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ISSUE THEME 

Your team’s colours are the most immediate and distinctly recognisable part of your 

brand identity. Whether your fans bleed blue or red, those colours carry meaning: A sea 

of fans waving their team flag in unison. Home vs. away. First team jersey for your son. 

Supporting your local, in good times and bad. A nation’s pride.

To help express all that passion, energy, and history those colours have come to 

represent, Ticketmaster PRO provides you with the flexibility to customise the UI in your 

team’s unique hues. In this issue, we will discuss how you can best leverage your brand 

colour to shape and elevate the overall user experience.

Your brand palette, used in appropriate combinations, can create an array of possibilities 

to engage, inform and help your fans. Some of the ideas we will share: Taking a 

balanced approach in creating clear and constant identifiers, ability to provide continuity 

in your purchase path, and addressing the needs of your disabled fans in a sensitive but 

effective way. 

Frictionless user experiences increase customer engagement and loyalty, and in turn, 

help strengthen your market position. We hope these handbooks have been useful to 

you in learning about common user experience frameworks and we look forward to 

hearing your feedback to improve our product and content continuously.

Ticketmaster PRO Design Team

More than just a colour

Colour increases brand recognition 
by 90%. This is important as brand 
recognition directly links to consumer 
confidence.1 

“

”
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Around 1 in 12 men and 1 in 200  
women have some degree of 
colour vision deficiency. 2

“

”
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Colour Contrast / Complement

Using contrast effectively will help not only make the 

page more attractive, but also help organise, highlight, or 

differentiate concepts in an obvious way. Clear differentiations 

thereby reduce the cognitive load on your fans. On the flip side, 

complementary colours can help strengthen or align related 

ideas and elements together and help create subtle distinctions 

and hierarchy as well.

Interaction Consistency

Designate consistent and appropriate colours to key interactive 

elements and identifiers. Consistency and constancy of 

recognisable elements will provide anchoring comfort to fans and 

help ease them through the purchase path.

ENHANCE THE FAN EXPERIENCE
USER EXPERIENCE ADVICE

Identification & Significance

Colour can indicate what elements signify, how they relate to 

each other, and where they stand in the order of significance. As 

such, important elements should stand out and be highlighted 

for fans, so what needs to be done is clear to the fans as they 

progress through the site.
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USER EXPERIENCE ADVICE

Meaningful Colours

Colour can be used as a powerful and informative method to 

assign purpose, significance, association and value. As such, 

establishing uniqueness of purpose or value per colour becomes 

particularly critical. Redundancy or unclear designations can have 

adverse impact on the decision process and conversion.

Brand Advocacy 

Use your brand colours throughout the site in a positive, 

memorable light. Don’t associate your brand colour with negative 

actions or overpower the page with competing colours.
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One of PRO’s major advantages is that it allows you to customise the site to your brand colours. The 3 colour channels have been chosen specifically 
with purpose and intent. Their combinations and assignments have been considered and tested.

PRO THEME

Alpha is used to highlight the most important item on the page and is 

consistently used to denote or accentuate the primary Call To Action (CTA). 

As such, one needs a strong colour to make an impact and attract the fan’s 

attention. Warm, saturated colours will draw more attention of the fans than 

muted colours.

Gamma is the most frequently used colour across the site. As such, choose 

a colour that is palatable and strong but not overpowering or imbued with 

too much connotations. Used for secondary CTA buttons or ancillary CTA text 

links, choose a colour that complements the Alpha. Gamma is also the colour 

that highlights and guides the user through the entire site.

Epsilon is used for more help or discovery-orientated, tertiary CTAs. 

Choose a bold enough colour to stand out on the page but also work 

well with the Alpha or Gamma colours, which will take priority order on 

the page.

COLOUR RECOMMENDED
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PRO THEME

Notifications alert the fans to important information and varying degrees of warning. The notification alerts are useful and purposeful in displaying real 
time communication to the user. As such, the colours need to convey the type and correct degree of urgency.

COLOUR RECOMMENDED

Informational or helpful messages for the fan.

Important messages and confirmations that can be dismissed by the fan.

Important messages and warnings a user needs to be aware but can be 

dismissed by the fan.

Important messages and warnings that require immediate action. Also 

includes actions that need addressing before continuing on.
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Do Don’t
Check your colours for your text with an online colour contrast 

checker. Low contrast text on coloured backgrounds create cognitive 

strain for the fan to figure out what is written. This is especially 

important for Mobile users.

Colour blind simulation

Not everyone can distinguish differences in colours. The World Health Organization (WHO) estimates that there are 217 million who have moderate 

to severe vision impairment.3 It is important to acknowledge and address the colour contrast on a page. A useful online tool to check your colour 

contrast for you to use can be found here: https://webaim.org/resources/contrastchecker/

Most people with colour vision deficiency have difficulty 

distinguishing between types of red, yellow and green colours. If 

possible, avoid using these 3 colours for critical texts.

COLOUR DISTINCTION
Text — Everywhere — All Devices

USING COLOURS WISELY

Colour blind simulation
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Do Don’t
The accordion header takes on a coloured header background when 

active. This colour should be the secondary colour, or Gamma, to not 

overshadow the primary CTA “Proceed to Checkout”, which is in the 

Alpha colour. The “Continue Shopping” link is subdued as a text CTA as 

it is important but not as significant as the primary CTA.

Hierarchy of colour determines what is important on a page. Whether that is information or an action, the most important should be obvious and 

stand out for your fans. You can do this by placing it in a particular sequence or giving prominence through the amount of colour applied. Another way 

to further strengthen the importance is by creating a sense of relationship through distribution, i.e. applying more colour to one item over another.

You do not want to use the same colour across the whole page, as 

it does not give your fans an immediate idea of what is the most 

important item(s) on your page. An example is the shopping basket 

timer. It is fixed at the top in Gamma to stand out and you should not 

use the same colour again on the page to dilute this significance.

COLOUR HIERARCHY
Content — Everywhere — All Devices

USING COLOURS WISELY
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Do Don’t
To clearly distinguish an active and inactive state, choose 30% alpha 

of your active shade, in the case below the Epsilon shade.

Making it obvious to fans what components are active and not active is important in delivering a good user experience. The stepper is a good example 

of a UI component that requires colour differentiation to help fans know when a component is active and inactive. 

Avoid using the same colour for both interactive and non-interactive 

components. 

INDICATING STATES & ACTIONS
Active vs Inactive UI — Everywhere — All Devices 

USING COLOURS WISELY



T
M

 P
R

O
C

L
IE

N
T

 H
A

N
D

B
O

O
K

1
4

Do Don’t
Use the same colour CTAs of similar value or action throughout PRO 

to help fans recognise an established pattern and follow a clear path, 

particularly the main purchase path..

To help fans make sense of what they are seeing on the page and what to do next, assigning a colour to a particular action will enhance the 

understanding of the fan throughout their journey. CTA’s are a good example to apply this thinking—your primary CTA colour should be distinct and 

more emphatic than your secondary or tertiary CTAs.

When you have 2 or more CTA’s on the page, don’t use the same 

colours. It will cause confusion for the users in distinguishing what is 

the main action and what is secondary or ancillary.

COLOUR RELATIONSHIPS
Buttons — All Pages — All Devices

REINFORCE YOUR BRAND
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THANK YOU
ALL ENQUIRES PLEASE CONTACT

PRO.Design Team
InternationalProductDesign@Ticketmaster.co.uk

CLIENT HUB
https://login.ticketmaster.com/GBTMS 
csd@ticketmaster.co.uk
0333 321 9993


