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The WiFi extender Ash chose for Gary

Who?
Ash and Gary.

Graduated from San Jose State 2 years ago.
Interviewed by Fei and Isaac using Apple Voice Memos.

Where?

Micro Center (Technology focused big-box store similar to Best Buy).

Chosen as interview location due to high likelihood of finding recent graduates
purchasing appliances for the first time.

Why?

Gary needed to purchase a WiFi extender for his apartment, where he has been living
with bad WiFi for 1 year.



Kev Insights from Ash and Gary

Feels

Gary feels anxiety that he might buy the wrong WiFi
extender if he shops alone.




Who?

Monica.
Moved to New York City 2 months ago after graduating.

Interviewed by Anthony and Luke using Zoom.

Where?

New York City, in her apartment.
Chosen as an interviewee due to being a recent graduate in a new-to-her location.

Why?

Monica just finished her first month of work, and is still unsure where to spend her money
in NYC.

Monica looking around her
apartment: "l feel like | did a good
job [buying stuff for my room]."



Kev Insights from [\Vionica

Bored from the process of executing deals on mundane,
low value items.




b's POV

Initial POV

e We met Ferb at Walmart, who shops for his family
and grew up in Guatemala. He does not have a
driver’s license, so he walks to stores.

® \We were surprised to notice he chooses to shop in-
store instead of online, even though he has to walk
to the store.

e We wonder if this means Ferb believes his personal
expertise in deal-hunting is more reliable than
shopping online.

e |t would be game changing to have an online
shopping experience that Ferb would trust as
much as his own expertise.

Final POV

® We met Ferb, a shopper who walks to stores to do
his weekly shopping because he doesn’t own a car.

e We were surprised to notice his preference for
shopping in-store despite the extra effort, choosing
it over the convenience of shopping online.

* We wonder if this means Ferb values the control of
being able to see, touch, and decide on the spot
while shopping, more than clicking through options
on a website.

@

[t would be game changing if there were a
shopping experience that enhances Ferb’s control
over his shopping experience, no matter where he
shops.




Ash and Gary's POV

Initial POV

e We met Ash and Gary at Micro Center. They
graduated from San Jose State University 2
years ago. They were buying a WiFi extender.

e \We were surprised to notice they shopped
together with friends even though they were
buying a single item.

e We wonder if this means they feel more
confident about their ability to find deals when
they are together with friends who have
different areas of expertise.

e [t would be game changing if they could feel
confident in their ability to shop wisely even
when their expert friend is absent.

Final POV

* We met Ash and Gary, recent San Jose State
grads who often shop together as part of big
groups.

® We were surprised to notice that they still
brought each other along even for a simple,
single purchase.

e We wonder if this means they rely on their
group members’ individual areas of expertise to
relieve the anxiety of making the wrong choice.

® [t would be game changing if Ash and Gary
could gain the confidence to make wise
shopping decisions, even when separate.




Initial POV

e \We met Monica through social media, a recent
college graduate who just moved to New York
City and is learning what shops are close by.

e \We were surprised to notice she values and
searches for deals, but only executes and goes
out of her way to get them when the item is
expensive.

e \We wonder if this means she doesn't see the
impact of how smaller deals could compound
and doesn’'t want to take too much time out of
her day using them.

e [t would be game changing if she could find and
compare deals for cheaper items much easier.

's POV

Final POV

We met Monica, a recent college graduate who
moved to New York City, who is still figuring out
the average prices and cost of living around her
new home.

We were surprised to notice that she enjoys
executing deals on things she wants to buy, but
doesn'’t care to execute deals on everyday
essentials.

We wonder if this means Monica is bored and
exhausted from the process of using deals, but
excitement for an item overcomes the hassle.

It would be game changing if Monica could feel
this for all her shopping needs.




Top 3 HMWs




Top 3 Solutions




Critical Assumption 1

HMW make chore shopping a social experience like shopping for fun?

Critical Assumption: If someone is asked to pick up additional items at a store
they are currently at, this will not make their shopping experience less enjoyable.

This assumption is critical because: If being asked to pick up extra items makes
shopping feel like a burden, it makes social chore shopping stressful, not fun.
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Experience Prototype 1

Critical Assumption: If someone is asked to pick up additional items at a store they are currently at, this will not
make their shopping experience less enjoyable.

o Setup: Live “fetch quest” simulating chore shopping.

¢ Objects: Red Scissors (visible), Masking Tape and
Pen (hidden).

o Task: Team member asks participant to retrieve
scissors from an easily found location. While they are
at the location, team member asks the participant to
also retrieve masking tape and scissors from nearby,
hidden locations.

¢ Goal: Observe how additional requests mimicking the
effort of being asked to grab extra items affect
enhjoyment.
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Experience Prototype 1

Critical Assumption: If someone is asked to pick up additional items at a store they are currently at, this will not
make their shopping experience less enjoyable.

Participant: Student peer
recruited from Stern Dining Hall.

Relevance: Likely to respond to a
team member in the same
manner they would respond to a
friend asking them to pick up
additional items.

What worked: Participant used
RPG langauge such as "side
quest" and "inventory full" when
asked to grab additional items.

What didn't work: Participant did
not initially understand why they
had to retrieve the additional
items. “I'm trying to figure out
the premise behind this quest."

New learnings: Framing the
chore as a fun "quest" can boost
enjoyment. However, this
requires an explanation of
motives to reduce confusion.

Conclusion: Asking someone to
grab extra items will not reduce
enjoyment, if framed
appropriately.
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Critical Assumption 2

HMW make chore shopping a social experience like shopping for fun?

This assumption is critical because: If spontaneous social interactions dont make chore shopping more
enjoyable, then designing an experience around meetups could feel awkward or forced instead.

18



Experience Prototype 2

Critical Assumption: Making shopping a spontaneous, meet and greet experience will improve the enjoyment of
chore shopping.

Setup: Spontaneous “shopping adventure” at Target,
simulating a chore-shopping meet-and-greet.

Objects: A printed invitation with time/place details
(7 PM, Target)

Task: Team member hands out printed invitations
separately to two strangers, ensuring the first time
they meet is at the store.

Goal: Observe how participants explore the store,
chat, and shop together, mimicking a shopping meet
and greet..
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Experience Prototype 2

Critical Assumption: Making shopping a spontaneous, meet and greet
experience will improve the enjoyment of chore shopping.

Participants: Two students
recruited from the Team's
acquanintances, that are
strangers to each other.

Relevance: Strangers, who
share a common trait (both
students) simulate
shoppers who would go to a
meet and greet with
common interests.

What worked: Participants
had organic conversations
and shopping served as a
natural facilitator for
interaction. Both
participants described the
experience as fun and
novel.

What didn't work: One
participant didn't need
anything from Target, which
made the experience feel
unproductive from a chore
perspective.

New learnings: Meeting at a
store with broad purhcase
categories (like Target)
helps enjoyment, but actual
shopping relevance and
needs of the shopper
matter too.

Conclusion: Participants
enjoyed the meet and greet
and found it socially
enriching, Ensuring all
parties have areason to
shop is key for enjoyment.
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Critical Assumption 3

HMW make the deal hunting more exciting for boring grocery and chore shopping?

Solution: A chore shopping app that tracks your savings from deals, shows how they add up over time,
and rewards you by linking your savings to treats or big-ticket items you actually want.

Critical Assumption: Showing small chore savings as progress toward a self-chosen big reward makes
deal-hunting feel fun and increases deals used.

This assumption is critical because: If connecting small savings to a larger personal reward doesn’t make
deal-hunting fun, then hunting small chore savings is a boring hassle. If deals used are not increased, then
rewards will fail to add up over time to purchase the big item.
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Experience Prototype 3

Critical Assumption: Showing small chore savings as progress toward a self-chosen big reward makes deal-
hunting feel fun and increases deals used.

Setup: A simulated 2-week grocery shopping experience.

Objects: An example grocery list with a mix of regular-
priced and discounted items.

Task: Team member instructs participant to create an
initial grocery list based on normal habits, making note of
the total cost. The participant is instructed to choose an
aspirational "reward purchase," and was told "Every dollar
saved now goes toward this." Participant now creates a
revised grocery list.

Goal: See if linking small savings to a meaningful
personal reward makes deal-hunting feel more fun and
effective.

Produce

Romaine hearts, 3 ct — $3.49

* Avocados — 3 for $3 (reg $1.49 ea) — Savings $1.47 if you buy 3
* Berries, 6 0z — 2 for $6 (reg $3.99 ea) — Savings $1.98 if you buy 2
* Bagged spinach — coupon -$0.50 (reg $2.99) — Savings $0.50
* Bananas — 3 Ib for $1.50 (reg $0.69/lb) — Savings $0.57 if 3 Ib
* Apples, 3 Ib bag — sale $3.49 (reg $4.99) — Savings $1.50
Lemons, each — $0.89

Tomatoes, 11b — $1.99

Onions, 2 Ib bag — $1.99

Carrots, 11b — $1.29
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Experience Prototype 3

Critical Assumption: Showing small chore savings as progress toward a self-
chosen big reward makes deal-hunting feel fun and increases deals used.

Participants: College aged
male student recruited from
campis.

Relevance: Represents a
grocery shopper that may
not have a habit of pursuing
small deals, but has

ambitions for big purchases.

What worked: Participant
became significantly more
motivated to seek out deals.
They re-evaluated
purchases with more
scrutiny. Saving money

felt meaningful with a
reward..

What didn't work: It's
unclear if increased
eagerness leads to actual
enjoyment. The process
was more exciting, but
maybe not more fun.

New learnings: Directly
connecting savings to
tangible goals can increase
engagement. People may be
more willing to chase deals

when savings are visualized.

Conclusion: The participant
showed increased
motivation and deal-
seeking behavior, but
emotional enjoyment is less
conclusive.
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Final Solution

A chore shopping app that tracks your savings
from deals, shows how they add up over time,
and rewards you by linking your savings to
treats or big-ticket items you actually want.

Why?
Behavior change observed in our experience prototype.

Positive emotional response: Participant was visibly more eager and engaged
once they saw savings as progress toward something exciting.

Positive outcome: Prototype shopping "saved" $80.
Team excitement!
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Final Solution

A chore shopping app that tracks your savings from deals, shows how they add up over time, and rewards you by
linking your savings to treats or big-ticket items you actually want.

Ethical Implications

The solution could potentially influence shoppers to
make unwise purchase decisions they otherwise would

hot have made.

Design Process: Transparent tracking of how savings are calculated, to make sure we don't
pyschologically influence them to spend money they do not have.

If the solution tracks user shopping behavior, savings,
and personal goals, that data could be sensitive.

Design Process: Build with privacy protections for the consumer in mind. Collection of data and
what we do with it should be transparent.
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Final Solution

A chore shopping app that tracks your savings from deals, shows how they add up over time, and rewards you by
linking your savings to treats or big-ticket items you actually want.

o Communities served

Budget-conscious individuals, especially new
grads!

Indivudals new to shopping on their own, or new
to the local area, that may not know how to
recognize deals.

People who enjoy goal-setting and visualizing
progress.

Digital-first consumers, who are comfortable
using apps or tools to track savings and goals.

o Communities left out

Individuals with very limited disposable income or
financial stress, for whom saving even small
amounts is not currently realistic.

Communities facing food insecurity, where food is
an immediate necessity and they cannot wait for
deals.

Neurodivergent individuals who may find extra
goals-setting metrics overwhelming rather than
fun.

People without access to smartphones or digital
tools.
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Thank you!

Adulting Made Easier



pendix: Ash and Garv's Empathy Map

SAYS Ash and Gary THINKS

Observations: What did this person SAY that surprisad you? + We met them at Micro Inferences: Based on what they SAY and D0, what mighs they be THINKING?
Center
« Graduated from SJSU 2

DOES i FEELS

Inferences: Based on what they SAY and 00, what might they be FEELING?
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OBSERVATIONS | INFERENCES

Ermpnthy M criginaly crseted by o teom ot XPLANE: htfps-J/medium com he-rglane-coliectioniupdsied-empot




pendix: Vionica's Empathy Map

[

e THINKS
* Met over Zoom due to
Observations: What did this person SAY that surprisad you? her living in NYC Inferences: Based on what they SAY and D0, what mighs they be THINKING?
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moved to NYC 2
months ago FEELS
Inferences: Based on what they SAY and 00, what might they be FEELING?
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Appendix:

HMWs

» HMW make online tools as trustworthy as human experience?
» HMW be able to bring the physical shopping experience to the
home?
» HMW share one’s personal expertise with less experienced
shoppers?
» HMW make online deal-hunting an enjoyable experience?
* HMW make shopping for a family on a budget less of a massive
chore?
¢ HMW make physically going to the store more convenient than
online shopping?
» HMW entirely remove the physical store?
» HMW train employees to make fewer mistakes when customers
shop online?
» HMW allow employees to hand over control to customers?
HMW make physical transportation to stores more accessible?
» HMW leverage online deal-hunting skills in the physical stores?
» HMW add more senses to the shopping experience?

b's HMWs

Final POV

» We met Ferb, a shopper who walks to stores to do his weekly
shopping because he doesn't own a car.

® We were surprised to notice his preference for shopping in-store
despite the extra effort, choosing it over the convenience of
shopping online.

* We wonder if this means Ferb values the | of being able to
see, touch, and decide on the spot while shopping, more than
clicking through options on a website.

* |t would be game changing if there were a shopping experience
that enhances Ferb's control over his shopping experience, no
matter where he shops.




Appendix: Ash and Gary's HMWs

HMWs

HMW make chore shopping a social experience like
shopping for fun?

HMW remove the need to be an expert on the product you
are shopping for?

HMW allow employees to become experts?

HMW make the store like a community?

HMW make it impossible to make unwise financial
decisions while shopping?

HMW include shoppers into more friend groups including
experts?

HMW create more shopping experts?

HMW remove any chance of anxiety when shopping?
HMW make single purchases even more simple?

HMW reward confidence when shopping?

HMW make anxious shopping not a negative experience
HMW make strangers a trustworthy source of expertise?

Final POV

® We met Ash and Gary, recent San Jose State grads who
often shop together as part of big groups.

* We were surprised to notice that they still brought each
other along even for a simple, single purchase.

* We wonder if this means they rely on their group members’
individual areas of expertise to relieve the anxiety of making
the wrong choice.

¢ [t would be game changing if Ash and Gary could gain the
confidence to make wise shopping decisions, even when
separate.




Appendix:

HMWs

HMW make the deal hunting more exciting for boring grocery and
chore shopping.

HMW make deals more apparent to find?

HMW help people find alternatives for the things they want to buy that
are cheaper?

HMW make the execution of deals seamless for young adults?

HMW bring the cart total from online shopping to in person shopping?
HMW show how much someone is saving money over many small
deals?

HMW show young shoppers the importance of saving early and
compound interest?

HMW pass knowledge of shopping tips from pro shoppers to new
shoppers?

HMW push people out of the comfort zone to utilize deals on product
they are unfamiliar with?

HMW push the savings of Facebook marketplace to smaller items?
HMW encourage exploration of different stores to find cheaper items
or better deals?

's HMWs

Final POV

We met Monica, a recent college graduate who moved to New York
City, who is still figuring out the average prices and cost of living
around her new home.

We were surprised to notice that she enjoys executing deals on things
she wants to buy, but doesn’t care to execute deals on everyday
essentials.

We wonder if this means Monica is bored and e 1 from the
process of using deals, but excitement for an item overcomes the
hassle.

St

It would be game changing if Monica could feel this for all
her shopping needs.




pendix: Brain Storm for HMW make chore shopping
a social experience like shopping for fun?
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pendix: Brain Storm for HMW remove the need to
pert on the product you are shopping for?
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Appendix: Brain Storm for HMW make the deal hunting
more exciting for boring grocery and chore shopping?
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