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edesigning the Paani Puri experience
to fit the post Covid world
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Experience Design



A-B Testing

~150 Responces

Validate design choices

Poll results See Voters >

Subtle differences in pictures

Share Results

Testing perception Voters

saloni_shetye_
" Saloni Shetye - voted for a

Real life scenes

manav_patel2000
Manav Patel - voted for a

prita.raut
' voted for a

amodinimohod
the_pacificfg * voted for a




Inferences

Uniformed vendors are seen as more hygenic

Ambient cleanliness plays a role in perception of the cart

Vendors need to wear gloves at all costs

Use of a tool to pour the paani is prefered

Hairnet is also mandatory

From a hygiene standpoint, customers prefer paani served separate

Covered ingredients are prefered to uncovered
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Preeti approaches the

Gupchup Cart

Preeti throws the plate in
the dustbin and returns
the bottle back to the

vendor

>

There are 4 people already > She signals the PP Master > PP Master uses the > He puts only the fillings
at the cart. for a plate Multiscoop to pierce a puri and repeats 6 times.
U§es the.SqeeeZ Uottle o RIseld Raysithefondomeany Places the plate and SqueeZ He puts only the fillings
fill puri and eats one by <« takes the Plate and bottle -« - :
on the counter and repeats 6 times.
one back to her scooty
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Business Models
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market
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Future Steps

® Create a complete model of the cart and artefacts

® Work with Prof Arti Kalro to evaluate the system and
fine tune the business plan

® Build a brand based on the business plan
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| was a business man... doing business.

Questions
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