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Intro and Overview

In this project, we're taking a closer look at the Ti-
cketmaster app, which stands out as a major player
in connecting millions with live events ranging from
concerts to sports and everything in between. Ti-
cketmaster has made its mark by using technology
to make finding and buying tickets easier and more
intuitive. Despite its success and global presence,
feedback from users points to several areas needing
improvement, especially when it comes to navigating
the app, selecting seats, and getting personalized
event suggestions.

After thorough analysis, our team discovered both
Ticketmaster’s potential and its shortcomings. This
documentation is set to unpack these challenges, to
propose thoughtful, strategic enhancements. We aim
to elevate the Ticketmaster app experience, ensuring
it not only meets but exceeds the expectations of its
diverse user base, making event discovery and ticket
purchasing as seamless as possible.



Competitor Analysis

At the beginning, we conducted a competitor ana-
lysis to better understand the market and define the
product target for ourselves. This enabled us to filter

out valuable insights to understand what needs to be
addressed to create a product that people enjoy con-

suming. In the process, we focused on the following
parameters of the competitor apps:

The content of the respective app, the structure,
the usability and the design. The apps we examined
more extensively were Resident Advisor, Eventim,
Billetto and Eventbrite. For each of these apps, we
listed the different features in a table, then ranked
them in three different categories and color-coded
them so that we could differentiate between the
positives and negatives at a glance. The color green
for strengths, red for weaknesses and yellow for op-
portunities. In particular, we noticed that the Ticket-
master app has a number of weaknesses and there-
fore offers plenty of potential and room for further
improvement. For instance, there is no possibility to

filter by personal events, or to use a map function
to find the next artist in your area, or to be notified
when you favorite artist is playing their next concert.
By taking a closer look at every single feature of all
the apps and then evaluating them, we discovered
rather quickly what we considered exciting to incor-
porate into our new app.









Existing Screen Flow Ticket-
master

In the next step, we mapped and analyzed the screen
flow and its and functionalities of the Ticketmaster
app to gain a comprehensive understanding of the
product. This exploration aimed to recognize the
complexity, to identify the any sort of inconsisten-
cies in behavior and design, and the diverse range of
functions associated with the application. We mo-
cked up every single screen in the app, connecting
them with arrows to enhance our overall knowledge.
Subsequently, we defined categories for the indivi-
dual sections of the app. Here are some examples of
the superior sections: Home, explore, search, profile,
ticket purchase etc.






Online Survey

Following the competitor analysis, we were able to
investigate the personal opinions of users regarding
the purchase of a ticket by sending out an online
survey. Fortunately, a total of 80 people participa-
ted, which helped us to understand our target group
better. This allowed us to collect optimal quantitative
data by asking both existing users and new custo-
mers specifically about their requirements for the
product. On the one hand, we integrated more ge-
neral questions to get a rough overview of the back-
ground of the users, such as how old the respective
users are. On the other hand, we included questions
about their purchasing behavior, such as where they
buy a ticket for a concert/event or how often they
buy a ticket. In the further course of the survey, we
tried to find out which application users use to buy a
ticket if they do not purchase their tickets at the eve-
ning box office. We provided them with suggestions
for apps that we had already examined in more detail
in our competitor analysis.

Furthermore, we requested users to provide insights
into both the positive and negative aspects of the
specific app they utilize for online ticket purchases,
aiming to gain a comprehensive understanding of
their personal preferences and wishes. Finally, we im-
plemented more general questions for possible ad-
ditional features, such as whether they would like to
receive personalized recommendations of events or
whether they would like to be able to link their social
media with the ticket application etc.
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Kauf eines Tickets

Im Rahmen eines Studienprojekts in dem Kurs "Application Design” haben wir es uns zum
Ziel gesetzt, sowohl das Konzept als auch die Gestaltung einer App, Uber die man Tickets
fir Events kaufen kann, zu Uberarbeiten und zu optimieren. Wir wirden uns sehr freuen,
wenn du dir paar Minuten Zeit nimmst und uns bei unserer Umfrage unterstitzt. Deine

Antworten sind selbstverstandlich anonym und vertraulich. Vielen Dank vorab ;)

* Gibt eine erfc rliche Frage an

Wie alt bist du? *

Y
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Wo kaufst du deine Tickets fiir ein Konzert oder ein Event? *
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] App

] Abendkasse




Results of the online survey

Approximately 60% of our participants are between
18 and 25 years old, about 30% between 10 and 17
and about 9% 26-35 years old. It was very interesting
to see which application our survey participants use
to buy their tickets online. The majority use eventim
with roughly 70%, followed by ticketmaster with 45%
and eventbrite with only approx. 16%.
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Hittest du gerne die Option, deinem Lieblingskinstler folgen zu kinnen?
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User Profile

Our typical user is a concert enthusiast ranging from
young adults to middle-aged individuals who enjoy
live events and prioritize ease of access to their en-
tertainment needs. They value intuitive digital expe-
riences and often engage with apps that streamline
their lifestyle choices. Our user value functionality,
and although not necessarily tech experts, they're
comfortable using mobile applications for daily activi-
ties, including event bookings.

Our users are looking for a seamless, hassle-free pro-
cess to locate and book events that align with their
interests. They need an app that is well-organized,
ensuring they can find relevant information and com-
plete their tasks efficiently. Precise and personalized
information delivery is crucial to meet their indivi-
dual preferences and histories. They aim for an app
experience that not only facilitates the transactional
aspect of purchasing and reselling tickets but also
enhances the anticipation and excitement leading
up to the event, thereby encapsulating the magical
atmosphere of live concerts.



Personas

Jordan - The Student

Age: 21

Occupation: University Stu-
dent

Interests: Music, festivals,
budget travel

Background: Jordan is always juggling schoolwork,
part-time jobs, and a social life. He loves attending
live events but needs to plan carefully to fit them into
his busy schedule and budget.

Needs and Goals:

- Needs an efficient way to find and book tickets for
events that fit his tight schedule and budget cons-
traints.

- Values the resale function as a safety net for when
plans change unexpectedly.

- Interested in a streamlined app experience that mi-
nimizes the time spent on ticket transactions



Personas

Mia -
The Busy Professional
Age: 31

Occupation: Marketing Ma- Needs and Goals:
nager

- Seeks an app that offers real-time notifications ab-

Interests: Live entertainment out ticket availability and event updates to fit her
networking events, digital busy schedul.e. . .
innovation - Needs a reliable and quick way to buy or resell ti-
ckets, emphasizing ease of use and time-saving fea-
Background: Mia’s job requires her to keep a finger tures. _ .
on the pulse of the latest trends in entertainment and - LO‘_)kS for functionality like g RUFCh§SGS and
marketing. She attends concerts and events both for sharing event plans to coordinate with friends or col-
personal enjoyment and professional networking but leagues.

struggles to manage her schedule and ticket purcha-
ses efficiently.



Personas

Marco - The Concert
Tourist

Age: 32

Occupation: Digital Marketer

Interests: Live concerts,
European travel, music pho-
tography

Background: Marco is an avid concert-goer with a
passion for experiencing live music across Europe.
He follows his favourite bands on tour and plans his
travels around their concert dates. Given the popu-
larity of the bands he follows, he often finds himself
racing to secure tickets before they sell out.

Needs and Goals:

- Requires a fast and efficient seat selection process
to secure tickets for high-demand events.

- Values real-time notifications for ticket availability,
especially for sold-out events that may have last-mi-
nute openings.

- Looks for an intuitive, quick-loading app interface
that allows for smooth navigation and transaction
completion, even on lower bandwidths during his
travels.

- Prefers a ticket app with a feature that allows him to
resell his tickets easily if his plans change or he deci-
des to attend a different event instead.

- Appreciates personalized event recommendations
based on his concert history and favourite bands to
discover new events while traveling.
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How might we make the selection of
seats for different price categories
clearer?

How might we communicate import-
ant background information about an
event or when it doesn’t take place?

How might we motivate the buyer
and make it clear when the purchase
is completed?

How can we ensure that the custo-
mer has the option of having a ticket
online and printed out?

05
06
07

How-might-we questions

How can we make it possible for the
purchaser to resell their ticket for the
event in the case of illness?

How can we filter by multiple catego-
ries to get more accurate recommen-
dations?

How can we ensure that personalized
recommendations for events appear
on the home screen?



After filtering out the pain points from the current
Ticketmaster app via the insights from our online
questionnaire, we formulated how might we ques-
tions and reflected on how we could best approach
them both conceptually and in terms of design. The-
se questions enable us to transform our findings into
areas of opportunity and to find innovative solutions
to problems identified during our user research. The
first how might we question we formulated is how
we can improve the clarity of the seat selection for
different price categories? For the second question,
we considered implementing an additional new fea-
ture in the app after the high demand for it from our
participants in our online questionnaire. This question
was formulated as follows: How can we enable ticket
purchasers to resell their tickets in case of an illness?
The last question we phrased was how we can ensure
personalized event recommendations to appear on
the home screen.



Kano Model

In the next step, we used the Kano model to catego-
rize which functions and features are relevant from
the user’s point of view and which may need to be
further optimized. Therefore using this method has
enabled us to prioritize requirements, development
tasks or customer requests. It has also encouraged
us to always view and evaluate our own services from
the customer’s perspective. The core element of our
Kano model is a qualitative coordinate system with
two axes and four quadrants. The vertical axis shows
the customer satisfaction or customer enthusiasm
with regard to the feature of a value proposition. The
higher up, the more satisfied the customer. The ho-
rizontal axis shows the fulfillment of features or the
fulfillment of expectations. The further to the right,
the better the offer characteristic meets the custo-
mer’s requirements. The indifference zone is at the
intersection of the vertical and horizontal axes. If one
of our features is located there, it is considered me-
diocre from the customer’s point of view and ensures
neither satisfaction nor dissatisfaction. According to

the scheme described above, we have arranged the
locations of each feature on a single card in the mo-
del. The fact that we had to make a very conscious
decision about where to arrange which card forced
us to be concise, which was very challenging. In our
Kano baord, we have highlighted all the basic fea-
tures in blue, such as the search function, the regis-
tration process, the overview of all contact details
or the filter option for different event categories.
The Satisfyer or Performance features are colored in
green. Some examples are the possibility to reserve
a ticket, background information about a specific
event/artist or a map for an overview of different
prices and seats. Delighter features are yellow, such
as the option to receive the QR code of the ticket,
an automatic suggestion of other available tickets if
the preferred tickets are not available, the selection
of different payment methods such as Paypal/ credit
card or Apple Pay and lastly the ability to zoom in
for a more detailed view of the seats. All notes that
are red are danger features, for instance that it is



difficult to choose seats correctly, that there are no
reminder notifications, that there is no possibility to
pay cash, that there are no user tailored suggestions
for concerts/events or that there is not enough back-
ground information about the artists or event crea-
tors available to the user. The purple-colored notes
are chances. Here we have noted in which possible
features we could see potential to be added to our
app. Some examples are an overview list of past pur-
chased tickets, the possibility to resell tickets via the
app or a small quiz to personalize your account to
get better events recommended. After prioritizing all
the functions, an order emerged as to which functi-
ons should be kept and possibly reworked and which
functions should be integrated into the app.
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Guided Plan

After completing this entire prioritization process, we
put together a guided plan in tabular form so that we
had a clear overview of what we needed to do in the
subsequent concept phase. It quickly became clear
which features could remain unchanged, which nee-
ded to be optimized and which ones we wanted to

add.
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Crazy 8 method

Moving on to the next step, we proceeded to visuali-
ze ideas using the Crazy 8 method. Each of the three
of us took on a different “how might we question”
and began to roughly sketch out and scribble pos-
sible solutions to problems. We then repeated this
process three times so that everyone could put their
thoughts on paper for each question. Therefore, we
had a variety of different display options. What parti-
cularly challenged us was how to make the selection
of individual seats as user-friendly as possible and
whether to integrate the different price categories
into the visualization of the stadium or display them
separately in the form of a legend. In the subsequent
discussion in our group, we quickly came to the de-
cision that it would be easiest and clearest to divide
the stadium into larger sections, within which there
are seats with the same prices. Something else we
agreed on very quickly was that we needed a magni-
fying glass to enable the user to zoom in on certain
areas as precisely as possible.






Storyboard

The storyboard visualizes a user’s journey with a ti-
cketing app, from the initial engagement to an unex-
pected twist. It starts with the user opening the app
and smoothly navigating through the seat selection
process. The narrative takes a turn when the user rea-
lizes the event coincides with her mother’s birthday,
prompting her to resell the tickets using the app’s re-
sale feature. Meanwhile, another user on the waiting
list receives a notification about the available tickets,
leading to a successful purchase. The story culmina-
tes with a confirmation of the transaction, closing the
loop of the resale experience.
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Explore



Design Brand

The Design brand filters framework is a strategic
tool used to align user experience elements with a
brand’s identity, ensuring consistency and relevance
across all user interactions. This framework is groun-
ded in four key behavioral attributes: reliability, in-
formativeness, structure, and personalization, which
guide the integration of design filters reflective of
the brand’s ethos.

Reliability is anchored in intuitive design and well-or-
ganized information architecture, prioritizing user
independence and navigational clarity. The frame-
work emphasizes informativeness through structured
content presentation and precise information tailored
to user needs, enhancing the efficiency of the user
journey.

The structure is about creating a straightforward and
accessible user interface, promoting easy understan-
ding and consistent navigation. Personalization is the
final attribute, focusing on bespoke user pathways

Filters

and design aesthetics that adapt to individual user
histories and preferences.

Incorporating these attributes into design practices
ensures that the brand’s identity is consistently com-
municated, while also catering to the functional and
aesthetic needs of the user. The framework serves as
a guide for designers to craft experiences that are
not only aligned with the brand’s message but also
enriched with a personalized and user-friendly ap-
proach.



Brand filter and explanation

Design filters

Look & feel tonality

Information Architecture

User guidance &
navigation

Movement & interaction

Intuitive understandable
Visuals clearly indicating
function

Well organized
finding relevant information
in the right place where it is

expected

Self-explanatory
independent and
autonomous running through
the process

User-friendly
Run through the process
without thinking

Structured
appealing content, tidy and
simple presentation

Precise
information transfer tailored
to the needs of the user

Efficient
conclusive and usage-
dependent navigation

Target-oriented
performant and coherent
interactions

ioral attributes

Clearly laid out
straightforward structure

Easily understandable

the user should always know
where they are at any given
time

Accessible
modules and functions are

clearly presented

Consistent
uniform navigation and
effective interaction

Tailored Aesthetics
adaptive design to reflect
the user's preferences,
unigue visuals that feels
personal to each user.

Personalized Pathways
MNavigation that evolves to
display information aligned
with individual user history
and preferences.

Custom Guidance
Personalized tips & help
content based on the user's
proficiency level and

previous usage patterns.

Intuitive Gestures

Interactions that learns the
user st i

to streamline task completion.




Wireframes

Drawing from insights gained during the Crazy 8
brainstorming and the narrative insights of our sto-
ryboard, we crafted mid-fidelity wireframes for the
Ticketmaster app redesign. These wireframes focus
on enhancing the user experience with features like
simplified ticket selection, tailored event recom-
mendations, and a user-friendly interface, setting
the stage for the app’s development and refining its
functionality and design. These wireframes are cru-
cial in the app’s evolution, delineating a structured
path for further design innovations and functional
upgrades. They play a vital role in refining the app’s
user journey and establishing a solid base for the
final development phase.






Moodboard

The moodboard encapsulates a collection of mobi-
le interface designs that express a sense of magic
through their visual and interactive elements. The
selected images illustrate a vibrant color palette, dy-
namic typography, and fluid animations that together
create an engaging and almost otherworldly user
experience. This ensemble aims to transcend the
ordinary, aiming for an interface that feels alive and
responsive to user interactions, thus evoking a sense
of enchantment and wonder.
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Variations

The process showcased below reflects an evolutiona-
ry journey in mobile app interface design, focused on
capturing the essence of a concert’s magic through
visual elements. Starting in the lower left, the initial
designs are more grounded and utilitarian, setting
the functional foundation. As we move towards the
upper right, each iteration becomes progressively
more vibrant and dynamic, paralleling the crescendo
of excitement one feels leading up to a concert.

The color palette transitions from solid, reassuring
blues to rich purples and electric neons, invoking

the energetic atmosphere of live music. These co-
lors aren’t just aesthetic choices but are calculated

to evoke emotion and excitement, mirroring the
anticipatory thrill of awaiting a performance. Design
elements become more adventurous, with playful
gradients, pulsating animations, and layouts that sug-
gest movement and rhythm.

The motivation behind this design trajectory is to
transport users from the mundane to the extraor-
dinary, mirroring the transformative experience of
attending a concert. The deliberate shift in design
elements aims to create a user interface that doesn’t
just serve its functional purpose but also resonates
with the emotional journey of concert-goers, from
the moment they purchase a ticket to the final enco-
re.
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Grid system

The grid system, with its 14 columns and rows featu-
ring 30px spacing, is meticulously selected to provi-
de a balance between freedom and order. This struc-
ture allows for a diverse range of design elements

to coexist in harmony while adhering to a consistent
organizational pattern. The 14 columns afford am-
ple opportunity for varied content layouts, while the
30px spacing between rows ensures that the inter-
face breathes, maintaining clarity and focus.

Employing this grid system is fundamental in com-
municating the magical feeling of concerts, as it all-
ows for the intricate play of visuals and interactions
without compromising on the structured clarity that
users require. It's a calculated approach that sup-
ports the design’s evolution, guiding the user’s eye
through the narrative flow with ease and contributing
to the overall immersive experience.



Information Architecture

Our information architecture was built on four pillars:
organization, precision, understandability, and perso-
nalized navigation. We designed the wireframes with
the goal of making information discovery feel natural
and expected, tailoring content delivery to the user’s
needs, ensuring clarity on the user’s location within

the app at all times, and creating a personalized path
that evolves with the user’s history and preferences.

Throughout the wireframes, we focused on a structu-
re that guides the user from selecting and purchasing
tickets, to reselling them if needed, with clear, actio-
nable steps. This approach supports a smooth and
intuitive journey, reflecting the magic and excitement
of live events, and making the entire process, from

discovery to purchase to resale, as seamless as possi-
ble.
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Style guide

Colors

Altogether we have used four different colors in the
design of our app. Our background color is a shade
of black. The reason we chose this color was because
it gives the app an elegant and modern touch. Black
backgrounds are often associated with high quality,
professionalism and a contemporary design. This can
strengthen the perception of the app as trustworthy
and stylish, especially in the context of ticket sales
and event organization.

We deliberately chose the use of purple/pink tones
for the bubble-like circles in the background to crea-
te an appealing color contrast. Purple and pink are
not only vibrant and attention-grabbing colors, but
can also be associated with creativity, energy and
entertainment - aspects that are particularly relevant
when it comes to events and ticket sales.

The choice of bubble-like circles as a graphic ele-
ment also adds a playful and dynamic dimension to
the app. Circles symbolize movement and flow, which
underlines the anticipation and dynamism of events.
The decision to place them in the background allows
the main focus to be placed on the informative ele-
ments of the user interface while creating a visually
appealing framework. By combining these elements,
we aim to not only reinforce Ticketmaster’s brand
identity, but also create an app that captures users’
attention, is easy to navigate and creates a positive

acenriatinn with avante and ticket niirchacina

white #F9F6EE




Fonts

Along with deciding on the color palette, we also
had to decide on a suitable font, as the choice of
font plays a decisive role in the design of an app,
since it influences not only readability but also the
visual identity. For the headlines, we used Futura in
Bolt in font size 40, which is a modern and clear font
characterized by its geometric shapes. The use of this
font in Bold gives the headlines a strong presence
and emphasizes the importance of the information.
The bold type reinforces the visual contrast and helps
to quickly draw users’ attention to key elements

and announcements. At the same time, font size 40
ensures sufficient visibility, even on smaller screens,
while conveying a sense of importance and urgency.
For the navigation text blocks, we also chose Futura
in Bold, but this time with a font size of 16, creating
consistency in the visual hierarchy by using the same
font for different text elements. Font size 16 is ideal
for navigation as it is large enough to ensure clear
legibility without being too dominant.

For the body text, we opted for the Avenir Roman
font, in sizes 16 for the main text and 14 for additio-
nal information. Avenir Roman is a sans serif font that
is characterized by its clear legibility. The font size

16 for the main text ensures a pleasant reading ex-
perience, while the size 14 for additional information
such as notes or annotations offers balanced legibili-
ty and space saving.



Headline: Futura Std, 40, Bold

Nawgatlon Avenlr 16 heavy (Buttons) smallest: Avenir,14, roman (for search or small infos)

Bodytext/copytext/FlieBtext: Avenir, 16, roman



Buttons

We have used three different buttons in our final
design. The primary, secondary and tertiary button.
These represent a hierarchy and clarify what the user
should do. The primary button is the most important
and emphasizes an important action; a maximum of
one primary button is used per screen. The seconda-
ry button is used for buttons that do not trigger pri-
mary actions. The tertiary button is also important for
the user, but it does not always correspond to what
the user wants to do. We have used this, for exam-
ple, when the user wants to switch from upcoming to
all for purchased tickets.

Primary

Secondary

Tertiary



Buttons

As soon as you hover over a button, the opacity of
the button changes. This breathes more life into the
initially static element on the app and the user recei-
ves feedback that visualizes that this element is inter-
active.

Button

Button




lcons

We chose the Radix Icons set by WorkOS for its
clean, minimalist design that aligns with our app’s
magical theme. We modified the home icon for bet-
ter app integration and created unique ,selected”
icons for a personalized touch.

The thin line width suits the design we have chosen
as well as the slightly rounded corners. We created
the back arrow ourselves. The selected icons in the
navigation bar are filled in when theyre considered
active.

E'Hlﬂ’r
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Branding

We have decided to change the name of the app and
design a new logo for it. For copyright reasons, we
renamed the app from Ticketmaster to Tickethub.
Other ideas were Ticketpro and Ticketmind. The
name fits the redesigned app and sounds more mo-
dern. For the logo we chose the font Area Extendet,
the logo is written in lowercase letters and the even
stroke width of the font fits well into the design and
matches the selected fonts of the app. In addition

to the wordmark, we placed threve stars under the
word tickethub. These are intended to make the logo
more magical and symbolize events or shows. The
star symbol stands for inspiration and is intended to
have a somewhat retro look to match the design ele-
ments in the background of the app.

tickethub
+44




Using Al-Generated Images

For this project, we opted to use Al-generated
images for several strategic reasons. Firstly, utilizing
Al-generated visuals ensures that we have complete
ownership of the rights to these images, effectively
eliminating any concerns related to licensing or co-
pyright restrictions. This autonomy allows us to freely
integrate these images throughout the app without
legal limitations. Secondly, Al technology offers the
flexibility to customize the style of the images to
align with the app’s ,magical” theme, ensuring a
cohesive aesthetic that enhances the user experien-
ce. The ability to tailor visuals to our specific vision
supports the app’s unique identity and storytelling
aspect, reinforcing the enchanting atmosphere we
aim to create.
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Microinteractions

We use microinteractions to liven up the user inter-
face in particular. For example

to display the status, whether in the purchase pro-
cess or for the quiz. During onboarding, the user is
user that an interaction is required.

lcons also make it clear when an interaction has been
carried out; as soon as an event has been saved, the
icon fills up.



9:41 all T - 9:41 all ¥ .

“— s Ne “—

FAVORITE MADONNA
GENRE (5 Date 7 Place

Here are suitable events for you

based on your favorite genre.

Pop

Rock Unfortunately the event is sold out.
Please save the concert to be notified as
Hip Hop soon as a ticket is available.

Grunge & Alternative -
Rap
Electronic

| Jazz




Animations

In the Tickethub app, the design elements in the
background are animated. This makes it clear that
the content changes, for example as soon as you
switch from the home to the ticket area, the spheres
in the background also change to make the change
visually clearer and to define the transition.

The user is not distracted from the content, it only
complements it.
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Interface Finalization

Finalizing the interface, we focused on refining de-
tails and adjusting the layout, colours, typography,
and interactive elements. This phase was crucial for
integrating all elements into the cohesive concept we
now present.



Final Design
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Potential areas for future

development

1. User Requests

To further enrich the app’s functionality based on
feedback from user interviews and requests, we're
focusing on integrating social media and community
features along with mobile wallet integration. Enhan-
cing the app to allow users to connect with friends,
share their event plans, and make group purchases
will foster a more engaged and social user experien-
ce. Additionally, implementing mobile wallet func-
tionality for storing digital tickets aims to streamline
the ticket management process, offering users con-
venience, security, and ease of access directly from
their mobile devices. These developments are ge-
ared towards creating a more immersive, convenient,
and socially connected experience for all users.

2. Our Vision

Our vision for development is centred on creating
sustainable ticketing solutions that emphasize envi-
ronmental responsibility and enhance accessibility for
all users. This entails reducing paper waste by pro-
moting digital ticketing and highlighting eco-friendly
events or venues. To make the app more accessible,
we would like to introduce voice command features,
ensure screen reader compatibility, and offer cus-
tomization options such as different text sizes and
contrast settings. Moreover, we would also aim to
advance real-time notifications and updates regar-
ding event changes and ticket availability reminders,
ensuring they never miss out on important -updates
or opportunities.



