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REPORT STRUCTURE

Anatomy of our
report

The whole document is divided into 3 major parts

as mentioned on the right-hand side.

Study overview

WHAT WE DID AND WHY

1. Problem and background
2. Research goal & objectives

3. Approach and participant criteria

Research findings

WHAT WE LEARNT

1. Cohorts for AJIO

2. Competition Analysis for AJIO
3. AJIO related user feedback and insights

Appendix

DETAILED DOCUMENTS

All detailed documents from the discovery and

research phase.
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IN A NUTSHELL

Overview

A breakdown of the current and desired reality and how

research through this project can help us get there.

64%%

Users skip the home page

The quantitative data shows that
most users skip the home page

when they land on the app

Our current reality

We)'Y,

Value addition to users

The reason for users to s
page altogether is that t

not find the information

Cause of resistance

Kip this

ney do

nelpful.

Custom

Home page experience

A custom experience where users
only see information relevant to

them could be valuable to them.

Desired reality
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RESEARCH STATEMENT

Research and create cohorts for
AJIO and evaluate the role of the
AJIO home page.



| GOAL OF THE RESEARCH

\What were the goals
of the research?

Research & evaluate the need for a personalised

home page.

Understand how users behave and take decisions,

when shopping online.

Find patterns in user behaviour in e-retail and form

sharper cohorts.

Evaluated the buyer's personas and patterns found
through secondary research. Build on it and found

new cohorts for AJIO using primary research.

Draw key-insights and suggest features to improve

the overall experience of the AJIO app.
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RESEARCH METHOD

Research method used

STYLE OF RESEARCH

WHY THIS METHOD?

Initially, we decided to get quantitative data from 100 participants and then select 40

eligible participants from the same pool to dig in further with one-on-one interviews.

® User Surveys

Gathering quantitative data on user behaviour on shopping online for fashion
and accessories, exploring home page, product discovery methods and

competitor apps used.

e User Interviews

A deeper and qualitative understanding of user behaviour and their ways of
shopping online. The questionnaire for these one-on-one interviews was more

elaborative, task and observation oriented.

We chose this method because it allowed us to gather quantitative insights from a
large pool of participants and understand their experiences with online shopping, and
their expectations from the home page of a shopping app. We interviewed users across

different genders, ages, income levels and cities to make our data more resourceful.
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RESEARCH METHOD

Types of users we
surveyed & interviewed

We got user survey responses from 208 users from which we received 17
users for interviews and interviewed 23 unique users. With this, the total
no. of users we had was 231. These users were divided into 3 target groups

we decided to research. These user types are explained below:

Active AJIO users (114) E:erma nt AJIO users (59)

Users who have not used the app in over

Lasrs winoiave beer aetiveiof the Gpp 10-12 months or have uninstalled the app in

and made 2 or more purchases in the b last & months.

last 3 months.

Non-AJIO users (58)

Users who like to shop online but have

never shopped on AJIO before.
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TOTAL NO. OF PARTICIPANTS

No. of users we surveyed
& interviewed

Below is a table that explains the total no. of users we surveyed and interviewed.

User Type User Survey User Interview
Active AJIO User 103 Users 20 Users
Dormant AJIO User 56 Users 8 Users
Non-AJIO User 49 Users 12 Users
Total User 208 Responses Recieved 40 Users Interviewed

NOTE”* The total no. of users we researched is 231 (208 + 23 = 231) because 17 interview users were from

the user survey pool. Hence, 23 unique users were found for user interviews.
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DEMOGRAPHICS

Continued...

This group of users was further categorised on the basis of age,

gender, city, income levels and exposure to online shopping.

GENDER

AGE
Male
18-24yrs
126 Users 49 Users
Female
25-35yrs
105 Users 108 Users
36-45yrs
CITY 56 Users
46 yrs and above
. 19 Users
99
Tier 2
31
Tier 3

101
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RESEARCH METHODOLOGY

Analysis and
Synthesis process

In this, we identify themes or patterns with the help of the qualitative data gathered
#1 THEMATIC ANALYSIS

through secondary research, user survey & interviews.

e Secondary research

Studied existing case studies on consumer behaviour, top e-commerce platforms
and homepage importance to decipher initial hypotheses and codes for thematic

analysis.

e User Surveys

Gathered quantitative statistics on user behaviour and further added to the

codes identified through existing data.

e One-on-one interviews

In-depth transcription of the interviews to create codes and patterns and group

them in larger buckets through the affinity mapping.
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RESEARCH METHODOLOGY

Continued...

#2 BEHAVIORAL ANALYTICS

In this, our aim was to understand how the user
behaves with the shopping apps. It is important
for tapping to the psychological goals and

desire that motivates users to shop.

#3 BENCHMARKING STUDY

This helped us to get a better perspective of
the e-commerce market and close competition.
We identified different factors that affect user's
buying behaviour and analysed them to

formulate a strong plan of action for AJIO.

#4 COHORT STUDY

This study will help us in defining strong
patterns within the users. Our aim with this
study is to re-evaluate existing charts and find

new ones with a strong scope.

Interviews were taken on a daily basis for 3 weeks and at
the end of each interview, we had mini-synthesis sessions
where we discussed key takeaways, pain peints and
surprises. This helped the team reflect on the various
interviews we conducted and we started to build up to «

larger synthesis.

We synthesise research by listening to each video-recorded
session, transcribing the session into an excel spreadsheet,
and then coding the data with common tags. We also use

this opportunity to highlight relevant quotes.

Affinity Map + Thematic Analysis: https:/bit.ly/3fvGUTE

STEPS TAKEN AFTER

After creating affinity maps we came up with common themes
and found strong insights regarding consumer behaviour and
home pages for competitors and AJIO. With the data, we
formulated features that can enhance the overall experience of

the home page for AJIO.
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Pineapple

Cohort related
findings



HYPOTHESIS

Our initial hypothesis
before the research

01

02

03

Fashion conscious buyer will be an evident persona

With the currently seen new wave of fashion influencers all over social media, we assumed this is an evident
persona type. We assumed that making features around this persona will help an e-commerce application to

become successful.

Our cohorts can be formed on an age group basis.

When we started doing the research on the cohort we assumed our buckets will be formed in regard to the age
groups. We assumed different age groups from different tier behaves differently when it comes to online

shopping.

A buyer has more than 2-3 buying behaviours.

During our brainstorming sessions within the team, we found that one person can have multiple buying
behaviours and patterns. We understood that a need-based buyer can also be a discount hunter or a trend

follower.
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Forming our cohorts

With secondary research, we found 6 major online buyer personas. We
went through an extensive process of deducing the types of buyers and
coming up with 3 cohorts for AJIO. We found that a user is a mix of

certain behavioural patterns and traits that were part of different

Personds.
[ . !
DISCOUNT SEEKERS IMPULSIVE FASHION-CONSCIOUS NEED-BASED

NEED-BASED BUYER BROWSING BUYER IMPULSIVE BUYER

Note* A wandering buyer can be a discount seeker who is trend/fashion conscious.

LOYAL
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TYPES OF COHORTS

Who is the AJIO
customer base?

We formed our cohorts from the 208 users from the survey and 23 unique users from the
user interviews as 17 users came from the survey. The complete cohort analysis is done for
231 users. All guantitative data is derived from the user surveys and all qualitative data is

deduced from the interviews.
Cohorts excel: https:/bit.ly/3tiUBbt

® Cohortl - Need-based buyer | 83 Users (72 +11)
36% falls under this cohort.

Cohort 2 - The Browsers | 72 Users (62+10)

31% falls under this cohort.

@ Cohort 3 - Impulsive Buyer | 76 Users (74+2)
33% falls under this cohort.

® 36 %

83 users
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COHORT 1

THE DAD PERSONALITY

Need—based b uyer The need-based buyer is the buyer who only shops when

needed. These buyers are loyal to the brands and apps they
Total 83 Users A4M | 39F use. They shop whenever there is an upcoming event,

function, or occasion. They are decisive and price-conscious

by nature. Trust and secure return & refund policies are very

important to these buyers.

Rs 1000 - 5000

Average Shopping Budget

T1 & T3 Cities

Lives 1n
20 - 35 yrs
Ave

Corporate employees & Business owners

Occupation




Need-based buyer

Frequently used apps Shopping Attributes

Price Conscious
m AJIO # A\ Myntra amazon Choice seeker /Fashion conscious
=
Wandering shopper

Personalistion seeker

Trend setter/follower
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Need-based buyer

Break up of users amongst competition

AJIO
37 Users (51%)

Myntra
20 Users (28%)

Amazon fashion
10 Users (14%)

Flipkart fashion
2 Users (3%)

Meesho
1 Users (1.5%)

Nykaa Fashion
1 Users (1.5%)

Priorities when shopping

Easy return and exchange policies

Quality of the products

Variety of brands available

Deals and discounts

Variety of the products style

30/72 Users

28/72 Users

27/72 Users

22/72 Users

25/72 Users
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Need-based buyer

User stories

“For clothing, | buy things on purpos “ am a need-based shopper. | use the app
when | have to change my drol o) 1en the need arises but whenever |
| like buying again and again from the go to purchase a needed product |

Since | trust them, | | - with it."

don't mind buying them from any

platform that is giving me the best deal” _ _
“l don't feel a need of going out shopping

and whenever | find something new | like

purchasing it. [ do it f
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Need-based buyer

Shopping pattern Deciding factors to make a purchase online
(thematic analysis)

| only shop when |

, | ) | | ! that are using the product.
| ms for some time, before making a

Also, price and brand. If discounts are running,

purchase.
sometimes | end up buying things that are my
| look for items with the best deals & discounts. second choice. The
though. | am a need-based shopper but sometimes
What makes them try a new shopping app? | buy impulsively due to sales and discounts”

"You get to shop from the comfort of your home.
Is also a lot. | like the

[ . af= r 1 - . ' 5 ']

flexibility of the price filter

Unique, different or
"Color, texture and design of what | am buying - if

Assurance and trust in the shopping app it's a te Ind | worth th e. Once it's

delivered, the fit and fabric of the product matters”
Discounts and offers

22



Need-based buyer

Psychological traits Behavioural traits
These users are buyers who are 1 These users tend to ave . They come
The need arises due to an upcoming to a shopping app with a goal to fulfil

festival or conscious realisation of a

They are s,cious and have specific tastes
wardrobe update leads these users to open an app Y Pec €

and start shopping. when it comes to shopping. Emotional buying is

hot their thing.

The e o [ - and notifications have a
ict on these buyers as they don't easily cave As their shopping is triggered by a need, they tend
into their impulsive needs created by external to take shopping as a small part of their lives
influence. rather than making it an essential every day or
weekly activity.
These users are loy: e branc s, and

apps they use because the frequency of their
shopping is low, they tend to go for

d journeys and ex
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Need-based buyer

Features that could appeal to them

Easy refunds and returns.

Fast payments/ wallet transfer.

Personalised homepage to save time and efforts.
Pre-applied relevant filters.

Fast delivery.

Customised app experience in terms of brands and

size they usually prefer.

Words to describe

Decisive

Best Deals

Trusted Apps Affﬂ rd a b Ie

Price Conscious Festivals

Need-Based

Personal Taste

= - a1 i
L= W REeLuUUrns
a1 " "-E v g = i T e o
\ 'I IH.-| | | L 11." '::'I"u' "{\F "\-.“‘.' I~.e! - i 1L L ":r'r
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Empathy map

STAVES THINKS

| shop whenever | need something specific. |
don't shop impulsively.

| look for products that are worth purchasing. |
think over it for some time and then after being
100% sure, | make the purchase.

DOES

While shopping online, they look for the best
deals within their budget. They look for any
available discounts if possible.

Since they are loyal to their brands, they check
their prices across the apps they are
comfortable with. They don't experiment with
styles and brands.

FEELS

The user thinks about the brands that they are
comfortable buying online. They always do their
best in looking for the products that they really

like.

Being a need-based shopper, the user takes
shopping as a task that they have to get done.
They don't enjoy shopping as a process rather
it's a small project for them.

Since they tend to shop on a need based
urgency, they feel that they should take
minimum risks and walk the road they usually
walk on. Easy payments methods are thier go to.

While shopping they might buy multiple things
they need. To make the best of their time, they
look for the best products, deals, and return &
refund policies.
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EXECUTIVE SUMMARY

Overview of key
findings on cohort

01

Mostly residing in T3 cities, Although the age group is
20-35 years, their strict dad like personality reflects in

how, when and how much they shop online.

02

They value time, quality and efficient buying. Best if all
of these three comes with added discount. Saving

money on quality products is their shopping high.

03

Assurance and trust in the brand or strongly

recommended by friends and family is when they're

most likely to try a new shopping e-commerce platform.

04

They are non experimental, one style, brand loyal and

quality over quantity type personality.
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RECOMMENDATIONS

Recommended features
for this cohort?

01

Easy refunds and returns

Persona that prefers monotonous shopping methods,
they depend a lot on ‘easy refunds and returns’
Reconsidering refund policy, creating a seamless post
purchase journey. Mentioning in PDP pages if item is
refundable or not.

03

Customised experience

In order to convert need-based buyer to regular
shopper we need to target the brands they regularly
purchase from and show newly added items of that
brands upfront on the homepage to keep the
purchase cycle going.

02

Added Benefits

Loyal users get more sticky if they are provided with
added benefits. Reward points, added discount,
exclusive membership, next purchase discount, free/
fast delivery etc are great ways to give added benefits.

04

Personalised membership

Adding a membership segment would really attract
users in many ways and also create business.
Membership could allow users to add friends and family
Ajio members to see what they recently purchased to get
your recommendations upfront on the app.
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YOUNG SOULS

B rOWSi ng b u ye r Browsing buyers are the buyers who tend to browse through

shopping apps a lot. Due to their browsing habits, they get
Total 72 users 34M | 38F easily influenced by ongoing trends in fashion & accessories.
These buyers are always looking to buy something or the
other. They look at products out of boredom, curiosity and
discounts/sales. They tend to look for the product category

they like and maintain a wishlist the same.

Rs 1000 - 5000

Average Shopping Budget

T1 & T3 Cities

Lives In

20 - 35 yrs

Age

Corporate employees

Occupation



Browsing buyer

Frequently used apps Shopping Attributes

Price Conscious
e AJIO fﬁ& Myntra amazon Choice seeker /Fashion conscious
Wandering shopper

Personalistion seeker

Flipkart g meesho Trend setter/follower
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Browsing buyer

Break up of users amongst competition

AJIO
38 Users (57.77%)

Myntra
17 Users (23.61%)

Flipkart fashion
6 Users (8.33%)

Meesho
4 Users (5.55%)

Amazon fashion
3 Users (4.16%)

Tata Clig
3 Users (4.16%)

Nykaa Fashion
1Users (1.38%)

Priorities when shopping

Variety of the product style

Variety of brands available

Easy return and exchange policies

Deals and discounts

39/72 Users

35/72 Users

33/72 Users

32/72 Users
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Browsing buyer

User stories

“Whenever d bored, | am mostly
browsing. Since I'm a budding influencer
| look for reasonable deals. | look for
fashionable clothes that | can buy for

creating content .”

“l visit shopping apps on an
It is an escape mode for me whenever | am
bored or free | go to Nykaa or Myntra. | keep

a wishlist of the items | like."”

" follow | stagram, they usually
post whatever is new. So I'll be
of all those things and see if it is
available in India right now. It launches in
India, and then I'll see the price. | have a
in which | get up to 25%
discount.”
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Browsing buyer

Shopping pattern Deciding factors to make a purchase online
(thematic analysis)

| keep brows | items in my wishlist
"Comparing prices, deals and search engine
| keep g lit to keep my wardrobe p 9P gine/
. browsing is important Myntra is great with the
up to date.
search engine, whereas, with AJIO, | have to put the
| look for the best deals & discounts for the brands | product’'s proper nhame to find the item.”
trust.
. usually, | tend to
buy the things | like. | tend to browse a lot. | keep
: o |
What makes them try a new shopping app* looking for wallets and t-shirts.”
| like buying trendy clothes. Due to this, | keep
Unique, different or new collections browsing the applications to find something

o _ interesting. | follow trenas regularly.
In the shopping app

Best paired with - Combination buying options

Discounts and offers
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Browsing buyer

Psychological traits Behavioural traits
These users are buyers who are 3 1 These users tend to take
through shc ] apps, SOCit¢ dic leisure ana lless scrolling. They come to a
etc. shopping app whenever they are free. They are the
type, who would screenshc | 2 of things that

The creation of desire to buy something broods in _ - _ .
they like and aim to buy something strongly similar

these buyers through constant consump of o
oit

movies etc.

o " They are p . because they like to
ese users are ir ed by @ _ . |
o | 'hey look for sales and discounts
e that they desire to live. To constantly reach
to make purchases.
the place they see themselves, they tend to scroll

and browse through shopping apps unaware of They can be called - ' they try
what exactly are they looking for. to find solace in maintaining a wishlist and having

a long list of things they thrive to purchase little by
little.
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Browsing buyer

Features that could appeal to them

Optimised flexible search engine.
Larger and segmented wishlist

Social shopping features in the app like 'stream’ in

Nykaa.

Trend list, mood board etc to pin the trends and

styles.

Influencer or expert segment for the lifestyle

upgrade they wish for.

Dedicated discounts and offer segment in the app.

Words to describe

Desire to Buy Everything

Socilal Media Influence

Fashionable V/ ST Coupons

Affordable Discount hunters
Best Deals Trend over Quality

Mindless Scrolling Multiple Shopping Apps
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Empathy map

STAVES THINKS

The user says | open the shopping apps on an
everyday basis. | like browsing through the
collections and seeing what items are on
discount.

| often go to my wishlist and see if there are any
major discounts that | am getting. If | get a
great deal on something | like, | don't hesitate in
buying it right away.

DOES

These users have a long list of desires and want.
As they browse very often, they keep a close eye
on what sales, deals, and coupons they are

getting.

When they get a deal that they think is worth
every penny, they simply buy the things that
they want.

FEELS

The user thinks about the trends and style that
is ongoing. To be part of the trend, they think is
important to purchase items that will make

them look up-to-date.

These users very often think about the things
they would like to acquire.

Since they tend to shop after browsing a lot,
they feel secure and confident in buying
whatever they have selected.

As they go to and fro in multiple apps to browse
something that will catch their attention, they
become very well aware and informed about
the return and exchange policies.
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EXECUTIVE SUMMARY

Overview of key
findings on cohort

01

These 20 - 35 years young blood users, take e-
commerce as their new social media and social

media as their new e-commerce

02

They are fashion/choice conscious, discount seekers.
This user type can keep a particular style wish-listed

and can wait for a sale to buy:.

03

Browser personas can spend spend time online in
comparing prices, deals and search engine/browsing

is extremely important to them

04

Our semi-emotional buyers who find solace in
maintaining a wish-list and having a long list of

things. They thrive to purchase little by little
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RECOMMENDATIONS

Recommended features
for this cohort?

01 02

Optimised flexible search engine Social shopping features

A browser comes with vague idea about what they Since their e=commerce is the new social mediq, let's
need, they are exploring the possibilities. It becomes make it a lot more like that. Nykaa's ‘stream’ segment
extremely important that Ajio's search engine is is on point for this reference.

predictable to what a user is trying to communicate.

03 04

Larger and segmented wishlist Virtual pin board

Browsers have been complaining and comparing Ajio's Allowing more space to create boards, looks and
wishlist from Myntra. Allow people to have full control ideas for future inspiration. In the future of super apps,
on their wishlist and the ability. To customise their an emerging idea of Pinterest with E-commerce can
wishlist according to their likings. Wishlist products be a long shot hit.

could further be marketed personally on the
homepage.
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COHORT 3

Implusive Buyer

MM | 35F

Total 76 users
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EXPERIMENTAL & EMOTIONAL

Impulsive buyers are buyers who let their emotions drive the
purchasing wheel. These buyers are driven by a sense of
impulsivity which drives them to buy things before thinking
through. They are experimental and fearless when it comes
to trying new apps and brands. They are easily triggered by

trends on social mediq, friends and family or influencers.

Rs 1000 - 10,000

Average Shopping Budget

T1 & T3 Cities

Lives In
25 -35yrs
Ao

Corporate employees & Business owners

Occupation



Implusive Buyer

Frequently used apps Shopping Attributes

Price Conscious

e AJIO N\ Myntra amazon Choice seeker /Fashion conscious
Wandering shopper
Personalistion seeker

Flipkart g Trend setter/follower
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Implusive Buyer

Break up of users amongst competition

AJIO
39 Users (51.31%)

Myntra
10 Users (13.15%)

Amazon fashion
11 Users (14.47%)

Flipkart fashion
9 Users (11.84%)

Meesho
5 Users (6.57%)

Nykaa Fashion
2 Users (2.63%)

Priorities when shopping

Variety of the products style

Variety of brands available

Easy return and exchange policies

Deals and discounts

35/76 Users

33/76 Users

32/76 Users

27/76 Users
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Implusive Buyer

User stories

"Shopping online since | was young, like |
used to play around with all apps like
Fliokart. | generally don't have that much
time to go to the shop and take the trial.
So for me, this is the best way out. So
even if it doesn't fit, there's ¢ |

. je. l always check out
how good their exchange policy is, before

shopping online.”

“In my free time, | like to shop. usually, |
tend to e thing: e impulsively. |
tend to se a lot. | keep looking for

wallets and t-shirts.”

“If | like something on Instagram. | take a

sometimes | even buy it from Instagram.”
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Implusive Buyer

Shopping pattern Deciding factors to make a purchase
online (thematic analysis)

| click on the
'm looking for ‘Quality of the product, e proc and

| s - ¥ . s el et s also thi | that I'm getting in the name of

coupons, offers etc.”
| go directly into my

Ny

r | - - . & - ] " | =~ S |
and explore of the people that are using the product.

Also, price ¢ and. If dis S dre running,
sometimes | end up buying things | don't need

I o
What makes them try a new shopping app~- redintaly?

n

es, affordable price,

Flaeting, shor bl RS hand ofiers reviews, best deals | get through the offers or | get
on my credit card.  shie , and free
vouchers keep me motivated to buy more and

Friends and family suggestions more”

Easy returns and exchange policies
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Implusive Buyer

Psychological traits Behavioural traits
These users are buyers who are triggered by a These users tend to sh e and get
which drives them to buy motivated to make purchases very easily from
things befor: g through. They are fearless friends’ recommendations, advertisements, new
and love to experiment with various products. collections, etc.
They love the feeling they get after purchasing an They are experimentc d fearless when it comes
item. They do not think it through, they straight to trying new apps and brands. They need to make
away make the purchase if they like it. They are implusive decisions over all.
very eas oti 1 by offers, deals and
discatipte. They feel excited when purchasing an item for a
cheaper price. Mostly purchase things out of
These buyers can be easily trigger y tr ; On emotions, hence they are
social media, recommendations by their fi

rs and massively by how they are feeling.
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Implusive Buyer

Features that could appeal to them Words to describe
New arrivals, exclusive, limited editions. Mindless Scrollers v | Easily Influenced

eward points, ne ase discounts etc. .
Reward points, next purchase discounts etc Buys Whatever They Like

Offer and discount segment
i~ i ! seylItic . e e
ltem Hoarders Short-Term Sale
filters in wishlist to quick find a particular style. | ) -
Raelieve Stress |_ ";r:’_l{'.‘:!"f? B1ing EKpEFimEHtE|
Influencer or expert advise/blogs. | | ) _ |
Social Media Buys Very Freguently

Size assistance and guide for the experimental soul

- Excited Fashion Conscious
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Empathy map

STAVES THINKS

These users say that they love shopping and
they shop new collections and takes
recommendations by friends and family very
seriously.

They fearlessly try and experiment with
different trends and apps.

DOES

They think that about the new collections. They
think they need to be up-to-date with the new
collections.

They think that they can fix an emergency
situation with a purchase. They think that
during sales they need to make a purchase or

else they won't get it for a cheaper price.

The users makes a purchase impulsively without
thinking it through. Since shopping online is
super convenient, these buyers do not think
twice before checking out from their cart.

They keep checking the social media
advertisements and emailers that they get.

FEELS

They feel happy and excited in unplanned
purchases. They make pruchases due to sales,
discounts and deals.

They keep experimenting with different trends
and apps. They buy things due to an emotional
appeal, because purchasing the item makes
them feel good.
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EXECUTIVE SUMMARY

Overview of key
findings on cohort

01

| like it - | buy it.
Mostly self sufficient financial background - T1, metro

city crowd who loves to shop.

02

Emotions are their driving factor. They are fearless,
experimental and trendy when it comes to their

shopping behaviour.

03

Favourite users for all the Instagram or other social
media advertisement companies out there. They don't
think three times before making a purchase. They are

ready to try new things from new brands.

04

Presentation or product pictures, good reviews,
fleeting deals, discounts and offers, reward points,
free vouchers etc. All of the pointers above can easily

motivate them to keep buying frequently
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RECOMMENDATIONS

Recommended features

for this cohort?

01

Gamifying the shopping experience

Unlike need based user, an impulsive buyer needs more
of welcome benefits than retaining ones. They would
like to play spin the wheel, get welcome discounts and
might shop only because there are free gifts.

03

Influencer or expert advise

User who are open to experiment, will benefit from an
expert advise to give them the right kind of push or to
answer any of the doubt before buying an item.

02

Technology assistant

AR, VR, size guide etc is already being practised by
certain e-commerce spaces and they have only got
more benefit from it.

04

An ‘exclusive’ segment in the app

An addictive shopper is always looking for something
new and something more exclusive from the brand to
shop for. Personalised application is very important to
the user. Eg. having their name. Keep an exclusive
section for "xyz" person which has newly added
products filtered through recently purchasing habits.
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Top AJIO competitors

Before getting kick-started on our surveys and interviews, we did extensive research

on the Indian e-commerce market and the top platforms that gives AJIO tough

competition. Name of these is shown below.
Competition research doc link: https:/bit.ly/3TZTA3F

S\ Myntra lifestyle QIS

pantalans amazon
—"

maX

Flipkart g
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SECONDARY RESEARCH BENCHMARKING STUDY

Demographic breakdown

The table represents the demographic highlights for the competitors we researched.
Competition research doc link: https:/bit.ly/3TZTA3F

Company name

#1 Myntra

#2 Amazon Fashion

#3 Flipkart Fashion

#4 Meesho

#5 Nykaa Fashion

#6 Tata Clig

USP

High fashion appeal at
affordable rates

Makes every user's exp.
personal & customised

Biggest e-commerce
organisation of India

Emphasizes the reseller
model.

Strong emphasis on
fashion curation

First real omnichannel
experience in India

Target group

Fashion-conscious, med-
iIncome, young shoppers

Potential Prime services
members

Scattered over various
market segments

Targets T2 & 3 cities, mid &
lower mid class group

Fashion-conscious, upper-
mid-class, mainly women

Affluent consumer base
who are not strongly a
discount seeker

Positioning

Vibrant fashion store at
affordable rates

Lowest prices & the best
customer service

One stop online store to
cater to all customer needs

Leading platforms for
social commerce

New and updated Fashion
Is constantly available

Sells CAMELs (Certified
Authentic Merchandise
Everybody Loves)
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HYPOTHESIS

Our initial hypothesis
before the research

After conducting our secondary research. These are the hypothesis we formed.
Competition research doc link: https:/bit.ly/3TZTA3F

Myntra is the largest competitor

01 We assumed Myntra is the closest competitor to AJIO. After sec. research, we found that the share of users who

use mynta is likely higher that the no. of users who use AJIO and other apps.

Homepage design has a major impact on buying decisions

02 We assumed that the design of competitors' home pages has a huge impact on the buying decision of the

users. We analysed the homepage and the sections of our close competitors.

- Tata Clig and Nykaa fashion are new but strong competitors

We assumed that new emerging platforms like Tata Clig and Nykaa Fashion have a significant share of users.
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COMPETITION-RELATED QUESTIONS

Survey-related guestions

After conducting our secondary research. These are the hypothesis we formed.
Competition research doc link: https:/bit.ly/3SVkoRm

Q1 Which is your most preferred shopping app for clothing, accessories and lifestyle products?

(2 On ascale of 1to 10, 10 being the highest, How likely would you recommend your most preferred shopping app?
(3 What features on this app chosen above help you to have a better shopping experience?

Q4 Which other 3 apps do you use to shop for clothes and accessories?

Q5 From the below choices, what do you like the most about the following shopping apps?

Q6 What would make you want to try a new shopping app?

NOTE* These are multiple choice questions. To see the options we gave for each question, please use the
link mentioned aboue.
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COMPETITION-RELATED QUESTIONS

Interview-related questions

After conducting our secondary research. These are the hypothesis we formed.

User interview guestionnaire link: https:/bit.ly/3gVy7Kz

Q1 Can you open any one of your favourite shopping apps and take us through how you would usually shop?

Q2 Why did you directly go to the page?

® Do you usually go through the homepage of the app? And why?

® What information would you expect to find on the home page?

® Any features or sections you would find useful to see on the home page?
® Your favourite section on home and why?

® Are there any additional features that you feel could be helpful for you to see on the home page?

Q3 Why do you love to shop on this particular application?

Q4 What are the unique features that make your shopping experience enjoyable on this app?
Q5 What are some things that you don't like about this application?

Q6 What do you think about the look and feel of this application?

Q7 How much does this impact your decision of shopping on an application?



FINDINGS #1

Competition’s product experience
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BENCHMARKING STUDY

A comprehensive look at

the competition

Competition analysis link: https:/bit.ly/3h8dZVA

PRIMARY COMPETITORS

M Myntra amazon Flipkart g

63 Users 27 Users 19 Users

SECONDARY COMPETITORS

meesho #M /Vm{!—
10 Users 6 Users 3 Users

Blclia

3 Users

URBANIC

1 User
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FINDINGS USER SURVEYS

S target groups vs competition

We received 208 user survey responses. Our survey was split into 3 target

groups that were, Active AJIO users, Dormant AJIO users and Non-AJIO users.

Active AJIO Users (103)

AJIO

Myntra

Amazon Fashion

Flipkart Fashion

Nykaa, Tata Clig

72 Users (69.90%)

20 Users (19.41%)

5 Users (4.85%)

3 Users (2.91%)

3 Users (2.91%)

Dormant AJIO Users (56)

AJIO

Myntra

Amazon Fashion

Flipkart Fashion

Tata Clig

37 Users (66%)

11 Users (19.64%)

6 Users (10.71%)

1Users (1.78%)

1Users (1.78%)

INSIGHT: Since these data points were gathered from the users provided by AJIO, the first preference
for most of the users was AJIO. Whereas Myntra can be seen as the 2nd most preferred app.
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FINDINGS USER SURVEYS

S target groups vs competition

For Non-AJIO users, we conducted the survey on ZOHO among 50 users who

did not use AJIO for shopping online. The results of the survey is show below:

Non-AJIO Users (49)

AJIO

Amazon Fashion

Myntra

Flipkart Fashion

Meesho

Nykaa Fashion

1Users (2.04%)

13 Users (26.53%)

12 Users (24.48%)

11 Users (22.44%)

10 Users (20.40%)

2 Users (4.08%)

HIGHLIGHTS FROM THE SURVEY

® In this survey data, we found close
competition between Amazon, Myntra
and Flipkart.

® An anomaly was found where 20% of the
users preferred Meesho as their first
preference. Whereas in other groups,
Meesho wasn't the first preference.

® We found low preference rates for Nykaa
and Tata Cliq. Even the users who picked
them as their first preference rated them
on an average of 6/10.
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AJIO’s competitors

Through the user surveys, we found 6 major competitors of AJIO. The direct competitors are
43 users from Myntra, 24 users fromm Amazon Fashion, 15 users from Flipkart Fashion. The
indirect competitors are 10 users from Meesho, 3 users from Nykaa Fashion and Tata Clip

each that were most frequently mentioned in the user surveys and user interviews.

# Direct @ Indirect

100
80
435.5%
Closest competitor
60
40
24.5%
15.57%
20 10.5%
. 37 3%
0 - I |
Myntra Amazon Flipkart Meesho Nykaa Tata Clig

Fashion Fashion Fashion



FINDINGS USER SURVEY

Competition’s best features

Through our user survey, we aimed to find the best features/ the reasons that

make our competitors valuable to their users. Here is what we found out:

01

Myntra

#1 Easy returns and payments
#2 Quality of the products

#3 Variety of brands available

04

Meesho

#1 Variety in the product styles
#2 Earning reward points

#3 Easy returns and payments

02

Amazon Fashion

#1 Helpful customer reviews

#2 Variety in the product styles

#3 Easy returns and payments

05

Tata Cliqg

#1 Easy to use application
#2 Variety of brands available

#3 Product visuals and model’s styling

03

Flipkart Fashion

#1 Variety in the product styles
#2 Discounts & deals

#3 Speed of delivery

59



WHAT USERS SAID USER INTERVIEW

Supporting user excerpts

Price easy * Costumer services ¢ Good experience

‘I find Myntra very price easy.The visuals

in the app are very good. They even
provide particular discounts to insider

members."

W 4
|
I
fir
’

‘I always have had a good experience
with Amazon.Even when | returned
multiple products, in the end, | am

satisfied.”
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"About Myntra, | like the feature with
which you can click a picture and search.
Myntra gives huge discounts sometimes.
whereas in AJIO the price remains the
same. they call it a sale but throughout the

months the price doesn't change.”
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Myntra’s shopping
experience overview

Unique Features

01 One of Myntra's unique feature that appealed to the users is the suggestions it gives in terms of shopping,
making it a more personalised experience for the user. Another one is the visuals of the product, a video of a

person wdlking in the attire really helps users in making a purchase. (referring to Myntra videos in the PDP)

Look and feel of the app

02 Maximum users have mentioned that Myntra's app is very user friendly and they found it very easy to navigate

without help. They also found it very attractive and aesthetically pleasing.

Pros of the app

03 Myntra gives authenticity certificate of branded products and that assures the users that won't get fake or first

copy products. It's one of the major deciding factors for making a purchase.

Cons of the app
04 The drawback of Myntra that users have mentioned is the slow delivery. They aren't happy that they have wait

for the product longer in comparison to the other apps.
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PRIMARY COMPETITORS USER INTERVIEW

Amazon’s shopping
experience overview

01

02

03

04

Unique Features

Amazon offers vouchers, free subscriptions of various products, and a lot more post purchases, which it makes it

one of their unique features. This makes the customer feel valued and that the company cares about them.

Look and feel of the app

Most users were not very happy with the homepage, they found it very cluttered, traditional design and not

very appealing. They feel a little modern touch is needed.

Pros of the app

Many users have mentioned that the return policy is very easy and hassle free which makes them purchase

from Amazon quite often. They are very satisfied with the custoemer care support they get on Amazon.

Cons of the app

The major con of the app is the way the interface looks to the user. They aren't happy how boring, plain and

traditional the interface is. They want something fun, new and exciting.

62



Flipkart’s shopping
experience overview

Unique Features

01 Flipkart gives a pay later option which makes the user purchase product faster without thinking about the

money factor.

Look and feel of the app

02 The categories section is well segregated and visible at one glance itself without having the user to scroll

multiple times, this was highly appreciated by users.

Pros of the app
03 Most users love the offers, deals and discounts they get on Flipkart. Especially, "the big billion day sale” is

something users look forward to.

Cons of the app
04

Users don't like the promotions of unnecessary things being flashed at them.
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What makes users try
a new shopping app?

This data is gathered through user surveys. We asked the participants to select their

top 3 deciding factors for trying a new shopping app. We've listed the top 5 below:

Active AJIO Users (103 users)

Discounts and offers

Unique, different or new collections

Assurance and trust in the shopping app

Best paired - Combination buying option

Styling tips by known stylists

80 Users (77.6%)

62 Users (60.1%)

53 Users (51.4%)

13 Users (12.6%)

8 Users (7.7%)

Dormant AJIO Users (56 users)

Discounts and offers

Unique, different or new collections

Assurance and trust in the shopping app

Styling tips by known stylists

Family and friends recommendations

44 Users (78.5%)

34 Users (60.7%)

26 Users (46.4%)

4 Users (7.1%)

3 Users (5.3%)
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PRIMARY COMPETITORS USER SURVEY

\What makes users try
a new shopping app?

Non-AJIO Users (49 users)

Unique, different or new collections

Discounts and offers

Assurance and trust in the shopping app

Friends and family suggestion

Best paired - Combination buying option

31 Users (63.2%)

29 Users (59.1%)

19 Users (38.7%)

13 Users (26.5%)

13 Users (26.5%)

INSIGHTFUL HIGHLIGHTS

In this survey data, we found discounts
and deals are the primary lookouts when
it comes to online shopping.

People are always looking for unique/
different collections to shop for. Some of
our interviewees complained about not
being able to find different designs/
collections to shop from.

In all 3 targeted groups, the users have
shown interest in best-paired buying
options and styling tips as features they
would be interested in.
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PRIMARY COMPETITORS HOME PAGE ANALYSIS

Myntra’'s Home page

$54q

J“M m Up Tl:ll;“':;
i I 7 J -.

') 2l ot [T W2 )

‘.l

it ok St -
- i UF

0% OAT
3

k)

Lalpgaris e Eapdors  Eapemn

01

Clean and vibrant look and feel

Most users have mentioned that the banners, pictures
and the overall Ul Design of the homepage are very
appealing and attractive. The user finds it very easy to

navigate to different sections through the homepage.

02

Personalised information

Users showed significant liking towards the
personalised information like brands and styles that
Myntra displays sometimes on the homepage. |t gives

them that push to scroll through the homepage.

03

Categories section

In the interview, the users commented that the
category section in Myntra is clear and easily visible

to them.
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Amazon’s Home page

01

Cluttered homepage

While amazon users are very loyal and trustworthy,
they aren't happy with the look and feel of the
homepage. It looks boring, traditional and cluttered

to them.

02

Search based users

Many fashion shoppers on Amazon are search-based
users. They do not prefer scrolling the homepage for
fashion. Whereas when it comes to electronics,

leisurely they love looking at discounts and deals.

03

Find homepages more interesting in other
shopping apps

Many amazon users stated that if they just want to
browse through an app and window shop. They will

prefer scrolling through myntra over Amazon.
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Flipkart’s Home page

01

Efficient Information Placement

The users of Flipkart loved how Flipkart shows 3-4
sections in one view. They liked how static and well-

defined all the sections are.

02

Offers and discounts

Users felt the offer banners on Flipkart clearly mention
the ongoing offers and sales. Clicking on it, it leads
them directly to the dedicated page. This saves their

time and energy to hunt for products.

03

Unnecessary Advertisements

Some users talked about the annoyance they feel by
the sponsored ads on the home page. They said they

would like the homepage to be more organised.
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Key insights

With user interviews, we understood what users expected from home and

what features they found useful on this page. After collating the overall views

on homepage, we found the following key insights:

01

Finds top category section useful

Many users mentioned finding the top category was
useful. This is the category which includes men,
women, kids and other important categories. Users

find it helpful as it helps them to navigate better.

03

Wants to see the brands they
purchase frequently

Many users mentioned how they would be interested
in seeing the banners of the brands they buy and

browse most frequently. They suggested they would
appreciate a clutter-free, short and crisp homepage

that caters to their needs.

02

Expects to see current sales and discounts

As most home pages are made with current deals,
discounts and offers. Users expected the same from it.
Many users were interested in looking at these deals.

Many found it a wastage of time.

04

Would like to see gender-specific
content

As most users shop for themselves, they were
disappointed looking at the banners and brands that
do not align with their gender. Some users found it
frustrating and irrelevant to see the visuals of the

opposite gender.
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" WHAT USERS SAID

Supporting user excerpts

Category section * Homepage personalisation ¢ Deals & discounts ¢ Gender specific content

“For Myntra - | like the category section on

top. variety is there and | also like the
brands and their filter. | also like the

section - frequently used filters by Myntra *

“Comparing prices, deals and search
engine/browsing is important

Muyntra is great with search engine, where
as with Ajio, | have to put product’s proper

name to find the item.”

“Show me gender specific to women

If it's in the new arrivals will be showing
here, it will be good, and also, if they know
that this shopper is a female then they
should just show all the new arrivals
because you take gender and name so use

it rightly.”
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RECOMMENDATIONS

Next steps and
recommendations

01

Gender division

Easy or quick gender division at the product listing
page. A user would not like to select a gender filter

inside the filter button because that looks like a lot of

work.

03

Pre-applied few custom filters

Gender, style, price range, delivery and few others
depending on the product can be pre applied under
filter according to the individual's behaviour data. Not
only it will save time but will also provide a custom

search to users.

02

Highlight categories better

Categories on top of the homepage need to be better
put across. Confusion arises when users take luxe as
one of the gender category and the thumb click

space for each division should be increased.

04

Add user reviews

80% of the users interviewed have requested to ada
reviews. Since it is a great deciding factor to pick a
product and also builds confidence in users while

making the purchase.
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HYPOTHESIS

Our initial hypothesis
before the research

AJIO is well known for its best deals and discounts

01 Before starting our research we knew AJIO is best known for its deal because our team and their friends and

families have been using AJIO for the best offers.

Users skip looking at the AJIO home page

02
Our initial assumption was that users skip the homepage as most users are used to search-based shopping.
AJIO home page is cluttered and repetative

03 As we explored AJIO's homepage, we found they have endless discount and deals banners on the home page,

We found navigating through it difficult and cluttered.
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User Behaviour on Homepage

AL
! ’#



LEVEL 1 DISCOVERY USER SURVEY

User behaviour when they
open shopping apps

The total no. of user responses we got was 208, the percentage

is calculated accordingly.

® Clicks on search bar to find products | 95 Users (45.67%)

@ Swipes banners on the hp & click them | 25 Users (127%)

@ Scrolls through the home page | 50 Users (247%)

Clicks their fav. product category | 37 Users (187%)

Goes to style studio/ blogs pages | 1 User (0.57%)

05 %
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LEVEL 1 DISCOVERY USER SURVEY

Users who prefer scrolling

through homepage

@ Scrolls homepage | 75/208 Users

© Doesn't scroll homepage | 133/208 Users

100
80

60

367%
40 (75 Users)

647
(133 Users)

20

Users who scroll the
homepage

Users who don't scroll the
homepage
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Homepage - Liked Sections

In our survey, we asked a quantitative question that was, to pick at

least 2 sections that you would like to keep on the home page. The data is

presented in the table below:

Rank Choices Response count
#1 Running deals & discounts 157 / 208
#2 Brands available 139 / 208
#3 Collection of products (bestsellers, summer collection, 76 / 208

occasion wear, etc.)

#4 See what's new & exclusive 51/ 208

#5 Trends and inspiration 30 /208

#6 Other 1/ 208



Homepage - Personalised Sections

This quantitative question asked the users to pick at that they would like to

have for personalising the home page. The data for the top 7 choices is

presented in the table below:

Rank

#1

#2

#3

#4

#5

#6

#7

Choices

Brands | love buying & browsing

Bestsellers/highly rated items

ltems relevant to my gender.

Categories | love (i.e tops, trousers etc)

Styling suggestions by influencers

Recommended buys

Pair it with/complete your look window

Response count

130 / 208

100 / 208

72 / 208

55/ 208

45 / 208

32 /208

21/ 208
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Key insights

Through user interviews, we asked one on one homepage related questions

to the participants. We found the following insights from our interviews.

Referred to Thematic Analysis Sheet: https:/bit.ly/3WpnPmn

01 02

Finds top category bar useful. Would like to see brands they often purchase
When asked about the views on AJIO’s homepage, Through our analysis, we found that users felt at ease
many users found the top category helpful. They when they saw the brands they shopped from. They
stated that it helps them navigate better within the connected well to the home page when they saw the
application brands they like.

03 04

AJIO luxe next to category confused users Referral programme and saving calulator like
When users were talking about the home page, they banners caught users attention.

did not like seeing AJIO LUXE right next to the While scrolling through the homepage, many users
category. Many users found it misleading and were interested in banners like - the saving calculator,
irrelevant. Bank related banners that showed saving amounts.
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Supporting user excerpts

Coupon section in AJIO app ¢ App journey ¢ Offer price * Home page design

"AJIO has its own brand. | like the coupor “Once | go through the category and use

section where | get options to purchase in the gender filter, it takes me to the next

bulk to get a discount” filter. The journey is misleading. Also,
there is an offer price mentioned below

the real price, as a user, | have no clue

“I like the section, brands in the spotlight.

It has the brands that | usually buy from.

| really like the price point that AJIO offers

its users. in my entire life, | have been “The pages look very bland. It doesn't give
shopping only from gjio” any appeal. But it is very informative for

the user. "
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Product Discovery - Time taken

This data is driven by the statistics we averaged out from the user interviews
we conducted. We have taken into consideration Task- | from the interview
questionnaire (friend’s birthday party) and the overall observation of how

they navigated and shopped.

Total participant - 40

Discovery Route Home Search Product Category Wishlist
No. of participants 9 17 9 5
Time taken (avg.) 4 mins 12 mins 9 mins 5 mins

INSIGHT: Browsing users preferred scrolling through the home page and access the wishlist. A need-
based shopper was more search oriented because they new what exactly to buy.
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RECOMMENDATIONS

Suggestions and
recommendations

01

02

03

04

Gender related content

Many users have mentioned in the user interview that based on the data that Ajio gathers when we sign up for

the app they should personalise the homepage data for the user, especially gender related products

Direct access to homepage

While navigating through the app a lot of users could not go back to the homepage directly instead they had to
go back multiples in-order to reach the homepage. This quite disappointing to the users.

Category section

Most users in the interview mentioned that the category isn't that visible and clear to them and they'd like it if it

was d little more prominent.

Less flashy banners

Although the users love the sales, discounts, offers and deals that Ajio offers, they'd like it less flashy and more

well segregated and attractive.
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RECOMMENDATIONS

Suggestions and
recommendations

05

06

07

08

Easy navigation

While the users were given certain tasks to perform we noticed a lot of them were confused and lost as to how

to navigate through the app. An easy navigation could solve this problem.

Reviews and ratings

Based on the user interviews, realised a lot of users have asked for reviews and ratings of products to be

available, and they should be able to review or rate purchased products.

Previous search history

Users want to be see their previous search history, as browsing buyers and impulsive buyers scroll though
shopping aimlessly and close the app. The next day they'd like to remember what they saw yesterday and I'd to

go back to it.

Customer care support

Users would like to have a 24/7 customer care support chat, many users mentioned that they couldn't get in

touch with the customer care and hence stopped shopping from Ajio.
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FINDINGS #3
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LEVEL 1 DISCOVERY

Key insights

Our user testing and research analysis showed us the following paint points

with language and content. People had no clarity on what they were seeing.

01

Good UX writing

Users like the phrases, tone and communication style
of the overall app. Be it about an upcoming or on
going sale or sub category, words used are catchy

and attractive.

03

Segment Deals and discounts

When it comes to finding offers, users want all of
them under one head - “| would like a different

section for sale. right now i see discount everywhere"

02
Display repetition of deals

Users get to understand the pattern of same deals
and discounts talked about in different spaces
through out the app. Which takes away the joy of

discovering deals and discounts.

04

Personalisation

Users are expecting to see what they would like to see,

through out the app.
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WHAT USERS SAID

Supporting user excerpts

Homepage banners ¢ Festive banners * Homepage navigation

“The saving calculator caught my eyes
but it is confusing and time-consuming at

the same time"

“It is attractive, while going through the
app, you can easily find what you are
looking for. Good visual symbols for
people who don't understand the words

better or are illiterate”

"I really liked the Durga Pooja suggestions
section. It's culture driven. It gives me the
festive feels. Since I'm a Bengali its very

helpful to me”
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RECOMMENDATION

Recommendation from

the users

01

Shoppers nheed more brands

Few users who have been loyal and regular to Ajio
have requested Ajio to have 'hrx’ and ‘Mango’ clothing
as well. Myntra has them as a brand but they would
like to see the same on Ajio. Similarly, adding more

traditional wear brands like Tata Clig has.

03

Return and Transfer of money

Users have complained quite a few times about how it
s difficult to get a refund if they return a product.
exchange is easier but refund takes more efforts and
time. In case a brand doesn't have a return policy, Ajio

should noticeably mention it.

02

Introducing Live Chat

Like Amazon has their customer services well sorted,
Ajio also can have 24x7 live chat customer services

provided to its users for an overall enhancement.

04

One price

Users get confused with ‘offer price’. Often, they
assume it is misleading and sometimes they get
frustrated for not being able to understand how to

avail the offer price.
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REDESIGN

AJIO’s Homepage Redesigned

Based on the insights we collected through this research, we demonstrate how some
of these insights could be converted to UX & UI.
Redesign link: https://adobe.ly/3X2xqg2X
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Detailed documents

01

Compiled secondary research

This doc consists of the secondary research we did for
e-retail behaviour, buyer's persona, the goal of the

home page, comp analysis and user research tools.
Link: https://bit.ly/3TZTA3F

03

User Survey - Questionnaire (AJIO & dormant)

This doc consists of a user survey questionnaire we

created for AJIO active and dormant users.
Link: https:/bit.ly/3TgR5ZT

05

User Interview - Questionnaire (Non-AJIO)

This doc consists of a user interview guestionnaire we

created for Non-AJIO users.
Link: https:/bit.ly/3gVy7Kz

02

User Survey - Questionnaire (Non AJIO)

This doc consists of a user survey questionnaire we
created for Non-AJIO users.
Link: https://bit.ly/3SVkoRm

04

User Survey Responses

This doc consists of all the survey responses from all 3
target groups.
Link: https:/bit.ly/3Uilab2

06

User Interview - Questionnaire (AJIO &
dormant)

This doc consists interview questionnaire for active

and dormant AJIO users.
Link: https:/bit.ly/3DWmMTz
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07

Affinity Map + Thematic Anlaysis

This doc consists the detailed transcripts and color
coding for the user interviews

Link: https:/bit.ly/3fvGUTf

09

Results - Cohorts

This doc consists of the 3 cohorts that we formed for
AJIO after gathering insights from user survey ad

interviews.
Link: https://bit.ly/3tiUBbt

11

One sheet for all the links

This sheet consists of all the links within one sheet for

your convenience.
Link: https:/bit.ly/3Wpaaqgg?

08

Results: Thematic Analysis_Affinity Map

After creating the transcripts and codes, we created
this sheet of thematic codes and affinity maps.

Link: https:/bit.ly/3WpnPmn

10

Competition Analysis

This doc consists of a competition analysis that we
did after gathering data and insights from user

surveys and interviews.
Link: https:/bit.ly/3h8dZVA
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