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Reimagining Ticketek
from transaction to 
experience.
A complete service-design case study — turning Australia's most-used and most-
criticised ticketing platform into a service customers would choose, not just tolerate.

Kyle Van Trier Researcher & Service Designer S E L F - D I R E C T E D  C A S E  S T U D Y



O V E R V I E W

At a glance

Ticketek is the default ticketing platform for 
live events across Australia and New Zealand 
— and one of the country's most criticised 
consumer brands.

I ran a full, end-to-end service-design process — research, 
synthesis, ideation and delivery — to understand why the 
experience fails customers, and to design a service that 
earns loyalty instead of relying on market dominance.

W O R K E D  S O L O

Researched, synthesised and designed end to end — by one 
person.

M Y  R O L E

Sole researcher & service 
designer

D I S C I P L I N E

UX research · Service design · 
Brand

M E T H O D S

15+ research & ideation tools

D E L I V E R A B L E S

Blueprint · Journey & service 
maps · Concept

F O R M A T

Self-directed design case 
study

S U B J E C T

Ticketek — AU / NZ live-event 
ticketing
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C O N T E X T

The design challenge

Ticketek dominates ticketing across 
Australia and New Zealand — yet customers 
feel forced to use it, not glad to. So how do 
you redesign a service people only tolerate 
into one they would actively choose?

Founded in 1979 and now part of the TEG entertainment group, Ticketek is the official ticketing 
partner for major venues including ANZ Stadium and the Sydney Cricket Ground. But the whole 
category — Ticketek, Ticketmaster, Moshtix — is defined by the same complaints: monopolistic 
control, hidden fees, bot interference and indifferent service.

1979
Founded — a 40-year category incumbent

AU + NZ
Market-leading ticketing platform

Negative
Dominant sentiment across review platforms
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T H E  P R O B L E M

Four failures customers feel every time

01

Technology that 
buckles

Website crashes and opaque 
queues collapse under high-
demand on-sales.

02

Pricing without 
honesty

Fees stay hidden until 
checkout — customers feel 
quietly deceived.

03

Support that can't 
resolve

Offshore call centres, long 
waits and complaints that go 
nowhere.

04

An allocation that feels 
unfair

Random 'Lounge' queues and 
bots erode any sense of a fair 
shot.

These are symptoms, not the disease.  Where they come from is the work of the next phase.
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A P P R O A C H

A four-phase design process

I structured the project around a discover–define–develop–deliver model — diverging to understand and explore, 
converging to define and decide.

01

Discover

Research the organisation, its 
service system and the people 
it serves.

S Y S T E M  M A P  ·  J O U R N E Y  M A P  ·  
P E R S O N A S  ·  E M P A T H Y  
I N T E R V I E W S

02

Define

Synthesise the noise into one 
sharp, root-cause problem 
worth solving.

F I V E  W H Y S  ·  E X P E C T A T I O N  M A P  ·  
H M W  ·  C U S T O M E R  P R I O R I T I E S

03

Develop

Diverge widely across the 
solution space, then converge 
on a concept.

O P P O S I T E  &  A N A L O G Y  T H I N K I N G  ·  
1 0 × 1 0  ·  I N N O V A T I O N  B A T T L E F I E L D

04

Deliver

Design the end-to-end service 
— and the brand built around it.

S E R V I C E  B L U E P R I N T  ·  
W I R E F R A M E S  ·  B R A N D  S Y S T E M  ·  
B U S I N E S S  M O D E L
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P H A S E  0 1

Discover
Understanding the organisation, its service system, and the people it lets 
down.

01  Discover 02  Define 03  Develop 04  Deliver
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D I S C O V E R  /  M E T H O D

Grounding the work in evidence

Before designing anything, I built a deep, evidence-based picture of Ticketek — who it is, how its service works, and 
where customers feel it fail.

Desk research & review mining

Analysed customer sentiment across Trustpilot, ProductReview and the App Store.

Organisational & brand profiling

Decoded Ticketek's history, offering, tone and visual language.

System mapping

Mapped how the offering, identity, stakeholders and shortcomings interconnect.

Journey mapping

Traced the end-to-end experience to locate every point of friction.

Empathy interviews

Spoke with real event-goers to hear the experience in their own words.

P R I N C I P L E

Every design decision in this 
project traces back to 
something a real customer 
said or did.

Research first. Opinions second.
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D I S C O V E R  /  F I N D I N G S

A brand that functions — but never connects

S Y S T E M  M A P  — T I C K E T E K ' S  S E R V I C E  E C O S Y S T E M

01 Purely utilitarian

Ticketek publishes no mission, vision or goal. It exists only to 'browse, buy, 
deliver' — a brand with no point of view.

02 A clinical, feature-led tone

White-and-navy screens guide users like a train booking — never matching 
their excitement for the event.

03 Negative by default

Across every review channel, the customer story is dominated by frustration, 
not advocacy.

D I S C O V E R  ·  F I N D I N G S 0 8   ·   2 8



D I S C O V E R  /  J O U R N E Y  M A P

Mapping where the experience breaks

C U R R E N T - S T A T E  C U S T O M E R  J O U R N E Y  M A P  — A W A R E N E S S  T O  P O S T - E V E N T

THE 'LOUNGE' QUEUE

No transparency and no first-come fairness —
pure anxiety.

CHECKOUT

Hidden fees surface only at the very final step.

POST -PURCHASE SUPPORT

Frustrates customers more often than it 
resolves anything.
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D I S C O V E R  /  P E R S O N A S

Three people, three ways to be let down

ET

Emily Thompson
T H E  F R E Q U E N T  C O N C E R T - G O E R

28 · Marketing coordinator, Melbourne

G O A L

Secure tickets fast and get fair value for 
money.

F R U S T R A T I O N

The unpredictable 'Lounge' queue and fees 
that appear only at checkout.

I love live music — but Ticketek's process 
dampens the excitement.

MC

Michael Chen
T H E  S P O R T S  F A M I L Y  M A N

42 · High-school teacher, Sydney

G O A L

Plan easy, family-friendly outings to the big 
games.

F R U S T R A T I O N

A clinical interface, hard seat comparisons 
and clunky ticket transfers.

I want a service that makes planning 
family outings easy.

SN

Sarah Newton
T H E  A C C E S S I B I L I T Y  A D V O C A T E

35 · Graphic designer, Melbourne

G O A L

Equal, well-informed access to the events she 
loves.

F R U S T R A T I O N

Missing venue accessibility information and 
no support while booking.

I want to enjoy events like everyone else.

D I S C O V E R  ·  P E R S O N A S 1 0   ·   2 8



D I S C O V E R  /  S Y N T H E S I S

Inside the customer's head

E M P A T H Y  M A P  — E M I L Y ,  T H E  F R E Q U E N T  C O N C E R T - G O E R

H I E R A R C H Y  O F  C U S T O M E R  N E E D S

Ticketek meets the basic needs — a platform that loads. The 
needs that build loyalty — safety, belonging and esteem — go 
almost entirely unmet.
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D I S C O V E R  /  E M P A T H Y  I N T E R V I E W

One conversation that reframed the brief

I don't really pay attention to which 
company I use — I just want to see 
the band.

Rebecca Full-time nurse & live-music fan · empathy interview

01 Scarcity is normalised

She has come to expect missing out — even considering interstate 
flights to catch a show.

02 The platform isn't the point

Her loyalty is to artists and events. The ticketing brand is invisible to 
her.

03 The journey doesn't end at checkout

Her sharpest frustration was getting home afterwards — transport, 
not tickets.

T H E  I N S I G H T

Customers don't want a better way to buy a ticket — they want 
the whole experience, before and after, to feel considered.

D I S C O V E R  ·  E M P A T H Y  I N T E R V I E W 1 2   ·   2 8



P H A S E  0 2

Define
Cutting through the noise to find the single, root-cause problem worth 
solving.

01  Discover 02  Define 03  Develop 04  Deliver
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D E F I N E  /  R O O T - C A U S E  A N A L Y S I S

Asking 'why' five times

I ran a Five Whys analysis on each of the four core problems. Every chain — traced independently — ended in exactly the 
same place.

W H Y  × 5

Pricing opacity

Fees hidden to look competitive —
short-term profit chosen over 
customer trust.

W H Y  × 5

Poor service

Support left under-resourced —
treated as a cost centre, not a 
priority.

W H Y  × 5

Unfair ticketing

A system built for speed and 
simplicity — fairness was never a 
design goal.

W H Y  × 5

Poor accessibility

Inclusivity never built into the 
process — diverse needs never 
understood.

T H E  R O O T  C A U S E

Every chain converges on one thing — a culture without the customer at its centre. Decades of market 
dominance bred complacency: there was never any pressure to care.

D E F I N E  ·  R O O T - C A U S E  A N A L Y S I S 1 4   ·   2 8



D E F I N E  /  E X P E C T A T I O N  M A P

The gap is the opportunity

E X P E C T A T I O N  M A P  — W H A T  C U S T O M E R S  H O P E  T O  T H I N K ,  S E E ,  H E A R  &  D O

I mapped what customers expect across the journey. 
The distance between this ideal and their real 
experience is exactly the space to design into.

T H E Y  E X P E C T

Transparent pricing, a fair shot at tickets, and a service that feels 
as excited as they are.

T H E Y  G E T

Fees at checkout, a random queue, and a clinical tool with no 
personality.
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D E F I N E  /  T H E  R E F R A M E

Reframing the problem

Ticketek treats ticketing as a transaction to be completed. Customers live 
events as moments to be anticipated, shared and remembered. The 
opportunity is to design the service around the experience — not the sale.

H O W  M I G H T  W E …

01

make ticket access feel fair 
and transparent?

02

extend the experience 
beyond the event itself?

03

give customers a reason to 
choose Ticketek, not just 
tolerate it?

04

design inclusively, so 
access is equal for 
everyone?

D E F I N E  ·  T H E  R E F R A M E 1 6   ·   2 8



D E F I N E  /  P R I O R I T I S A T I O N

What to solve first

From the research I shortlisted the customer priorities that mattered most — the jobs and pains the new service had to 
address, in order.

01 Early & fair access to tickets Relieves the anxiety of missing out and competing against bots.

02 Transparent, honest pricing Relieves the feeling of being deceived by fees at checkout.

03 Inclusive, accessible experiences Relieves exclusion and the absence of clear accessibility 
information.

04 Connection with other fans Relieves isolation from the wider community of event-goers.

05 Ways to relive — or not miss — events Relieves disappointment when life makes attendance impossible.

D E F I N E  ·  P R I O R I T I S A T I O N 1 7   ·   2 8



P H A S E  0 3

Develop
Exploring the solution space widely — then converging on one concept.

01  Discover 02  Define 03  Develop 04  Deliver
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D E V E L O P  /  I D E A T I O N

Stretching the solution space

To avoid obvious answers, I ideated through structured methods — opposite and analogy thinking, brainstorming cards, 10×10 
sketching, and an innovation battlefield to pressure-test what survived.

1 0 × 1 0  S K E T C H I N G

I N N O V A T I O N  B A T T L E F I E L D

O P P O S I T E  T H I N K I N G

Analogy thinking drew lessons from Spotify Premium, Moshcam's recorded concerts, biometric account security — and even game-design anti-bot tactics.

D E V E L O P  ·  I D E A T I O N 1 9   ·   2 8



D E V E L O P  /  C O N C E P T S

Three concepts, converging on one

Promising ideas became three concepts, each tested against value-proposition canvases and value pyramids. They pointed, 
repeatedly, in the same direction.

C O N C E P T  0 1

Premium access & early tickets

C O N C E P T  0 2

Digital concerts & community

C O N C E P T  0 3

Personalised recommendations

All three converged into a single, subscription-based service.

D E V E L O P  ·  C O N C E P T S 2 0   ·   2 8



P H A S E  0 4

Deliver
The reimagined service — Ticketek Premium Plus — and the brand built to 
carry it.

01  Discover 02  Define 03  Develop 04  Deliver

2 1   ·   2 8



D E L I V E R  /  T H E  C O N C E P T

Introducing Ticketek Premium Plus

Premium Plus reframes Ticketek from a checkout into a membership — giving fans early access, personalisation, community and 
inclusion, and staying with them well beyond the event itself.

“Your ultimate ticket to the unimaginable.”

Early & fair access

Priority windows behind 
verified accounts.

Personalisation

Recommendations tuned to 
taste and needs.

Community

Hubs to connect fans before 
and after.

Digital concerts

Live-streamed and on-
demand events.

Accessibility-first

Detailed access info and 
dedicated support.

D E L I V E R  ·  T H E  C O N C E P T 2 2   ·   2 8



D E L I V E R  /  S E R V I C E  D E S I G N

Architecting the service end to end

A service blueprint defines the front-stage, back-stage and support processes behind every customer action — while the offering map 
shows how the new service's parts fit together.

S E R V I C E  B L U E P R I N T  — F R O N T - S T A G E  T O  S U P P O R T  P R O C E S S E S N E W  S E R V I C E  O F F E R I N G  M A P  — P R E M I U M  P L U S

D E L I V E R  ·  S E R V I C E  D E S I G N 2 3   ·   2 8



D E L I V E R  /  J O U R N E Y

A journey with a beginning, middle — and after

R E D E S I G N E D  C U S T O M E R  J O U R N E Y  — A W A R E N E S S  T O  A D V O C A C Y

S E R V I C E  L I F E C Y C L E  M A P

F R O M

Anxiety, confusion and the fear of missing 
out.

T O

Anticipation, confidence and belonging.

The redesigned journey adds Retention and 
Advocacy stages the original never had.

D E L I V E R  ·  J O U R N E Y 2 4   ·   2 8



D E L I V E R  /  I N T E R F A C E

Designing the screens

L O W - F I D E L I T Y  W I R E F R A M E S  — K E Y  P R E M I U M  P L U S  S C R E E N S

Low-fidelity wireframes translated 
the concept into structure —
resolving layout and hierarchy 
before any visual design.

Personalised home & event discovery

Transparent ticket selection

Virtual-concert player

Community boards & account hub
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D E L I V E R  /  B R A N D

Giving Ticketek a voice

A purely functional brand was given an identity — built 
on two archetypes and a clear set of values.

The Explorer   60%

Discovery, freedom and new experiences. “Don't fence me in.”

The Entertainer   40%

Joy, participation and celebration. “Life's a stage.”

New values — transparency, experience, accessibility and community —
give the brand a reason to exist beyond the transaction.

#1E90FF

Electric Blue

#FF4500

Vibrant Red

#FFD700

Bright Yellow

#10193A

Midnight

#CCCCCC

Soft Grey

T Y P O G R A P H Y

Montserrat — Headlines

Roboto — Body copy
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D E L I V E R  /  B U S I N E S S  C A S E

A service that pays for itself

Modelled through a Business Model Canvas — the subscription creates value for customers, partners and the business at once.

P R O J E C T E D  A N N U A L  R E V E N U E

$64M
Modelled on ≈500,000 subscribers at $10 / 
month, against $11.8M in costs.

Monthly subscriptions

Advertising & sponsorship

Ticket-sales commissions

Exclusive content

B U S I N E S S  M O D E L  C A N V A S  — T I C K E T E K  P R E M I U M  P L U S

D E L I V E R  ·  B U S I N E S S  C A S E 2 7   ·   2 8



R E F L E C T I O N

What I learned — and what's next

Research earns the design

The subscription concept survived because 
the research demanded it — not because it 
was a tidy idea. Grounding every move in 
customer voice kept it honest.

Reframing is the real work

The breakthrough wasn't a feature. It was 
redefining ticketing as an experience to be 
cared for — not a transaction to be completed.

What I'd push further

With more time I'd usability-test the 
wireframes and pressure-test willingness-to-
pay — validating the concept against 
behaviour, not only against stated needs.

Thanks for reading. Kyle Van Trier ·   Researcher & Service Designer
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