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Objective

To study virtual social behaviour on the Nykaa platform and re-create the
user interface after understanding the deviant behaviours and ultimately

propse strategies to overcome those.



Stages of the Project




HOW DOES ONLINE SHOPPING MAKE YOU FEEL?

WHAT MAKES YOU SAD?

WHO INSPIRES YOU?

"
WHAT SCARES YOU~ WHAT DRIVES YOU?

DO YOU GET MANIPULATED BY ADVERTISEMENTS?

Auto-ethnography

is a form of qualitative research wherein we self-reflected on
our own biases, personality traits and our relation with the
chosen platform.




Background Study



Falguni Nayar

Founder & CEO

Nykaa's IPO will be a watershed moment for
Internet IPOs and will inspire a generation of
women entrepreneurs. It the IPO goes as

planned, Nykaa will be India’s first women-led
unicorn to go public.



Nykaa.com is a premier online beauty and wellness

destination, which offers a wide range of Indian and

international brands.

NRAR...

Your Beauty. Our Passion.
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e Founded in 2012, the Mumbai-headquartered startup
now offers more than 2,500 brands of everything from

mascara and makeup remover to velvety kohl Indian

eyeliner and the body tattoo art called mehend..

e Through its websites, apps and 70-plus brick-and-

mortar stores, the company hit revenue of Rs 24.5 . - | I
SKINshield

billion ($330 million) in revenue and other income in

the fiscal year ended in March, according to its filing.

e That figure rose by more than 35% during that period,
despite pandemic-mandated store closures and

delivery challenges.



Current Brand
Ildentity

NYKAA PINK BLACK WHITE

# FC2779 # 000000 #t FFFFFF
C:0 M:924 ¥:23 K:0 C100 M100 Y100 K100 C:0 M:0Y:0 K:O

R:238 G:47 B:121 R:0 G:0 B:O R:255 (G:255 B:255

The brand colour was carefully
chosen to reflect a modern, playful,
vibrance, that is still rooted in Indian

culture.
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The Platform




THE CREATOR
BRAND ARCHETYPE

Nykaa's vision and mission is to inspire and enable
each person to thrive in their own uniqueness by
creating a community and being a trusted source of
information and products to cater to every litfestyle
need, by giving choice, inspiration, authenticity and
convenience to diverse consumers.

Nykaa's target audience is in the 22-35 age groups.

The average cart size of NYKAA is worth Rs.1250-
Rs.1550.

50% of it's customers are routine customers.
The rest have to be attracted through online
advertising and social media marketing.

“Our average ticket size is high, and we have four
items in a cart on an average.”, Falguni says.

Janhvi Kapoor became the ftirst brand ambassador of
Nykaa business under Nykaa cosmetics. It was done
to attract a young audience towards their products.



Website's
Footfall

® Nykaa ® Purplle Sephora
Search term Online store company Retall

Nykaa has the highest number of interests as compared to it's
competitors in past 12 months.



Number of weekly web searches for Nykaa E-Retail Private
Limited from June 2020 to June 2021

The beauty retailer Nykaa was searched 67 times between May 30 to June 5, 2021
on the Google search engine. The number of web searches for Nykaa had been
fluctuating at around 50 web searches per week. In comparison, the number of web
searches for Myntra fell below the 50-mark from February 2021 onwards.
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NYKAA uses digital marketing as a means to market

their website.

Their monthly traffic on the website is about 17 million.

® ORGANIC SEARCH

@ PAID SEARCH

2.4M @ e

128K TRAFFIC

SEMrush Rank 484
Keywords 87.9K
Traffic Cast 5245K

-1%

+12%

Keywords
Traffic Cosk

416
$14.5K

-27%

+TT%



‘what is beautiful is a good stereotype’

in society

2 A \\\ll//

- Erin Schinners

Our society places emphasis on the subjectivity of this form of
creativity, and therefore is used as an all-access pass to

é) 4 comment on a person’s appearance, an unjustifiable offense.
Beauty may lie in the eyes of the beholder, but some beauty
standards seem to be commonly accepted through the world —
those with higher facial symmetry are considered more

attractive.

From career and relationships to tavours, the so-called

"unattractive” suffer a silent, yet pervasive discrimination.

Makeup is also associated with femininity, an insult to men and

women alike.



Etymologically rooted in Greek, a stigma described as a physical marking
that carried disgrace; this is akin to stigmata, which were actual physical
marks.

Schur proposed the existence of "appearance norms" or culturally
constructed norms depicting idealized portraits of favorable and
unfavorable looks.

Kitsuse expanded stigma to include "genetic stigmata,”
such as body or hair color.

Among the types of stigma that Goffman presented were
"abominations" of the body, or physical deformities.

Culture powerfully creates reflections of the attractive and the unattractive. So
widely shared are these norms that beauty is, in effect, not individually beheld
but a cultural construct.
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Underlying Issues

* The colourism no one is talking about.

e Unrealistic beauty standards are causing identity issues amidst individuals.

e Confinement of one's freedom of expression and self love due to societal ditferentiation.

e Differential etfects of makeup on perceived age.

e Skin Care @ Make Up.

Skin is skin, irrespective of the gender. The moment you accept the fact about skincare, the

comments are directed at your sexuality.



https://onlinelibrary.wiley.com/doi/epdf/10.1111/bjop.12337

RAGIAL BIASES =

<BEAUTY

INDUSTRY

Are the brands truly embracing

the darkest of skintones?
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e Use of jargons

e Evident discrimination based on colour and

1 .
8 i choice of models

_ N e Models already wearing make up
T Mousse e PONPER e Lacks research in skin colour of Indian skin tones
e Gender biases (use of only female faces)

* Heavily edited pgotographs of endorsers



Ditferential effects of
makeup on perceived

age.

“ Because age discrimination is pervasive in employment
contexts, particularly for women, the ability to manipulate

perceived age through makeup may provide critical
professional benefits.

Applying makeup causes women over 30 to look younger, but aa

those under 30 to look older (and has no effect on perceived age
for those aged 30).


https://onlinelibrary.wiley.com/doi/epdf/10.1111/bjop.12337
https://onlinelibrary.wiley.com/doi/epdf/10.1111/bjop.12337
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Gender benders of beauty bias

In a world that’s already fighting politics of different kinds, we hope
beauty finds its place in people’s acceptance of gender fluidity.

For centuries, make-up has been a ‘girl’s only’ industry. But with
gender expressions taking new forms, the taboo of men and make-up

seems to be losing its weight.

There is a risk of you being trolled or you turned into a meme
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Purchase Mapping
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Profile Building

The account was made within a click and lacked personal
touch in the process of customizing one's profile.
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customized routine for your skin, hair and
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Observations

 Lousy use and distribution of the color
pink

* Not aesthetically appealing, no color
scheme

 Biased beauty assistant icon

e Prejudice against people from
different backgrounds

 Discrimination on the basis of:
Sexism, Colourism, Body size,
Body imperfection

e No male model representation | Only
female models and celebrities

e Promoting '‘Consumerism'

e No emphasis on wellness or skincare
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e Frequent glitches

Hey! Thank you for reaching out to
us.

Owing to the tremendous response
to our Hot Pink Sale, all our Beauty
Advisors are currently unavailable.
Meanwhile, you can refer to our
buying guides (nykaa.com/buying-
guides) for product suggestions.
We appreciate your support and
sincerely apologize for the
inconvenignce caused.

! ' Thank you for your patience. Hope
BODY ART Face Palett N , you have a great day!
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Observations

e Too congested ; more like a catalogue
than a shopping website

¢ Infinite scroll without place feedback

e Burdensome content

e Information overload

e Tiring for the eyes



Frequent change of themes
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We have always kept you, our customers, at the heart of everything we do. Behind the scenes this involves
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Research

Tools

PHASE 1

PHASE 2

Netnography

Netnography is an online research method to understand social
interaction and behavior on the platform.

Social Media Eavesdrop

Contexual Netnography

Survey

The survey was designed to identify Nykaa users and understand
certain underlying preferences regarding virtual social behaviour
on the platform.

Moodboard

The moodboard tool was designed to study how well the user know
themselves and their own biases. It consisted of 9 elements where
each participant had to answer questions related to their
personality traits.
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i kaybykatrina & Beauty Shopping App. Buy Makeup .. 46%

c Naina Anil

o e o e

2.1M 435

Followers Fallowing |COM

Your Besuty. Our Passion.

smetics & beauty stc

Download the Nykaa app for 100% genuine beauty products
sourced directly from brands!

bit.ly/ShopLinkinBioNow

Followed by knk.1999, nidus_design_outlet and 9 others

View Shop

. e . . = o Liked by dhananjaipande93 and 25,061 others

#SunKissed Cowid FAQs  COVID Resour  #NewatNykaa #ConsciousW

i1shbahuguna Definitely embracing miy love for makeup this year! W
o F & New Year Resolution? Here's to new beginnings! I'm glad I'm startii

ﬂ @ r:j (;) |E| - | - » with vazondotin lAlsoooo, you have a strong chance to win an

zon Gift Card! 1l tell you how!

llow Amazon on Instagram and Facebook

iink of a New Year Resolution, upload a story, tag Amazon & use

iazonNewBeginnings! It's really that simple. Good luck!

1 all terms & conditions at https./f'www.amazon.in/l/22829225031

wyear #newyear2021 #2027 #newyearresolution #makeup
ikeupartist #makeupideas #newyearsresolution Sresolutions
wshbahuguna

Good beauty products

My experience with nykaa India’s best cosmetics and beauty products online shopping
te has been very good and have been using it for a long time.
MNykaa.com is an online shoppin bsite for cosmetic and

nen and men. They sell multiple brands like lakme, DKNY, Neutrogena, etc.

They have makeup products for face, eyes, skin, lips, nails, hair and have perfumes and [ i .. (i .- i _' ) over ihe projeci period, we siudied Nykaq's online

deos to The website has a very ] collection of products

The product description is in detail and how to use it and its suitability for different skin / | ) . .. . presence qIor‘g wiih ihe curreni irends of ihe

types. The whole data is very useful and helps usershin using it.

PEsiga irstispl LU Bie ety Neptll Dstsparshg Ak eieigeed \ 4 beaufy indusﬂ'y bY comPeiiiors and influencers,

oice of purchasing one. Perfume and deo collection is also very good.

The prices are good and delivery is on time and a reliable s ce overall. ; ° ° °
o\ Al advertisments followed by comparatively anaysing

recommend it to all.

the gaps and opportunities for Nykaa.
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BRAND :
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IS GOING
VIRAL

BECAUSE
OF THIS
PLUS SIZE
MODEL. - d

here’s why this is so important.

brownskin
ceauty

c/i@
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#MUnﬁlteredFace

nd m

e The market trends reflect the growing

inclusivity in the beauty world. Brands
such as Kay Beauty, Brownskin beauty
that are making an effort to promote
reality with inclusive representation are
well appreciated and steadily growing
popular.

Performative activism is understood and
called out publicly by this generation.

Influencers with a large following are
not shy to call out harmful beauty
standards that affect confidences and
self-esteem, along with the brands,
entities that promote them.

Well intentioned initiavtives garner
momentum and are appreciated in
terms of packaging, endorses etc.
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Process: A cluster of 8 users were selected for our focus
group study. The tool comprised of interaction with the
website followed by an interview.

Participants were asked to share their screens and were
asked to perform certain tasks which included them
intereacting with the website as a buyer. This was
preceeded and succeeded by questions to map their
intentions and general product buying behaviour.

Participants felt the website is entirely women-centric

No error feedback or auto correction

Avg. ease of use by participants - 6.8/10

Avg. ease of finding products - 6.7 /10

Pop-up ads of Nykaa products was hindering the process

Participants were surprised to find products catered to men

Logo icon was not taking the participant to the homepage

Main menu navigation kept dropping down on cursor movement
Participants were reading reviews and viewing images before buying but
not still not trusting products

Participants described the website as clustered, chaotic, scattered, lack of
clarity and relatibility

Didn't feel like a part of Nykaa family

Expected change on the website after creating an account and specitying
gender

Low quality images

Participants got annoyed when a new tab kept opening on every click
Same product but different prices under same category

Beauty Assistance chatbox did not work throughout entire project
Participants felt that the website did not intfroduce them to new products
effectively

The website couldn't create an enegaging experience for first time users



Survey

Questions we asked..

Hey you!

As pan of our Virual Social Behaviour module, we'd like 10 know a bit about you and your
preferences of shopping online, Please help us out with this super short and fun survey! We
promise it won't take much time, thanks in advance :)

* Required

Select the age group you fall into: ~

16-19 years

20-24 years

30-35 years

35 above

O
O
O 2530yesrs
O
O

And you identify as:

O Female
O Male

() Non-binary

O Other:

Let's begin!

What's the first thing that pops in your mind when you hear the word - PINK?

Yaur answer

Are you someone who uses make up and skincare products in their daily life? *

() es
) no

() sometimes

And, where do you buy your make up and skin care products from? *

(O online
) Instores
() Bon
() 1dent

Select ANY 2 colour pallete of your choice from the following options: *

Yay! Let's talk a little more, shall w

Piease select the websites you use to usually buy your products from:

(] Amazon

D Purplle

D Mykaa

] vatacig

] Flipkast

D Sephora

|:| Mynira

[ sesuyBeto

D Instagram and/or Facebook marketplace

D Ne, | don't buy make up enline

D Q1her

And., have you used MNykaa?

Yeur Beauty, Our Passion.

() Yes
(@R

Gt of the following people, how many do you recegnise? *

Select the category of products you buy/have bought from MNykaa:

D Make up

skin Care
Hair care
Perzonal Care

Health and Wellness

ooooug

Other:

What do you think is the importance of make-up?

Your answer

Complete the following sentence - "l have...”

D Drank detox teas or taken detox pills (without consultation)
Used & fairness product

Followed an extreme diet

Dyed my hair to hide early greys

Bought @ make up and/or skin care product because of the celebrity endorsir

coogug

Mone
In 3 words, what do you think of the imags below? *
How much does a wehsite's colour scharme affect your buying intent? =

O Alat, | really care about how a website looks

() Mot really, Fm there for the product

() Other:

AL T AR AT ARED i ra i B

At first glance, which one is the most apealing to you?

Your answer
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Age Group

Gender

18.6%

Where do the participants

generally buy make-up & skin
care products from?

® 15-19 years
® 20-24 years
0 25-30 years
@ 20-35 years
@ 36 zbove

@ Female
® Male
@ Mon-binary

@ OCnline
& In-stores
@ Both

@ | dont

% of participants who use make up
and skincare products in their daily

life

% of participants who are Nykaa
users

® ves
@ Mo

@ Sometimes

P ves
@ No

Make up

Skin Care 22 (83%)

Hair care 11 (44%)
Personal Care
Health and Wellness
Mykaa Fashion
Mothimg

Mone

0 5 10 15 20 25

Category of products the participants are buying from Nykaa

Amazon 66.7%)
Purplle

Nykaa 21 (77.8%)
TATA Cliql—1 (3.7%)
Flipkart 3(11.1%)

Sephora

Myntra

Beauty Bebo

Instagram andior Facebook. ..
Mo, | don't buy make up online
Mac, tarte

BEeardo

Pharmeasy, 1mg

7 (25.9%)
8 (29.6%)

0 5 10 15 20 25

Nykaa's competitors

Crank defox teas or taken deto. ..
Lsed a fairmess product
Followed an extreme diet 4 (15.4%)

Dyed my hair to hide early greys
Bouaght @ make up andfor skin_.. 5 (19.2%)
None

Drank detox teas or taken deto...

0 5 10

Societal bias tendencies

13 (50%)



NAME'S MOODBOARD

TR SOLOURA PALLETE

To study the users colour
preferences with the "Nykaa Pink"

YR TOP & DRANDS

To study what are the brands
people are using and if Mykaa is
biased in promoting certain brands

144

To understand the users
rmamtra for life; reflects
individuality

2

To see what their
essentials are, what

& PR TUEE OF YOLE E s DUETE

they value most

Bt

To =6 W hat
To see the conformity their existing
of the user with face wirtual avatar
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rEpresent
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19
| 1 cAN EITHER WkTCH T
| HARPER

| OR BE A PART OF IT.

#Rocketspeed

Participants were volunteers from the survey and the Netnography
tool. This tool was executed over a span of 3 days with
participants grouped according to their distinct personalities and
answers.

Purpose of the tool was to see how well they know themselves and
are able to represent their individualities.



Most of the people didn't want to use pink

Biased towards popular combination of pink and blue (strong gender
association)

Lot of use of pink but different shades were preferred

Participants used the current brand colours unknowingly

Data Analysis

of colour perception

Too Girly

Feminine
Candy

Woman safety

Glam

Pretty \\\\
Barbie

Powertul N



Interesting people
Talent
Interest-based

Strong

Leaders

Community




Data Analysis

of self-reflection

Even your shadow leaves you in What are the words

darkness, atmanirbhar bano. Nirbau Nirvair Nyl(CICI'S iargef audience

associates with?

You do YOU! #tsimplicity
The only true law is that which
#'l'herapisi' leads to freedom.

|l can either watch it

L Grow through what you go through

or be a part of it.

Wabi Sabi #freespirit

#hustler



Key Insights

The user interface is conjested with a wide variety of colours, fonts and texts sizes
making the navigation cumbersome and diluting individual elements.

Stereotypes associated with the colour pink made the website uninviting for a majority of
their target audience.

The plattform's own promotion bias not only hinders the shopping experience of the user
but also discourages them to find their choice of products.

There is a lack of representation of a commoner on the website. Being a consumer centric
brand it should be more 'Of the People’ and inclusive by nature.



Self promotion bias e |nspite of authenticity e Adheres to deep rooted

Colorism certificates and proofs, users stereotypes

Beauty Bias did not trust the website to e Has become very confined
Not body positive make high-end purchases. within its own target group
Ageism o Users did not trust the website

Gender Bias to show correct price and

Brand Bias hence they cross-checked

other platforms.

Deviant Behaviours



TO PROPOSE A
REDESIGNED USER
FRIENDLY PLATFORM
ADHERING WITH
STANDARD
HEURISTICS

TO KEEP THE NYKAA
PINK AT THE CORE
AND STILL MAKE IT
INVITING FOR ALL

GENDERS

TO INCREASE THE
REACH OF BRAND BY
ENCOMPASSING
MAJORITY OF THE
CLIENTELLE



MAKE UP

MALE ¢« / > FEMALE

v

PERSONAL CARE

Brand Position



e Not evolving with times
e Wide reach of customers o S ,
, e Variating consistency
e Strong dealer community . .
. e Heavily edited

e Large product portfolio
photographs of endorsers.

e Purplle
e Men
e Middle aged women

e Fenty
e Kay beauty

e Transgender e Myntra




Design Directions

Our primary as well as secondary research stated numerous evidences
of biases on the Nykaa platform. The platform not only reinforces
dated beauty standards but is also ignorant towards the changing
landscape of its target audience.




Nykaa's target group is diverse and this diversity lies

in its likes and dislikes, role models, brands
preferences, selt-awareness and personality traits.
With the world moving forward and becoming more
and more inclusive, it is essential Nykaa increases its
representation in terms of the brands and the
individuals who endorse the products.

They should aim to be inclusive with regards to:

Abilities
Colours
Genders
Age

Body Types
Indie brands




To evolve from Contfidence to Conformity...

Winnie Harlow Marc Jacob Madeline Stuart

Comfortable in 'Her' skin Making a 'Bold' statement Advocate of 'Inclusiveness'

Laxmi Aggarwal Deep Pathare Prarthana Janga
Ha ve d bran d for a//' o Accepting 'Reality’ Setting 'New' standards Embracing the 'Natural'



CONFORMITY | AFFIRMATIVE
DIVERSITY

Inclusive

Gender Neutral

Welcoming
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Ul Directions

e Simple Typefaces

e Appropriate content spacing
e Clean & selected content

e Appropriate labelling

e Minimal colours

e Consistent icons



Brainstorming

o Wireframes
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CATEGORIES BRAMDS MNYKAA FASHION BEAUTY NETWORK Q, What are you looking for? WW' ki s B Mors =

N == = o o e s IV Skincare
«On A Budget
FlUDASEAUTY

9 it
= 06 hours
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=
SHOP NOW B s WOH
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Al incorporated face imagery of the

CATEGORIES BRANDS NYKAA FASHION BEAUTY NETWORK Q, What are you looking for? e0000000000000 o>

user after account creation for them

to try products based on their

I’m Skincare Haircare Make Up Personal Care Frangrances More = @ Q:) @
Heme 3 My Prof

& MyProfle ‘

physical attributes

0 Your phone numbser is still unvedfied! For security reasons, we recommand you to werify your mebile member now!

o M wallet — :
5 My Wallet Verify Mobile —»

M Hy
i TrishaMalakar 0000000000000 00000000000000000OCOCOCCOIOCOCOOCOITOTS
W My Subseripe Ernail: trishamnalabart 3grsil com
RN A-A-N AN
! A R Tl
B My Saved
(D Log

n MY ADDRESSES : » ADD NEW ADDRESS

M Asdreas Faumd

E} How can | help you?

Creating a virtual realistic persona

<

of the user in order to give them a

: : : & -+ How it will help users
real-time shopping experience

where they can
'try and buy' on their e-store.




CATEGORIES BRANDS NYKAA FASHION BEAUTY NETWORK &, What ar= yeu locking for?

& O o
To create a unique shopping
% “ JD;\ | TodayIam... experience for the user to have a
i ] tailor-made process which caters to
NEW LAUNCHES ON NYKAA! Shopping for myself

their product and brand preferences.

Shopping for someone else

This tfeature will make the shopping

experience more individualistic and

Just looking

customer centric.
E@QFF
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Annexures

Qur Research Board

Google Form Survey

Survey Responses Spreadsheet

Netnography Interviews



https://miro.com/welcomeonboard/UkFVdVVBcVJlOW9Obmc2bFBieXZRTGZGbEM3ZnZ5alZEWHRXRDlKTXM3NGV2YkdBak9MRDVReERTdkFpdk5CN3wzMDc0NDU3MzUxNjgyNzk0MTM0
https://miro.com/welcomeonboard/UkFVdVVBcVJlOW9Obmc2bFBieXZRTGZGbEM3ZnZ5alZEWHRXRDlKTXM3NGV2YkdBak9MRDVReERTdkFpdk5CN3wzMDc0NDU3MzUxNjgyNzk0MTM0
https://docs.google.com/forms/d/e/1FAIpQLSfHnVa3Wuy53m7KwzkEm0aFLK-_DBfi8PidHfU5_pyta-EahA/viewform
https://docs.google.com/spreadsheets/d/1EKZCW20EnfuUP514EEG73PqxqLpwzVwkZFPDhv4mUhQ/edit?resourcekey#gid=1386259031
https://drive.google.com/drive/folders/1vpZ9BtbGq81Q00hwW_t9CtLqJmCFlHmJ?usp=sharing
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