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Every girl every month to experience the menstrual period,
what is their shopping experience like? What kind of shop-
ping environment would make them more satisfied?

Sales of hot-selling sanitary products in offline stores
Monthly sales (10,000 pieces)
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Liquid pads Tampon Pads Period brief

Sanitary napkin purchase channel

Offline Emerging channels . Traditional channels




Cri) net sur ofe
TR (oo E wr
Cs : A A R
=h Surfa(e L??;.agas 5 e o ?'f;”;,; =
P Y : 4_ =7 B4

%

Y,
P/
N/

dest?
Q ’_ I.'f'f

Lulk purchse

when 16 sal @

ties

Focusing on this prob-
lem, | made a mind
map to think from
three aspects: users,
buyers and commodi-



In order to conduct research, | went to the shop-
ping center near me and investigated the sani—
tary napkins of different brands and the users’
purchase situation by taking photos, interviewing
and questionnaire.
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Survey on user experience of

Weifang women purchasing sanitary napkins in this supermarket

1. MG UEENGE
10-20
21-30
31-40
41-50

51 LA L
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Factors that affect your purchase of
"sanitary napkins

4. How did you kown this brand?

5.Why do you choose this supermarket?

How often do you buy sanitary napkins
" at the supermarket

7.00 you mind salesman selling something to you?

8. What price of sanitary napkin do you usually use?

g Do you think the quality of sanitary apkinsis directy
propotional to the price?

What do you think are the advantages of buying
sanitary napkins offline?

11 Are you satisfied with the experience of buying
sanitary napkins in this supermarket?

12 How do you think you can improve your experience
when shopping for sanitary napkins?



| randomly found several
passers—-by to conduct a
questionnaire survey, and
collected a lot of data to-
gether

with the online survey.
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1. AGE
5. WHY DO YOU CHOOSE THIS SUPERMARKET? 8. WHAT PRICE OF SANITARY NAPKIN DO YOU

5.18% 56.98% 5.81% 24.42% 6.98%

s - N N USUALLY USE? PACK (10 PIECES)
W 10-20 H 21-30 W 31-40 W 41-50 B 51andolder
RMB 5-9.9 RMB 10-199 RMB 20-29.9 RMB 30and more
B The supermarket is near my home.

2' WHAT IS YOUR INCOME? - B The product quality is good.
Q) D . . B High cost performance

EEEER B Good shopping experience —
88808, 20005000 EEEEE .o =
&& 5000yuan and more . . . . - — e—

8% 0%  20% 9%

3.FACTORS THAT AFFECT 6. HOW OFTEN DO YOU BUY SANITARY

NAPKINSAT THESUPERMARKET 9. DO YOU THINK THE QUALITY OF SANITARY

NAPKINS DIRECTY PROPOTIONAL TO THE PRICE?

packaging @ Once amonth ® Once every two months
price @ Once half a year @0nce a year
yes
function . — no
———————@

Celebrity endorsements

quality

94% 27% 48% 52% 3%

10. WHAT DO YOU THINK ARE THE ADVANTAGES

4. HOW DID YOU KNOW THAT BRAND? OF BUYING SANITARY NAPKINS OFFLINE?
7. DO YOU MIND SALESMAN SELLING SOME- PERCENTAGE
e Advertisements in newspapers THING To YOU?
° Television advertising

B85%
convenient

Recommended by friends and relatives

-
The supermarket sales promotion @
The family to buy
15% salesman recommendation

The other way -
yes no ’

High product reliability



PERSONALITY

Discount
Product quality m—

Convenient |
Good service I

MOTIVATION
e Prefer buy it when there is a discount
e Want a good shopping experience

e Prefer products with high cost performance

PAIN POINTS
e | don't like overselling by the shop assistants
o Fear of buying new products of poor quality

e Worried about missing out on the sale because the
information is not updated as soon as possible

SULLI ZHAOD

DEMOGRAPHICS
e Age: 23

e Occupation: graduate student

e Location: Weifang city



When can | get a good discount? How about the quality of this product? /

\ Is the price reasonable for this product? /

\ Is it cheaper here or online?
| should compare with other brands /

N

Recommendations \
from friends and family

Beautiful packaging appeals to me

\ ' = / The sale information is very

eye-catching

Shopping guide for advice .

The music in this shop is nice
Compare product packaging information

Discounts are announced

from the store /

/ Is there any discount on this product? \
| want something more suitable for me

) N

| want a more comfortable environment to buy goods

\ There are products endorsed

by celebrities

| want to buy a product with strong functionality ~




STAGES shopping plan go to the shop choose good

Nt

) Q %

Advertising  Search brand @ Recommendation from friends ";7
DOING ©, M © ®

0 il
on the way - pay
=) =

Shopping list Ask the shop assistant

@ o |don'tlike overselling by shop @ People so crowded

® What type of product do | need Is there any traffic assistants B
THINKING ® \Where to buy it? ® |5 the shop crowded? © How about the quality? ® s the price right?

® \Which store is th t ® Are the discounted items ® Havel got everything on my

® |5 the advertising credible? por;ﬁlasr?ore SN worth buying? shopping list?
Type a lot
expect Service is good
It's noisy
FEELING .
Worry about more people Smooth arrival
People so crowded
EXPERIENCE ; It's relatively smooth its ok )
excited on they;oad but external factors can Satisfied

affect the experience
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