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Challenges faced by the client

» Lack of a simple and user-friendly Checkout Experience

with multiple payment and financing options for end
customers

v

oo

» Customers do not prefer to complete their purchases online
due to difficulty in availing of of post-sales services

» Inability to track customer behaviour and buying trends
over an online medium

What we Propose!!

Challenges faced and End-User personas User Journey Empathy Map and Addressing Range Checkout and Product Review
competitor overview and journey map Experience Workflow Anxiety Financing Documentation

» We propose a flexible payment gateway with multiple
payment and Financing options available for the end

customer through APIls

o

One-stop destination for all
estimated delivery date, registration, accessory sales etc.

post sales services

Planned out metrics that track customer behaviour and
predict sales trends to achieve target market share

High User Experience SWOT Analysis
A Strengths Weakness
S0 COM il * Availability of latest * In-person training
Provision _ NLP software for and documentation
= Reynolds .
— = &Reynolds. chatbot to ease user unavailable
access e Auto Dealer
Dealertrack El X
P _ * Offers API Accounting Feature
. integration services unavailable
Low Features 2 | VinSolunons  High Features
~ Opportunity Threats
* Develop asystem to » Competitors are
help clients combat providing integrated
v range anxiety in their

Low User Experience

We did a strategic analysis assessing the strength and weaknesses of current and
potential competitors. We did an analysis of 6 competitors, 3 of which are strong

end customers
Provide multiple and
easy financing options
to the end-consumer

easy financing options
on their platform

* Lack of effective
product metrics to track
market share trends

Competitor analysis of leading competitors(US)

ml B IIDea'emcml

Easy Checkout Experience

Post Sales-Services

Multiple Payment Options

Credit Services

Provide Invoice

Solutions for Range Anxiety

Mobile App

Discount Coupons
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Product Review
Documentation

Checkout and
Financing

Challenges faced and

End-User personas
and journey map

User Journey
Experience

Empathy Map and
Workflow

Addressing Range

competitor overview Anxiety

How Might We Statements?

| To open up discussions for brainstorming and ideation where ideas to solve the challenge are explored |

Balakay
Age : 26
Occupation : Software Engineer
Location : Miami

Motivations -

Jay Quellin
Age : 32
Occupation : Housewife/ Mother
Location : Seattle

Age : 27
Occupation : Travel Blogger/
Influencer
Location : Las Vegas

Motivations - Motivations -
O Commuteto office daily and go back ) 0  Pick-up/Drop her children to tuitions, school O Concerned about the damage to environment
O can go forshort out of town weekend trips O Travel around thecity convenientlyand ata due to driving internal combustion vehicles
without worrying about b:j\ttery life ) reasonable cost 0O Wants to buy a low-polluting, classy Electric
O Wants to buy a modern, hi-tech vehicle Q  Pick-up/Shop groceries and store then Vehide
O Feels that buying and EV online is a more conveniently !
convenient option  —
Goals -
Goals - Goals - A E— -
O  Find the best finandng option to buy his next O  Find if thenew vehide meets all her U Buyanelectric veh!clethat W'." not create range i we o
vehicle requirements and battery.based issues on his long trips HW mght 1 htwe
0O  Ensurethat his new EV has the required speed U See how the new car looks after all the - Cor'\cerned'lf ther.e are ade'quate payment How a
and range for his needs customisations have been incorporated optionsavailable in the online medium for easy owwthe best
Pain Point payment and financing of his car 6 wathe
Pain Points - ain Polnts - d MStM ? ’
O Worried about the quality and reliability of after O Worried about the regular maintenance, Pain Points - CW c ﬁMW\g
sales services due to lack of a human POC roadside assistance and servidng of her vehicle boutthe
QO Hasno way to confirm if the range of the vehicle O Wants to know the boot space and safety O Concerned about regular maintenance bookings a dwlsto t“‘
can actually suffice his needs features of her vehicle and help after purchase . e
O Worried if battery range is sufficient for her O Hasless knowledge of driving techniquesto c mv%' Mr's
needs increaserange of his vehicle h,wu ougto
of theve fingertips?

y

Awareness

Selecting the type and category of vehicle

Deciding upon a price range
Search various online portals

y

Research ' ’ Compare I Choose

Post-Sales
Services

Places Order
Receives Estimated Delivery Date

feedback

Purchase accessories, vehicle registration and
insurance




Product Review
Documentation

Checkout and
Financing

Empathy Map and
Workflow

Addressing Range
Anxiety

Challenges faced and

End-User personas
and journey map

User Journey

competitor overview Experience
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. , Log-in through email or > Use on-Web simulator to understand , _ Check-Out Post Sales Services
Buyer vists the website  Scrols through tht:ffefatures to select a phone vehicle range and features Provide financial and 3> gelect  Financing > Order Delivery status
vence > Book Test-Drive personal details for offers deal/offer > Online Registration and
> Customise preferences and browse and financing Pay via multiple paperwork
through various available accessories payment options > Buy Insurance
> Browse and purchase

additional accessories for your

Features like on-web simulator, financing options are not accessible without el
vehicle

sign-up

Buyer preferences are tracked through cookies for
purchase

Check-Out available customisations and accessories available with the
vehicle

A sales executive is assigned to the customer

Connect with the customer via phone or e-mail to address concemns

Keep track of individual choice and preferences of the customer through their
website history

upselling during final

¢ Provide basic financial details to

Log-in/Sign Up check for financing deals/ offers

Access After-Sales
services & support
functions

Visits Website

* Complete payment and checks
out from the platform

* Access On-Web Simulator
e Book Test Drive
* Check accessories

Excitement Levels

Scroll through features

= Excitement Levels

Mindset

w
i
=

c

>
=

—

o

1<%

<%
o

range etc/
Check for available
payment options

How much can|
spend on my
vehicle?

Display availability of
simulator to alleviate
doubts

Show availability of
Easy Finance

Track user interest in
specific offerings
Encourage user to
sign-up using

about the vehicle
after signing up?

vehicle?
How do | know more
about the vehicle?

requirements
Should | search for
better offers

. * Curious to know * How doltrackm
" View features of the more about the * Whatisthe new What are the Do these offers/deals order? '
vehicle like price, product information I can get capabilities of the meet my - How do | complete *  What post-sales

the paperwork
associated with the
purchase

services are available
for me to explore?

Encourage Logged-in
user to use simulator
Display relevant
information to garner
the user’s attention

Encourage the user
to check for Finance
Deals by entering
basic details

Provide deals from
multiple Finance
providers

Offer special discounts
for specific providers

Provide easy solutions
to complete paperwork
like insurance,
registration through
OCR

* Push sales of
accessories to
generate revenue

* Encouragethe user to
install app after
purchase
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competitor overview and journey map Experience Workflow Anxiety Financing Documentation

End - User Flow

Empathy Map Canvas
Search for vehicle
K \ Browse through links
¥

helping the environment

v N
Clicking on Website / N
link / Check detailed product features
What do they THINK and FEEL y ke
The users think about the various electric Y \\ [P
vehicles and they compare the pros and cons of ¢ Arrives on Product Page ) simulator)
each vehicle Text ¥ 4 « Engine Torque, hattery life
¥ // + Available Financing options and
The users feel excited about the idea of owning i 4 deals
Homepage Clicks on h + Available warranty and
/ picsieinode} \\\ Insurance policies

an Electric Vehicle and they feel good about J

L

N
T e T )

Customise vehicle according
to preferences
‘ Explore all
T available models Add product to Cart
. Category(SUV, Sedan etc.) -
What do they SEE . Cobur Encourage user to sign up at

What do they HEAR - Battery Range this page by restricting

The users hear about different The users see the different Electric * Speed simulator and other feature

Electric Vehicles from their friends, Vehiclesavailable on the market o e access to logaed-in users
family, colleagues and social media and compare the features, price i, %
and range of the various options CART H
The users also hear about various available. The also go through the |-»—;- e
charging issues, availability of pros an cons of owning a.nAEIectric + User enters Delivery Location and ID
stations and different incentives Vehidles over the traditional Easy to use Payment gateway for fast check-out * Payment through preferred payment mode(card,
provided by the government Internal Combustion Vehicles wire, online hanking)
+ Invoice generation and Estimated Delivery date
/ __5 \ upon successful payment
SE
Financing Options
PAINS What do they SAY and GAINS « Enter Id proof, address proof and financial health
. DO : records

Vehicle Range . Savi ng; on gas h « System fetches financing offers available from top
ngh cost of EVs The users say that they want to Co n‘trl Uz o L - . l}enderslthrtosughf.zPlsd Hranei ti d ds
Lack of Charging buy an Electric Vehicle because environment by 7 777 , p:;rrn:z :0 preferred financing option and proceeds for
Stations they want to save money on gas, owning an EV | Post Sales Services | « Invoice generation and Estimated Delivery date upon

Purchase Accessories and other available Adg-Ons S -CCeSsTul payment
Track updated Delivery Status
Complete Registration and Documentation Online

Dra bhasl fitnire vabirls searvicas vieite thranial

as well as play their part in
\ saving the environment j




Challenges faced and End-User personas User Journey Empathy Map and Addressing Range Checkout and Product Review

competitor overview and journey map Experience Workflow Anxiety Financing Documentation

Key Reasons behind Range Anxiety in Customers include:

Lack of knowledge and experience in the world of Electric Vehicles

Lack of information regarding availability of charging spots for electric vehicles

Online EV Simulator available on Website/App

Quick Controis sD 8 0 “a [1] . \ 7 W2 AM

6 ; X Battery range Finder

Lack of Education in efficient driving techniques to maximise range and battery life @ Quick Controls

==
Lack of easily available road side assistance for Electric Vehicles @ - + Q uoms © Home

@ Santa Mani CA

Sources: https://www.m akeu seof.com, www.bus in es s-standa rd.com &
2
[
Turn Your Driving Sk Into Electric 2 w® o
Vehicke
. . O =
Worried about vehicle
}0

Range ?

Try out our new real time vehicle
dashboard simulator

P> Google Play

& App Store

Features include:

Simulator access strategy: > Enter Custom Location on Map and available battery percentage on simulated
> Access to the simulator will be restricted to users who have signed in vehicle dashboard to get route, charging points and estimated time of journey
> This will encourage more of the website’s incoming traffic to sign- > Connect to EV Driver assist maps like EVgo, Chargeway, Plugshare,
in Chargehub with the help of APls and demonstrate vehicle range capabilities

> Will drive more traffic and create more awareness about the brand
due to the novelty of the offering

360° view of the car interiors

Try available customisations and accessories and see how it looks on your vehicle

> Access to Simulator will be available via Apps through Apple App Store(iOS Get a understanding of the basic features and accessories available with the vehicle
devices) and Google Play Store(Android Devices) that will aid in making purchase decision

VVY



https://www.makeuseof.com/what-is-range-anxiety-how-overcome-it
https://www.business-standard.com/podcast/automobile/what-is-range-anxiety-and-how-does-it-affect-ev-buyers-122051600045_1.html
https://www.evgo.com/
https://www.chargeway.net/
https://www.plugshare.com/
https://chargehub.com/en/

Challenges faced and
competitor overview

End-User personas
and journey map

User Journey
Experience

Vehicle Lineup Modules

tech vehicle

Drive with

Model Sample EV pickup

i

1000BHP  Quick-Charge 370 Miles
New Motor  Technology Full Charge Range

+ Top speed- 300km/hr
o Regenrative Braking system
o Al asisted seat posture control

BUY o) TEST
NOwW RIDE

Model Sample EV pickup

i

1000BHP  Quick-Charge 370 Miles
NewMotor  Technology Full Charge Range

+ Top speed- 300km/hr
o Regenrative Braking system
o Al asisted seat posture control

BUY @ TEST
NOW ) RIDE

» Customer clicks on the Buy-Now Button to express his intent to

purchase a particular vehicle

» Customer also has the option to book a Test Ride

Product Review
Documentation

Checkout and
Financing

Empathy Map and Addressing Range

Workflow Anxiety Key Metrics

Sample Vehicle 1
ok ok ki

first hxury saloon to bear this name made Its debut 50 years ago: a
new star was born! The abbrefation stands for “special class”, but
could just as well symbolise

KU Top spect
Finarce
Stk Dty

Delhvery ares

76,000 USD

e
Loat

n

Description Reviews @ Questions @

Wil lend sweetnes:

Personalisation

» Customer views the product description page along with
information like price, payment options, accessories available

» The end customer can also apply for easy financing and check
existing offers. These services will be enabled through the use of
APls
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Lets wait for while we evalute your profile

O 0 0

Amo Duration
200,000.00 7 th .
$ months Congratulation

Monthly Repayment Loan Start Date for purchasing your first electric vehicle
$25,000.00 01/23/2021 Thanks for contribution in carbon reduction

Your order # is: 000000005,
We'll email you an order confirmation with details and tracking info

You can track your order status by creating an account.
Email Address: xyz@gmail.com

Loan End Date Interest per day
02/34/2023 0.35%

Congrulation you are eligible for finance

Continue

» Customer enters basic information like Place of Work, IPPIS » After finalizing mode of payment, the customer gets a invoice and

Number, Proof of address etc. access to post sales services like tracking order delivery, vehicle
» After the basic details have been entered into the system, APls are registration, etc.

used to check for Financing offers, which are then displayed to the » User also gets access to post sales services like choosing
customer accessories, check maintenance schedules and vehicle health
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Estimated Volume of Online Electric Vehicle Sales in US (in 1000)

| 2021

Battery Electric Vehicles 32.42
Plug-in Hybrid Electric Vehicle 8.38
Total Sales of EV in US 40.80
% Sales of vehicles in online 30%
Online vehicles sales 12.24
% of Electric vehicles compared

to other vehicles in US 1%

Electric vehicles that would be
sold online

0.1224 1.06052538

2022

2023

2024

40.49 51.28 63.81
8.59 9.91 11.23
49.07 61.18 75.04
33% 37% 40%
16.315775 22.3307 29.8284
% 12.00% 17.50%
2.679684 5.21997

Assumptions: The % share of EV among all the vehicles is used as proxy for online sales as well
Notes : Data shown is using current exchange rates. Data shown does reflect market impacts of Russia-Ukraine war.

It is estimated that approximately 9000 Electric Vehicles will be sold in the US by 2025

Focus Metric(LO)

2025

A: Acquisition A: Activation

Key Metrics Overview

R: Retention

R: Referral

Going the pirate way: AARRR!!

R: Revenue

Conversion Metrics

L1 Metrics
(Complement LO Metrics)

Repeat visits to access.

. Check NPS Ha 15t visit
L2 Metrics Analyse sentiments or.1 appy latf
(Drive the L1 and LO social media >ign-up gnpanom .
; Kk MAU. DAU Uses the smulatpr
metrics) Trac ’ Check for Financing

Reviews on App Store

offers

Simulator

Check for updates on «

Financing offers

Asks purchase based

queries to chatbot

Repeat visitor to
website

Open Email /SMS
communication

Refers more visitors toe
the website

12.73 Catego User Activi Target Conversion%
92.11 Acquisition | VisitSite 90%
(on landing page, stays 10+ seconds)
Acquisition ~ Doesn’t Abandon 75%
(views 2+ pages, stays 10+seconds,
396“?3 2+ clicks)
Activation __ Happy IFtvisit 35%
(views 3+ pages, stays 30+ seconds,
23% 4+ clicks)
Activation Sign-up an platform 10%
(signed-up using phone/email)
9_ 1[]9{5}'9 Activation Access Simulator 8%
(Access the on-web simulator for 15+
seconds)
Activation Check for Financing Offers 4%
(Enters basic details to view
available finance deals /offers)
Retention Repeat Visitor 3%
(visits the website 4+ timesin 30
days)
Retention Click-Through rate 1%
(Open links after email/SMS
reminders)
Referral Refers 1+ users who activate 0.5%
Successfully purchase EV Revenue User generates min. re.venue 0.025%
from our platform (purchase accessories)
Completes purchase of
accessories Revenue User generates‘ revertue 0.005%
Books services on the (purchase Electric Vehicle)

platform
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User Journey
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Empathy Map and
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Product Roadmap

Phase - ¢

w
E‘au ch the On-wep
Simulatoy and

nEl'S.

: ]
Nancing featyre F
_ E

rke

Remarks:

» Test market will include
major cities like NYC, San
Francisco, Boston

» Move to Phase 2 when
Acquisition Metrics in the
test regions reach 50% of
their target conversion
values

metrics of

Adoption
Application to be tracked
Compare rate of sign-ups
to that of app installation
Move to Phase 2 when
Acquisition Metrics reach

70% of their
conversion values

target

» Track change Market
share of online EV sales
periodically

> Integrate more Financing
Service providers into the
platform

» Additional Marketing and
Advertisement
expenditure to reach
target conversion rates of
key LO and L1 metrics

Product Documentation

DallLE 2

Color Palette Selection Colour Hex Code
The future, through the lens of the past: All the colors used in #FBF8F8
this Ul design belong to the Retro Futurist color scheme
» Retro Futurism incorporates futuristic graphics, fading brilliant hues, #0DODOF

cyber-inspired writing, and rounded geometric forms.

» Retro-futuristic colors are perfect for an electric vehicle-selling website #632C67
because they are both modern and stylish
+ Additionally, generic colors are used to make the Ul more attractive for #1C1525
new age Millennials and Gen-Z
» Electric vehicle is a modern concept, so we used a futuristic color #2E1C3C
scheme to garner the attention of customers between 20 and 35
years of age HAB244F
Fonts used #BA3CTF
Font Style Style Utilised 4903274
Nunito Sans Bold | Medium | Regular
i #B7B4B5
Lato Bold | Medium | Regular
Montserrat Bold | Medium | Regular #197BTA
#FFO13E
Software Used
#0048D9
. #66E02D
draw.io [SLLEER:
#FF449B8


https://www.figma.com/
https://icons8.com/
https://app.diagrams.net/
https://openai.com/dall-e-2/

Thank You

QR A



Drive a
dream Car

Appendix 1.a (Wireframe Gallery)
Landing Page

Landing Page of the website
User can view the vehicle
and various other
accessories available on the
website

Al enabled chat bot is
integrated on the platform
to resolve user queries

Improved
energy
efficiency

) 4

Top Speed

We love what
_—We do. Buy

ﬁore parts and
e ok ’
\.—-

\ =

BUY
SPAR! PARTS
— Now

Drive a
dream Car

Improved
energy
efficiency

5x

Top Speed

We love what
—we do. Buy

4
are parts and
 c—
\*_-

\ =

: BUY
»An: PARTS
- NOW




Appendix 1.b (Wireframe Gallery)

Simulated Dashboard

Quick Controls 0 8 0 “m 1] ;
63 X Battery range Finder
Drive Mode  MEH [ @ QuickContrals
. o 3, 0h:a9 e
@ = + ] Q Lignts Fviiay A
8 Lok © Santa Mani,CA

wehicle
status

€

Mia & Sebastian's Theme
Justin Hurwitz 14 1] 4

Features-
. Recommendation for
Charging station

Nearby

. Enter Battery Percentage
manually to check vehicle range
capability

. Access maintenance history from
dashboard

. Maintenance history can also be
accessed through this dashboard

. Simulate real-time  charging
scenarios to understand charging
time that may help alleviate
range anxiety

D

(1] g e 10:21 AM

Mia & Sebastian's Theme
Justin Hurwitz 14 1] » Q

3

Q Anything Charging Station

RECENTLY

ey —
9 swes atey panica

O & 0 [ 1 ] . we waAM
— X About Your EV - kibe S a
o I’ Ene +
80

‘1 75 mi _

Mia & Sebastian's Theme
Justin Hurwitz 14 1 » Q

D




Appendix 1.c (Wireframe Gallery)
Product Details and Checkout Page

Sample Vehicle 1
*ke kK 1y Billing info

first luxury saloon to bear this name made its debut 50 years ago: a Order Summa
new star was born! The abbreviation stands for "spetial class”, but y
could just as well symbolise

n
SKU Top sped Subtotod 2.98USD
Tax 7% .63 USD
Category,

Shippin: ouso
Stock ey ping

Town | Ci
Factony Deltwry area A

76,000 USD state | Ceuntry

—

We are petting to the end. Just few cheks and yo

Description Reviews @ Questions €@
Payment method

origins
O credtcar

Card numbor

All your data ore sche
Explration dote

Personalisation

Model Type :

Fuson Backpack Backgack

No collaterals or documents needed

'ﬁ“

Login to Your
Account

Fuson Backpack Fusion Backpack
s30.00 200

s ras

“




Signin

testi@gmailcom

Phone Number

98280248024

SIGN UP

| don’t have an account ? Sian up

Appendix 1.d (Wireframe Gallery)

Easy Sign-up/ Sign-in page

Easy sign-up/sign-in through
email/phone




Appendix 1.e (Wireframe Gallery)

Profile and Order Tracking page

» User can view their own profile
» Check other personal details from this page

CAR SERVICE HISTORY

» Access options for post-sales services like
insurance, registration and other documentation
: < a » OCR software can be introduced to read data

from physical copies of documents

Part 2/2

Part1/2

Order Tracking

» Track current delivery status of order

» Get details like expected Date of Delivery of
vehicle

» Updates automatically depending on the
availability and installation times of the
accessories chosen




Appendix 1.f (Wireframe Gallery)

Post-Sales Services

Part 1/2
Part 2/2

Recommended Spare Parts

Upgrade Your Car

-

= e > Provides options to buy accessories after
/ g successful completion of sale
Customisation ‘ ‘ » Book Maintenance/ Service visits in

’ L 1 l showroom directly from website/app

Car wash service Battery Service
“m *
x .
LA

D3 Socace
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