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NISHANTH ARYA

PRODUCT DESIGN LEAD

| am a visionary Lead Product Designer whose creativity and
strategic mindset shape the future of product experiences. With a
keen eye tor detail and a passion for user-centric design, Nishanth
brings a unique blend of innovation and practicality.

As a leader in the field, Nishanth goes beyond just creating
aesthetically pleasing designs; he crafts cohesive and intuitive user
journeys that seamlessly integrate with the product's functionality.
His approach is rooted in empathy, always considering the ena
user's needs and pain points to ensure a user-triendly experience.



PRODUCT DETAILS

Get deep insights on strategic pricing
and promotional investments to drive
greater returns. Our Al driven insights
enhance revenue management by
improving strategic pricing and
oromotional capabilities.
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PROBLEM STATEMENT

* We are planning to redesign the complete application as per the user-
centric design process.



DESIGN PROCESS
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USER COMPETITOR
RESEARCH ANALYSIS
Research:

User Research: Understand the needs, preferences, and pain points of your target users. This
might involve interviews, surveys, and analyzing existing data.

Competitor Analysis: Examine other RGM products in the market to identity strengths,
weaknesses, and opportunities.



Expert Panel Synthesis:

User Research

Eric

Experience and Expertise

Professional experience of the Expert and their areas of expertise

~

N

Main Insights

How does Asper.ai fit into their organizations and the existing pain-points
of their current operations that can be addressed by Asper.ai products

Current Process and Pain Points

What has their organization on the cards for the recent future and the
effects that may have on their Demand Planning and/or RGM

KPIs:

COMAPRISON
BETWEEN LAST YEAR
& YEAR BEFORE

NO OF PROMO
EVENTS

TOTAL SPEND

NET SALES IMPACT
NET PROFIT IMPACT

ROI

KPls:

KIND TOTAL PROFIT LAST YEAR VS THE YEAR
BEFORE

RETAILER TOTAL PROFIT LAST YEAR VS YEAR
BEFORE

CHARTS:

HOW THE PROFIT POOL COMAPRES FOR KIND
& THE RETAILER

HOW THE PROFIT COMPARES FOR THE LAST
TWO YEARS FOR BOTH KIND & RETAILER




Competitor Analysis
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GOALS AND

PERSONAS OBJECTIVES

Define:
Personas: Create user personas based on research findings to guide design decisions.

Goals and Obijectives: Clearly define what the redesign aims to achieve and the problems it

needs to address.



Personas

Demmand Planner:
Personas: Demmand plannners or the Marketing managers who makes the desicion what needs
more money to make sales in the present market.



Goals and Obijectives
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BRAINSTORMING WIREFRAMING

|deation:
Brainstorming: Generate creative ideas for the redesign, considering user feedback and industry
best practices.

Wireframing: Develop low-fidelity wireframes to visualize the basic structure and layout of the

redesigned tool.



Brainstorming
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Wireframing
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VISUAL
DESIGN

PROTOTYPING

Design:
Prototyping: Build interactive prototypes to test the flow and functionality of the redesign.

Visual Design: Create a visually appealing and cohesive design that aligns with the brand and
enhances usability.
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USABILITY

TESTING TERATE

Testing:
Usability Testing: Conduct usability tests with real users to identity any issues and gather insights
on how to improve the product..

Iterate: Based on user feedback, iterate on the design and make necessary adjustments.
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DEVELOP

\
| |

COLLABORATION USER

WITH
DEVELOPMENT TRAINING

Develop:
Collaboration with Development: Work closely with the development team to ensure a smooth
implementation of the redesigned tool.

User Training:Develop training materials or sessions to help users adapt to the changes.
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ROLLOUT MONITORING &
PLAN FEEDBACK
Launch:

Rollout Plan: Strategically release the redesigned tool, considering user onboarding and
communication plans.

Monitoring and Feedback : Monitor user feedback after the launch and make necessary
adjustments.
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EVALUATE
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ANALYTICS CONTINUOUS
IMPROVEMENT

Post-Launch Evaluation :
Analytics : Strategically release the redesigned tool, considering user onboarding ana
communication plans.

Continuous Improvement : Monitor user feedback after the launch and make necessary
adjustments.



“Thank You.”



