Zwende - Case Study

Industry Design Project for Springboard’s UX Design Career Track
By: Lisa Payne

Date of Project: February 2020
Last Updated: 2/15/20

Lisa Payne
lisastancil@gmail.com
501-253-0541



CONTENTS

Overview

Idenfitying Competitor Personas
Research

Primary ReSEarch ...........ooouiiiiiice e

Analysis

AFFINITY MAP oo
EMPAthy Map ..o
PeIrSONAS ...

Competitive Benchmark Study
Research

Secondary RESEArCh..........cocviiiiiiiii et

Analysis

Competitive Analysis Matrix
Detailed Benchmark Study Presentation

Conclusion

LESSONS LEAINEA. ... ..ot



OVERVIEW



OVERVIEW

The Problem: Zwende is an India-based platform that allows
users to customize and personalize handcrafted lifestyle
products. Zwende is currently in the process of entering the
US market, and would like to identify user personas for the
websites Etsy.com and Minted.com, two key players in the
US market they seek to join. The second part of this project
is to do a competitive benchmark study to see how their
current site compares with similar players in the industry.

The Solution: To use my exprience through Springboard’s
course to conduct reasearch and analysis to create
competitor personas, as well and collect competitor
information and please in an informative presentation for
the client.

My Role: | conducted all research for this project with some
guidance from my mentor.




IDENTIFYING COMPETITOR
PERSONAS
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Primary Research

| was able to work on these two project parts in tandem does to
the timing of finding participants to interview to begin research
to find personas for Etsy.com and Minted.com. Instead of
finding subjects through a screener survey, | reached out to
friends on social media and members of special-interest social
groups to find qualified participants to interview.

Click here to view my interview script

| conducted and recorded 5 interviews. Two were with
acquaintances that | conducted in person at coffee shops, and
the other three using either zoom or skype with participants

| found online. | found it worthwhile to incentivise these
participants with giftcards to starbucks to make sure they were
timely and high quality.

| recorded each of the interviews and idenfitied insights which |
then used to create an affinity map.



https://docs.google.com/document/d/1HkGGzoa-teqAbMJuXyY2T13j9TzQRch-a2-nAH_a8t0/edit?usp=sharing
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Affinty Map:

Using notes and recordings from my interviews, | pulled
numerous insights and grouped them into the following
categories:

Online Shopping Habits Choosing Where to Shop

Narrowing Down Products _ E= -

Gifting B “HE

Checko.ut EEgh £ ..

Budgeting

Crafting

Navigation EFE

Motivations =

Positive Aspects B FE- H N

Negative Aspects = e .E
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Click to view larger


https://drive.google.com/file/d/18TqqYHvdADXmjnJ8L5vD412INIkJckQF/view?usp=sharing
https://drive.google.com/file/d/18TqqYHvdADXmjnJ8L5vD412INIkJckQF/view?usp=sharing

ANALYSIS

Empathy Maps:

WIth the insights | found | was able to identify three
of the main user groups that stood out based on their
motivations for shoping on the sites Etsy and Minted.

1. The Gift Giver
2. The Hobbyist
3. The Supporter

THINK & FEEL
TRIES TO PUT A LOT OF THOUGHT INTO
DECORATING HER OWN SPACE TO
MAKE IT UNIQUE

ENJOYS COLLECTING THINGS

WILL SPEND MORE TIME TO
FIND EXACTLY WHAT | AM LOOKING FOR

VALUABLE FEEDBACK FROM
PEERS ABOUT ITEMS SHE
1S INTERESTED IN

HEAR

KEEPS UP WITH TRENDS IN CERTAIN
FIELDS OF INTEREST

HOBBYIST SEE

FULL OF CURATED ART/DECOR

RECOMMENDATIONS FROM
PEERS ARE EXTREMELY VALUABLE

SAY & DO

BUYS ART PRINTS AND PUTS THEM IN HER OWN FRAMES

IF SHE FINDS SOMETHING SHE LIKES,
SHE WILL FOLLOW THE ARTIST OR
SEEK OUT SIMILAR ITEMS

WHEN HOSTING AN EVENT, SHE
WILL GO OUT OF HER WAY TO MAKE
T FEEL SPECIAL AN CUSTOMIZED

THINK & FEEL

RABBIT HOLES ARE GREAT
ITS WORTH IT TO GO OUT OF MY WAY TO FOR IDEA COLLECTING

FINDA GIFT THAT IS MORE PERSONAL

IF AN ITEM IS TOO AFFORDABLE,
IT MUST BE LOW QUALITY

| LIKE TO ADD A PERSONAL TOUCH
TO EVERY GIFT | GIVE

HOLIDAYS AND BIRTHDAYS
ARE ALWYS COMING UP

HER FRIENDS REALLY ENJOY
THE EFFORT SHE PUTS INTO
HER RELATIONSHIPS WITH THEM

SEE

HAS FRIENDS NEAR AND FAR SHE LIKES TO BUY FOR

HEAR

MY PEERS REALLY APPRECIATE

THOUGHFUL GESTURES
WHEN A GIFT IS REALLY UNIQUE,

IT USUALLY COSTS MORE

FRIEND SAYS THEY NEED A NEW
LIGHT OR COOKWARE, ETC.

DESCRIPTIONS AND REVIEWS
GUIDE ME WHILE SHOPPING
ONLINE FOR GIFTS

SAY & DO

I LIKE TO GIVE EXPERIENCES TO
PEOPLE AS GIFTS WHEN | CANT BE THERE

I LIKE TO BE ABLE TO ADD A PERSONAL NOTE
TO THE GIFT FOR THE SELLER TO INCLUDE
THAT SAYS HAPPY BIRTHDAY

TAKES TIME SHOPPING IF
SHE HAS THE TIME TO SPEND

| KEEP A LIST ON MY PHONE OF
GIFT IDEAS AND UPDATE IT OFTEN

PAIN

GAIN

WANTS TO FIND GIFTS THAT ARE MEANINGFUL TO THE RECIPIENT
| OFTEN NEED A GIFT REALLY QUICKLY
| HAVE A REPUTATION TO UPHOLD AS A GOOD GIFT GIVER

LOVES TO BE ABLE TO GIVE UNQIUE, MEMORABLE ITEMS TO LOVED ONES

APPRECIATES THE ABILITY TO SAVE ADDRESSES WHILE SHOPPING
LOVES TO BE ABLE TO GIVE UNQIUE, MEMORABLE ITEMS TO LOVED ONES

COMPARES HER OWN STYLE TO THAT OF INTHE WORLD
=5

HER FRIENDS, FAMILY, AND PEES

SEES PINTEREST BOARDS AND SOCIAL FEEDS

PRODUCT PHOTOS THAT TELL
HER EVERYTHING SHE NEEDS
7O KNOW ABOUT A
POTENTIAL PURCHASE

Click to view larger

THINK & FEEL
CUSTOM ITEM SELLERS STAND BEHI

N 1 LIKE TO SUPPORT
THEIR PRODUCT MORE THAN OTHER RETAILERS

SMALL BUSINESSES.

IT FEELS G

T0 HELP SUPPORT
SOMET: N

ELEIVE

THE STORY BEHIND THE RPODLCT | BUY
) REALLY MATTERS A LOT 16 Vi
THERE ARE A LOT OF NEWS STORIES
ABOUT NEGATIVE THINGS HAPPENING _ FRIENDS WHO ARE SUCCESSFUL AND
THE FRIENDS WHO STRUGGLE
HEAR SUPPORTER' oners arono e orten SEE
SV IT FORWARD

GOOD NEWS THAT EVEN ONE PERSON
AN MADE A DIFFERENCE

LOCAL SHOPS THAT CARRY REALLY
HIGH QULALITY IMPORTED GOODS

EMPOWERING WOMEN IS
HOT TOPIC RIGHT NOW.

DESCRIPTIONS AND REVIEWS
‘GUIDE ME WHILE SHOPPING
ONLINE FOR GIFTS

SAY & DO

IT FEELS GOOD TO SUPPORT SOMETHING
| BELEIVE IN

WILL SPEND MORE MONEY. -
7O SURROMT A GOOD CALIGE RESEARCHES A COMPANY

“EVERY LITTLE BIT HELPS
EVERVLITTLE BIT HELS BEFORE BUYING FROM THEM

PAIN GAIN

| HAVE TO SORT THROUG
FITS MY EXPECTATION AT

LOT OF ITEMS TO FIND SOMETHING THAT
VISION

WHEN | HAVE A VISION, SOMETIMES THE SCALE/ SIZE OF THE PRODUCT
15 NOT WHAT | EXPECT WHEN SHOPPING ONLINE

Click to view larger

1 LIKE TO HAVE UNIQUE ITEMS THAT SPEAK TO MY PERSONAL TASTE
WANTS TO HAVE CONTROL OF THE FINAL OUTCOME OF HER PURCHASE

WANTS TO PUT THEIR PERSONAL TOUCH ON THEIR HOME DECOR

PAIN

FEELS A DI
THAN IN P

GAIN

FEELS WARM AND FUZZY WHEN SHE CAN SUPPORT A GOOD CAUSE

ISCONNECT WHEN SHOPPING ONLINE FOR ART RATHER
oN
WANTS TO LEARN MORE ABOUT THE STORY BEHIND HER PURCHASES
OTHER COUNTRIES, BUT LONG SHIPPING

N
TIMES CAN MAKE GIFT GIVING A LOT MORE DIFFICULT LOVES TO BE ABLE TO GIVE UNQIUE, MEMORABLE ITEMS TO LOVED ONES

10
Click to view larger


https://drive.google.com/drive/folders/1me75v7ISnYgm8LaxPYrGJzLjOHRozW4k?usp=sharing
https://drive.google.com/drive/folders/1me75v7ISnYgm8LaxPYrGJzLjOHRozW4k?usp=sharing
https://drive.google.com/drive/folders/1me75v7ISnYgm8LaxPYrGJzLjOHRozW4k?usp=sharing

ANALYSIS

Personas:
The pimary persona is the gift giver.

Age: 41
Education: Graduate Degree
Occupation: Project Manager
Family: Married w/ children
Location: Bakersfield, CA

“It’s worth the effort to find the
perfect gift.”

Motivations

¢ Wants to impress loved ones with a well
thought-out and personal gift

* To be seen as a caring and thughtful person
in the eyes of her peers

* Needs gifts for Holidays and Birthdays

Frustrations

« It can take a long time to narrow down items
to be able to find hte perfect gift

« She is often shopping last-minute, and needs
affordable and speedy shipping options.

 She is under a lot of pressure to uphold her
reputation as a thoughtful gifter, and can be
very picky

Goals/Needs

* Wants to add a personal touch to her gifting
* To show her gift recipients that she cares

* Needs to find items that meet her
expectations in quality as well as substance
and personality

Technology

Desktop: 0000
Mobile: o000
Social Media: o000
Technical: ‘XX
Personality

Introvert

Analytical .
Loyal ‘ Fickle
Passive . Active
Hobbies

Spending time with friends
and family, Shopping, Book
Club, Yoga, Baking,
Traveling, Hosting Events

. Extrovert

Creative



ANALYSIS

Personas
The second most common persona for Etsy.com
and Minted.com is the hobbyist.

.l The Hobbyist.

T ] °
Age: 32 | Motivations Technology
Educatlon: Bachelor’s Degree ¢ Wants to impress her peers with her style Desktopg N N ]
3 . Teacher * To be an expert when it comes to her craft .
occur?atlf;n M ied hild * Wants to have ungie items that no one else Mobile: o000
amily: Niarried, no chlldrén | has that fit her style e *me
L tion: Seattle, WA * Wants to look around her space and feel like Social Media: oo
ocation: oeattie, everything she reflects her personal style Technical: o0
(]
@
Frustrations Personality
Introvert Extrovert
¢ Has touble finding products that suit her .
vision for her current project(s) )
« It can often be difficult to understand the Analytical . Creative
scale of an object when shopping online
* She feels a lot of pressure when hosting Loyal Fickle
events and wants to make them feel unqiue .
Passive . Active
Goals/Needs Hobbies
* She needs to feel like she played a part in . .
creating things that she purchases Decorating, Gardeni ng,
* To stay on top of the latest trends of her . .
e e Cross-Stitch, Cooking,
. . * To keep things as affordable as possible Readin Pinterest, Paintin
« »
My taste is very unique. while also feelig unique 9, ; 9,

Scrapbooking, Macrame

12



ANALYSIS

Personas
The final persona | discovered is the supporter.

11

Age: 36
Education: Bachelor’s Degree
Occupation: Stay-At-Home Mom
Family: Married w/ children
Location: St. Louis, MO

“I like to know the story behind
my purchaes.”

The Supporter.

Motivations

¢ Wants to make the world a better place so
her children havea bright future

* To support small businesses, hardworking
people, and causes she believes in

* To make purchases that have meaning as
well as function and purpose

Frustrations

* Cannot always afford the money or time it
takes to support causes around the world

« She is afraid of buying from a seller with
poor customer service or poor quality

* She doesn’t have a lot of time to research, so
she wants information about the seller to be
prominent

Goals/Needs

« To find high qualifty products that come from
sellers she wants to support

* She needs to be able to find information
about sellers before purchasing from them

* To feel like she is personally making a
positive impact in the world when she spends
her money

Technology

Desktop: o000
Mobile: 0000
Social Media: o000
Technical: o0
Personality

Introvert ‘ Extrovert
Analytical . Creative
Loyal . Fickle
Passive . Active

Hobbies

Shopping, Cooking/Baking,
Camping, Hiking,
Volunteering, Meditating,
Photography, Jogging

13



COMPETITIVE BENCHMARK
STUDY
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Secondary Research

The purpose of this part of the project is to identify
strengths and weaknesses of several competitors in
the US market that Zwende is looking to enter, and to
use these findings to create suggestions nad action
steps for Zwenede to consider that would help
create success during this transition.

Since | was working alone and limited on time, |
conducted all of the research for the competitive
benchmark analysis alone. | decided to create

a Competitive Analysis Matrix table to compare
7 competitors and then create an in-depth
presentation deliverable to give to Zwende that
focuses on user experience.

DIRECT

INDIRECT

Etsy

minted.

PERSONALIZATION"
MALL

uncommong

Shutterfly
wayfa?r*

16
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Competitive Analysis Matrix

| used google sheets to create a spreadsheet that
compares 7 other e-commerce sites that | chose. |
selected 5 direct competitors and 2 indirect competors to
make sure | have a large variety to compare. take when
interacting with my product.

COMPETITIVE ANALYSIS —

Cmpetn L Parpee of ste TerFeaed  Moetiy Trafc Perury Giegries  Sedal evwcrks Persraimmin

eI compethe gy ek Eakain | Gereal s

.....

sppaing hoss

Creoreran geoes

s

Click to view in google sheets


https://docs.google.com/spreadsheets/d/1iQJdwIBNQGexTXkwjxCIrX9P9_3_eQ6kA9H7FzBmokU/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1iQJdwIBNQGexTXkwjxCIrX9P9_3_eQ6kA9H7FzBmokU/edit?usp=sharing

ANALYSIS

Competitive Benchmark Analysis

| created a detailed slideshow to compare all 7
websites across 7 UX metrics which chose:
+ Visual Appearance/Design
Trust/Credibility
Seller Information
Ease of Tasks: Create an Account
Ease of Tasks: Search/Browse
Ease of Tasks: Customize a Product
Ease of Tasks: Check Out

Competitive Benchmark Analysis

February, 2020

Click to view presentation in Google Slides

19


https://docs.google.com/presentation/d/15m7EdAWDkjDMEjJHyFoI-H9F0OP7R9YDPsZOzxuEkP4/edit?usp=sharing
https://docs.google.com/presentation/d/15m7EdAWDkjDMEjJHyFoI-H9F0OP7R9YDPsZOzxuEkP4/edit?usp=sharing

ANALYSIS

Competitive Benchmark Analysis

After every metric, | included takeaways and
recommendations to help Zwende improve their UX.
Here are a few of those screens. These can be found
in the slideshow.

Search/Browse Takeaways for Zwende

e Large array of filters to apply when
searching for products make sense on the
left, this is what users expect

e "Sort By" abbreviations could potentially
be confusing to users, using “high to low”

i$ 4 more common practice 4

Irencing -
Trendineg

A |ass)

Mame [desc)

Price {asc]

I Price idasrl

20
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Competitive Benchmark Analysis

| praised the site for it's unique features, but also
pointed out some issues with loading times that
could be contributing to higher bounce rates on these
pages, found in the client’s analytics information.

Customization Takeaways for Zwende e ——
e Ability to save/store designs -
« 360 product views go above and beyond user expectations
» Live preview is very helpful "
o Long loading times could potentially be an issue for some,
especially on mobile
. R I e @L'ﬁglw Eﬁf Banie
o .
% z : BEN
ML
i C
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Competitive Benchmark Analysis
| recommend a suggestion to take the opportunity

in checkout to upsell products to the user, much like
several of the other competitors in the analysis..

Check Qut Takeaways for Zwende

O ric -
B e
o The cart page could also be a chance to . = ,
upsell and give users another T == =
opportunity to find something they ;R ———
would like to add to their purchase. - 5

ol mighs alsa ke

22



CONCLUSION



CONCLUSION

Lessons Learned:

This Industry Design Project match was definitely not
what | expected since this was a research project and my
experience is in graphic design, but | was delighted for the
opportunity to get more experience working in research
and to add more diversity to my portfolio.

This was my second time to conduct interviews for

a project. | found that | was better at thinking ahead
and coming up with the right questions to ask to find
the most valuable information to create excellent
personas.

The research | did for the Competitie Benchmark
Analysis was very challenging at first, but ended up
being fun. | was very intimidated by creating such a
detailed slideshow that needed to speak for itself, but
once | got going, it became a lot easier and | learned
a lot along the way about the best things to focus on
during this type of research.

After completing this research project, | feel like | have
a much better grasp on the part of UX that was the
most unfamiliar to me. Coming up with this valuable
information for the client feels very helpful and is
something | am proud to say | can do!




