phone sales go, 
but it's all very the size of the facility kind of helps and drive what could be 
more than online on the phone, sometimes. faulty uptake, like I said, for 
football because of the size of the facility compared to men's or women's 



 

basketball, volleyball, the technicals which will still get a good amount of 
phone calls for them. But compared to what football is due to the size, you 
know, there's quite a bit more online sales as well for football, but 
 
Alema Senesesa Malietoa Fitisemanu  32:52   
I guess I 
 
the people who do call like I have a certain type of like ticket holder or Yeah, I 
mean it's 
 
Dan Cunningham  33:02   
it could be just a general fan that just wants to buy. It could be season ticket 
holders that are either football season dealers or they could be other sports 
season ticket holders that just you know, want a ticket and you know a lot of 
other seats dealers don't know if you're not seem to get a hold of that sport 
allows you to go for other sports don't know that they get a discount. So one 
of the benefits of being a seasoned dealer is we provide a discount for all 
sports as long as you're a season ticket holder that we normally ticket so if 
there's track or level like there's no season ticket discount because it's there's 
only like one or two prices anyways like youth or adult like there's no other 
season to discount. But if you're a football season ticket holder and you want 
to come to a women's basketball game, there is a season ticket discount for 
you online through the online portal that they would normally buy as long as 
they're logged in. Or they can call it because sometimes they don't know 
sometimes they'll go in and they'll try to buy you know, sometimes they 
create second accounts to choose We have to merge those and make them 
all one. So they're not multiplying our system with multiple accounts that 
don't need to be but you will have seen it olders will have alumni that call 
maybe that not necessarily active alumni but could be just school alumni that 
want to buy because our with alumni group TV or a groups want to call 
families of groups, faculty staff might call that are not necessarily the day 
breathalyze Harvard but their teachers or something that want to buy, you 
know, so it ranges from the general fan to alumni to groups to season ticket 
holders at all kind of varies on what it is. So, 
 
Alema Senesesa Malietoa Fitisemanu  34:41   
I guess along that line of like groups or individuals like is there an average 
amount as their common Mallory like people buy togethers? 
 



 

Dan Cunningham  34:51   
Yeah, we have we have quite a bit. For football specific. There are quite a bit of 
people that buy groups and there's not as many promo codes promo codes 
are really helpful that a group leader can just give a promo to someone or 
they can go online and buy themselves. It's pretty heavily with like basketball 
or volleyball, football we do, we do a good amount. But a lot of those groups 
also like to just buy them in advance and then work with the families to just 
distribute them on their own. We do have groups, you know, will they'll do a 
promo code through us and they'll buy online or sometimes they had the 
group, and they'll have the code, they'll call in and say, I'm with this group, 
here's promo code, Stanford or whatever it is, and go put the put the 
information in the ticket system, and then they'll find those seats where the 
other ones are, and they'll be able to sit together. So when it's a group calling 
in or whatever it is, we try to make sure that they're with the group, they're 
not just getting some random place, unless it's somewhere where the group 
leader for the group didn't specify that they want specific seating and it can 
just be anywhere they just want a group that it's like what we put you 
anywhere, but if it's a specific area that they want, we'll make sure that they're 
with the other group. Okay, 
 
Alema Senesesa Malietoa Fitisemanu  36:11   
I just had one last question. He said that to holders didn't know that they had 
a discount for all season ticket events. Other other i guess i deals or things 
that you offer that are being like maybe under utilized or 
 
Dan Cunningham  36:27   
come. So I think with the season ticket discount one, that's stuff where it 
comes in, when they get their season package. And some of those things, 
sometimes it's just over read and they don't remember they don't read it. You 
know, and they don't see that they get a discount for any sport. So, you know, 
that's just communication to them is just trying to reiterate to though a lot of 
football folks know, other sports, sometimes they don't. It's good new folks 
who really don't know, it's the ones who've been here for several years, that 
kind of remember and it's drilled into their minds because they've been 
doing it for so long and I keep getting that information to them. It's a new 
folks that become new season dealers that we have to remind them and say, 
Hey, like, you know, if you want to go to another sport, don't forget to log into 
your account because you'll have access to discount and season tickets are 
not discounts these days, but discounted individual game tickets. We do offer 



 

tickets for like large donors, especially for football and priority seats, we have 
like certain areas and they get discount as well. They get the same discount 
season ticket holders, we try to provide them with, you know, as much as we 
can do the fact that they're in Priority seats and they give back to Stanford 
quite a bit. So we want to make sure we take care of them as much as we can 
without giving free away but giving them a discount because I do take care 
of the athletics department quite a bit. And then, you know, other than that, 
it's just alumni that we provide like a close to the athletics alumni, the 
athletes lock Yes. You know, we provide a ticket to every event for them. 
They're able to buy an additional one but they do get a free one every time. I 
think sometimes. I'm not sure athletes win. they graduate they know 
necessarily that they get it. I think I don't, I'm not a former athlete here. So I'm 
with no, but I think they get an email it says that they are eligible for a free 
one. But I'm not really involved in that I just kind of deal with the setup of 
making it available to them, and changing them over if someone who's 
known as and says that they're supposed to be. And then I think one of the 
thing that kind of is underutilized is we do like a partner program for 
students. So if wife, boyfriend, girlfriend, partner, whatever, whatever 
 
it be, we provide 
 
and they're not a Stanford employee or student or anything like that we 
provide the ability to, to buy a pass so that they can come to events with you 
and be a student in student section. So what that is, it's like $65. Say I'm a 
student and my partner doesn't go here but you know, they want to come to 
games. I'll buy $65 Pass, they'll get the ID card. Just like, you know, just like 
you would have and then we put that in the system and they're able to claim 
tickets or scan their Id just like a student. And we have quite a bit I mean, you 
know, it's quite a bit USD and we have information on our website. But, you 
know, there's I'm sure there's a lot of students who have partners out there 
that would like to come to our games or don't know about that program, 
maybe and they buy tickets not knowing. So it's something that we do and 
there's a lot of people that use it, there's probably also a lot of people that 
don't so I think it's just, you know, something we working on to communicate 
that more but that's a fun little thing that we do for families of students and 
stuff. 
 
Alema Senesesa Malietoa Fitisemanu  39:36   
And that's 65 is that just like per event or no 



 

 
Dan Cunningham  39:39   
that's what the whole season so 65 It gets you football all our tickets, sports 
and then also gives you access to those sports that we end up not ticketing 
that it's a ticketed sport because it's a until event or something like that, 
where you can just show your ID and you'll be able to get access just a good 
student. Okay. 
 
Alema Senesesa Malietoa Fitisemanu  39:55   
So for a whole season so like if you bought it for football, just be friends. 
 
Dan Cunningham  39:59   
So it's only thing. So you buy, you'll buy a partner pass and that partner pass 
will give you access to online account where your online account can claim 
tickets for football. And then you just use your Id like you would for any other 
event to scan into. Yes, because we're able to input the numbers on your ID 
that were that barcode is input that into our system, even if it's not, even if it 
doesn't say student, we're able to put it in our system that says, You are 
labeled this, which allows you to scan your ID or claim like you would for 
football. So 
 
Unknown Speaker  40:29   
yeah, sweet. 
 
Lily Randhawa  40:37   
Thank you. So 
 
Dan Cunningham  40:40   
if there's any other questions you have that you think of afterwards, feel free 
to email me and let me know. I'm happy to share details. There's more 
questions that the group asked after you share 
 
them to come back and speak I'm happy to talk so 
 
alright, so much. Yeah, welcome. 
 

   



 

Chatbot Prototype  
 
User: Hi, I’m interested in going to a Stanford football game soon. When’s the 
next one?  
 
Bot: Thank you for using the Stanford Athletics Ticketing Chatbot, designed 
for current Stanford students.  
 
Bot: I see that you’re interested in a Stanford football game soon. The next 
game is on Friday, February 7th at 5pm. Are you interested in that game?  
 
User: Yes.  
 
[if yes] Bot: Great, I’ll get you set up. Could you please send a photo of your 
Stanford Student ID?  
 
[if no] Bot: Okay. Let me know if another game would work, and I can get you 
set up.  
 
User: [send photo of Stanford Student ID]  
 
Bot: Thanks for sending that over. You’re almost done. I’ll send a confirmation 
number to your Stanford email for verification. It should be in the form: 
“XXX-XXX.” Please send it back to me.  
 
User: “XXX-XXX” 
 
Bot: Here is your ticket:  
 
Bot: [Photo of Ticket]  
 
Bot: Enjoy the game!  

   



 

Chatbot Prototype Post-Interview Guide 
Thanks for taking the time to interview with us today, XXXX. We have a couple 
short questions about your experience. Is that okay?  
 
General  
 

● How often do you go to Stanford athletics events?  
● What are the reasons you go?  
● What are the barriers for you in going to a Stanford athletics event?  

 
Chatbot 

 
● How long do you think it took for you to get a ticket through the 

chatbot?  
● How did the chatbot experience make you feel?  
● What could be improved?  

 
Website 
 

● How long do you think it took for you to get a ticket through the 
website?  

● How did the website experience make you feel?  
● What could be improved?  

 
 
   



 

Chatbot Prototype Results 

Interview I: Steven Newman  

Transcript 

Maurice Chiang  0:01   
Hi, Steven, thanks for taking the time to interview with us today. Great, so, 
let's go ahead and get started. We'll be asking you to use iMessage or SMS 
text to carry out this test. You’ll also need a computer or website for you to go 
to gostanford.com. Great, so and if you wouldn't mind talking out loud while 
you're going through the process. Please talk about your thinking as well. So 
the number you can text is 615-521-8771. 
 
Steven Newman  0:57   
Alright, thanks. 
 
Maurice Chiang  1:00   
615-521-8771. 
 
Steven Newman  1:08   
All right. Let me text about the game. Can I get tickets for the game on 
Saturday, the football game. 
 
Steven Newman  1:51   
“Thanks for using the Stanford athletics ticketing chatbot design for current 
Stanford students.” 
 
Steven Newman  2:08   
It knows that I'm interested in the Stanford football game soon.Says the next 
game is on Friday. Are you interested in that game? Yes… Two student tickets 
please. 
 
Steven Newman  3:03   
Well, I'll just claim my own ticket 
 
Steven Newman  3:21   



 

It says great, I'll save you one. Can you please send a photo of your Stanford 
student ID? 
 
Steven Newman  3:37   
All right, sir. 
 
Steven Newman  3:48   
It says thanks for sending. You're almost done. I'll send the confirmation 
number to you for email for your verification that should be form x x, x x x, 
please send it back to me. 
 
Steven Newman  4:37   
Oh, and we got the code. 
 
 
Steven Newman  5:03   
All right, just respond with the ticket. And I'm all set for the game. 
 
Steven Newman  5:22   
Just said enjoy the game. Thank you. 
 
Maurice Chiang  5:29   
That was our first test. And the second one provides you with a link to 
www.gostanford.com. And if you would just kind of talk through the process, 
how getting a football ticket is on the website. So just so just like kind of talk 
through how you go about getting a ticket. 
 
Steven Newman  6:00   
I mean I always had a little bit of trouble with the setup. Kind of finding the 
student section like where you get student tickets... 
 
Steven Newman  6:24   
Student tickets under the red zone… can’t see… search for football see how to 
claim football tickets. Got to click here to sign in. Login if you even have an 
account there. Alright, so it seems just like a more long winded process to get 
the ticket. More confusing. 
 
Maurice Chiang  7:14   



 

Cool. Yeah, so you can't actually buy the ticket but seems like you actually 
figured it out pretty quickly. Cool. So I have just some quick post interview 
questions. So thank you for taking the time to interview with us today. Steven. 
We have a couple of questions about your experience. How often you go to 
Stanford athletics events, very rarely. What are the reasons you go?  
 
Steven Newman  7:47   
My friends decide to go to a football game. I say why the heck not? 
 
Maurice Chiang  7:51   
What are the barriers for you to go? 
 
Steven Newman  7:55   
Motivation. I got to  find friends who also want to go to the same sporting 
event as me. 
 
Maurice Chiang  8:04   
For the chatbot, how long do you think it took to create a ticket? 
 
Steven Newman  8:06   
Huh? Geez, I don't know, maybe two minutes? 
 
Maurice Chiang  8:11   
And how did the chatbot experience make you feel? 
 
Steven Newman  8:15   
Made me feel valid? Just was really efficient, polite, know, how to know, is a 
contrast to my experiences with the Stanford athletics portal. For sure. 
 
Maurice Chiang  8:28   
And what do you think could be improved?  
 
Steven Newman  8:31   
I'd say not much. Really. I got my ticket on my phone really quickly, on the 
phone call ready to scan it again.  
 
Maurice Chiang  8:42   
On the website. How long does it take for you to do that? 
 



 

Steven Newman  8:46   
That's a long process because I'd say it takes at least 10 minutes. I remember 
the last Cal game. I first had to remember my account. There's a separate 
account from your student account and makes it really difficult to keep track. 
And then just finding the right game is really annoying just like searching 
through to find the place. And still it's kind of difficult to log in, do all those 
steps. 
 
Maurice Chiang  9:22   
Awesome. Well, thanks. Thanks for your feedback, Steven. 

Screenshots 

 
 

Interview II: Esther Li 

Transcript 

Maurice   
Hi, Esther, thank you for taking the time to chat with us today. We're going to 
be going through two different two different scenarios. The first of which is a 



 

chatbot texting interface in order for you to order Stanford athletics tickets. 
And the second interface is through the go stanford.com website. Let's start 
off with the chatbot interface. I'll be providing you with a number 
615-521-8771, and you'll be texting this number in order to order your tickets. 
So feel free to get started and please talk out loud while you're making your 
decisions and about what you're thinking. 
 
Esther   
Hello there. What type of tickets am I trying to purchase? 
 
Maurice   
Up to you.  
 
Esther   
I'd like to purchase some basketball tickets. Alright, I got a text that says 
thank you for using the Stanford Athletics Ticketing chatbot for current 
Stanford students. Okay So what am I supposed to do? I texted can I get 
some tickets? It's taking a while for the chatbot to get back to me. Oh, it's 
typing. There you go. I see that your interested in a Stanford basketball game 
soon. The next game is on Friday, February 7th at 5pm. Are you interested in 
that game? Yeah. Can I get two tickets? Great. I'll get you set up. Could you 
please send a photo of your Stanford Student ID? Unfortunately you can only 
provide one ticket at this time. I see. Okay, no problem. Alright, I sent my 
photo. Thanks for sending that over. You’re almost done. I’ll send a 
confirmation number to your Stanford email for verification. It should be in 
the form: “XXX-XXX.” Please send it back to me. Here is your ticket. Enjoy the 
game.  
 
Maurice   
Great, so we'll get started with our second scenario if you can go to go 
stanford.com and try and purchase the same ticket. 
 
Esther   
Okay. Huh I got an ad blocker popup asking me to disable my ad blocker. 
Interestingly, I didn't know Stanford makes money off of ads on their 
websites. I've never seen an ad blocker message on a Stanford site. But okay. 
Okay, going to the tickets tab. I just clicked on, hold on... student tickets. And 
I'm looking for February seven. Okay, I see this game, but this doesn't really 
link to anything where I could purchase a ticket. It's just a schedule. Okay, 



 

scrolling down, it says how to claim tickets. So I'd have to sign in first. Okay, so 
I'm clicking Click here to sign in and I'm signing in. Interesting. So it wants me 
to click either Football student tickets or student partner slash child passes 
but I want a basketball ticket. So I'm kind of confused. Where am I supposed 
to go? Okay buy tickets. I can browse by sport. So I'll click women's basketball. 
I guess this is a single game. Okay, found it. Women's basketball vs UCLA. I 
can find tickets. And then I can purchase a seat. So I guess I could click on a 
section and choose a specific seat. Interesting. Okay, let's say I just choose this 
random seat in an advanced public. Although I thought for students, these 
games should be free.  
 
Maurice   
Okay, I think that's sufficient. I got the picture.  So I have a couple questions 
for you as a follow up. So, thank you for taking the time to interview us today. 
Esther, we have a couple short questions about your experience. How often 
do you go to Stanford athletics events? 
 
Esther   
Barely ever 
 
Maurice   
What are the reasons you go? 
 
Esther   
To support friends, or just to hang out with friends. 
 
Maurice   
What do you think could be improved? 
 
Esther   
About the ticketing process? 
 
Maurice   
What are the barriers for you in going to a Stanford athletics event? 
 
Esther   
My laziness. If it costs money, I guess, but usually it doesn't. So it's usually not 
an issue. I guess my time if I have conflicts, or other other things I have to do. 
 



 

Maurice   
So for the chat bot, how long do you think it took for you to get a ticket 
through the chat bot? 
 
Esther   
It was really fast. Maybe it was like 2..? No, the chatbot was kind of slow at 
some points. Okay. Well, I believe it was around five minutes, but mostly 
because I didn't know where my ID was. So I had to look around a little bit. 
But I imagine I could get it done in just two to three minutes. 
 
Maurice   
Okay, and what can be approved? 
 
Esther   
Well, I wanted to purchase several tickets, but it didn't let me. I understand 
though that you need to verify identity. But it would be nice if I could 
purchase multiple tickets. Sometimes maybe someone will be visiting as a 
guest. And it would be cool if I could purchase a ticket for them as well. 
 
Maurice   
Cool. And on the website, how long did it take for you to get tickets to the 
website? 
 
Esther   
Well, I didn't even finish getting a ticket. 
 
Maurice   
But how long do you think you would take the whole process? 
 
Esther   
Maybe like 10 minutes? 
 
Maurice   
How does the website experience make you feel? 
 
Esther   
Lost? Confused? 
 
Maurice   



 

What do you think could be improved 
 
Esther   
A lot of things. The organization of the material. I don't know. I feel like it's not 
that bad, but overall it just took a lot of clicks to get to what I actually wanted, 
which is just tickets to a basketball game.  
 
Maurice   
Great. Okay. Well thank you so much for your time.  
 
Esther   
Bye. 
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Interview III: Daniel Tang  

Transcript 

Maurice   
Hi, Daniel, thank you for taking the time to interview with us today. 
 



 

Daniel   
Yeah, no problem. 
 
Maurice   
We have two prototypes to test with you. One of them is a chatbot interface, 
where I will provide you with a number and you'll text that number in order to 
order Stanford athletics events tickets. The other interface is where you will 
use a website to order your tickets online. 
 
Daniel   
Alright, cool. 
 
Maurice   
So let's start with the chatbot. So the number you can text is 615-521-8771. 
 
Daniel   
Okay, great. Hello. 
 
Maurice   
And if you could just kind of talk out loud like your thinking process and stuff 
as you're going through it. 
 
Daniel   
I see the chatbot is responding. Oh, pretty good. Thank you for using the 
Stanford athletics ticketing chatbot designed for current Stanford students. 
What game would you like to go to? Um, I don't know, what games are 
available?  
 
Maybe you're interested in the Stanford football game soon. The next game is 
on Friday, February 7. Are you interested in the game? Sure, why not. 
 
Could you please send a photo of your Stanford student ID? Well, give me a 
second. Alright, just sent the ID over. I'll send a confirmation number to your 
Stanford email for verification. Aha, there you go. All right, sent the code over. 
Nice. 
 
Maurice   



 

Okay, great. So that was scenario one. And for scenario two, we ask that you 
just navigate to gostanford.com and try and purchase a Stanford football 
ticket or the same ticket that you tried to purchase on the chat box. 
 
Daniel   
So the websites are loading. Very nice. Okay, so we've got a prominent game 
at the top and then a calendar of games. Interesting. So there's games from 
all different sports teams, but it looks like I have to search specifically for 
football. Tickets home page. Ah, Football tickets are central under the tickets 
tab. Right so I see season tickets. Oh boy. There's a lot of pricing information. 
Interesting. Okay, so there is a section for students more on the red zone. So 
from here it's taking me to a new page. Cardinal rewards program. So we 
have a bunch of different games that come up. And let's see. These are all 
basketball games. Interesting. How to claim football tickets, click here to sign 
in. Okay, here we go. I did a control find at the very bottom of the page. Okay, 
so from here I can enter my student information.  
 
Maurice   
Yeah, it's okay. You can stop here. 
 
Daniel   
Tickets were so hard to get. 
 
Maurice   
Great. So I have a couple follow up questions. How often do you end up going 
to Stanford athletics events? 
 
Daniel   
I probably go maybe once or twice a year. 
 
Maurice   
And what are the reasons why you go? 
 
Daniel   
Usually it is to go with friends to particular events friends are competing in or 
just bigger games in general. 
 
Maurice   
What are the barriers for you in going to the Stanford athletics event? 



 

 
Daniel   
Generally it's probably scheduling, Finding times that work best. 
 
Maurice   
Great. And so for the chatbot, how long do you think it took for you to get a 
ticket? 
 
Daniel   
It may be under three minutes. 
 
Maurice   
And how did the chat experience make you feel? 
 
Daniel   
I think it was very efficient, in terms of finding tickets, and then actually 
purchasing them. I think there could have been a little bit more information 
in terms of what types of the games are available and the pricing. But yeah, 
overall it was very fast, very quick, which is good. 
 
Maurice   
Cool. And for the website, how long do you think it took to go through it? 
 
Daniel   
At least five minutes I think to go through the website. You really had to 
navigate through multiple tabs and windows in order to get to the 
purchasing page, or at least a page where you could access tickets. So it's 
definitely pretty inefficient that way. 
 
Maurice   
And how did it make you feel and what do you think could be improved? 
 
Daniel   
Well I liked the visual aspects of the website, but it's a bit frustrating and 
there's a lot of information. It is a bit overwhelming to try to get to exactly 
what I wanted to get to. So yeah, I think in terms of form, it's nice, but I think 
the functionality wasn't quite there for the website. 
 
Maurice   



 

Great. Well, thank you for your time today, Daniel. And  your answers will be 
used to fuel promising HCI research.  
 
Daniel   
Yeah, no problem. I look forward to it.  
 
Maurice   
Great thanks. 
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Study Space Post-Interview Guide 
Thanks for taking the time to interview with us today, XXXX. We have a couple 
short questions about your experience. Is that okay?  
 

● How likely would you be to come back to this study space? 
● Is there anything you feel was missing from your experience here? 
● How productive do you feel you were during this time? 
● How long did you spend here? 
● How has this experience affected your relationship with Stanford 

Athletics? 
● How might this space inspire changes in your behavior? 


