Venues Join Forces
To Fill Calendars
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i For arenas not located in one of the 40-50 major North American mar-

seats 23,500. kets, attracting quality content and avoiding dark nights can be a chal-
lenge. @ Even so, there are plenty of quality arenas in smaller markets
that are willing to take a risk on shows and offer marketing assistance.
® The Venue Coalition, a consortium of 30 arenas in the United
States and Canada, strives to keep these venues on the radar
of agents and promoters. m “Every venue of every size wants
the same things: more content and fewer dark nights,” says
veteran promoter Jeff Apregan, president of Apregan Group
and co-founder of the Venue Coalition. “We’ve seen people AR AS
try to get a group of small or midsized market arenas to-
gether, and it never got traction. So we really felt there was al
a need for these venues to have some representation to try ARENA
and help them book some incremental events.” THEATERS

The coalition began in 2005 as the brainchild of to take a financial
Apregan, his partner Gilles Paquin and Kevin Don- risk on shows, but
nelly, VP of the MTS Centre in Winnipeg, Manitoba.  that helps.
“Really it was justa conversation about how there was “Really, the main requirement
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a need to try and help find content to play some of
these smaller markets that don't always get shows,”
says Apregan, who also serves in a similar capacity
with the Gridiron Stadium Network,

Andrew Prince is VP of operations for the Venue
Coalition. He says venue members are not required

is an interestin sharing information and working with
peers to collectively identify shows that are out there
to give them the best possible chance at securing con
tent,” he says.

“We have venues that have the latitude to take on
risks and produce shows, continued on >>p46







