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Abstract




// Introduction & Context

1.1 Introduction

“l spend hours researching ingredients, watching YouTube
reviews, looking at influencer recommendations on
Instagram & reading Reddit threads... but | still don’t know
if this moisturizer is actually right for me.”

Aditi, a 24-year-old marketing professional in Mumbai, captures the
exhaustion in her voice as she describes her skincare routine. Despite her
cautious, research-driven approach, she finds herself trapped in endless
cycles of trial and error.

Her reflection reveals a paradox facing young urban Indian women today:
unprecedented access to skincare information has created more confusion
than clarity. This demographic—tech-aware, digitally engaged, yet
thoughtfully critical, reflects a rising mindset that seeks depth in a space
too often dominated by superficial solutions. They crave understanding,

not clutter, yet remain vulnerable to overconsumption, decision fatigue,
and self-doubt.

Fig. 2: Korean care system cosmetic bottles, jars, tubes
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1.2 Context & Significance

Aditi’s struggle reflects a broader crisis
of intentionality in contemporary
skincare consumption. Women aged 18-
28 in urban India are highly motivated to
care meaningfully for their skin yet often
struggle to understand its unique needs
in relation to lifestyle, hormones, and
environmental context. This gap generates
emotional strain and contributes to
unsustainable consumption patterns.
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Fig. 3: Planetary Boundaries (Stockholm Resilience
Centre, 2023)

Theissue extends beyond the personal sphere. Skincare
overconsumption intersects with global environmental
risks — chemical pollution, biodiversity loss, and
the release of novel entities, pushing Earth systems
beyond safe operating limits, with six of nine planetary
boundaries already transgressed (Stockholm Resilience
Centre, 2023). The Earth4All framework highlights how
these patterns drive social inequality and ecological
overshoot, reinforcing the interdependence of personal
wellbeing and planetary health (Earth4All, 2025).

Fig. 4: Earth4All Framework (Earth4All, 2025)

These intertwined personal and ecological stakes informed my Research Question:

How might we enable young urban Indian women to betterunderstand their
skin’s real needs and influencing factors, so they can care for it with greater
intention, confidence, and contextual awareness— while cultivating both
skin literacy and conscious consumption?
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// Research Approach & Findings
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1.3 Research Approach

To explore this disconnect, | positioned myself as both an insider and a critical researcher.
Growing up in a small hill station and subsequently living in metropolitan cities like Mumbai and
London exposed me to diverse consumption cultures and approaches to wellbeing. Coupled
with my MA in Design Management, this trajectory expanded my lens from primarily human-
centered thinking to one that also acknowledges ecological and systemic dimensions, shaping
this investigation’s framing.

Guided by Human-Centered Design as my research framework (IDEO, 2015), |
employed semi-structured interviews grounded in the COM-B model (Michie,
van Stralen & West, 2011) to explore participants’ capabilities, opportunities,
and motivations (Appendix A: Research Foundation). My initial assumption that
young women are heavily influenced by trends and social media was challenged
through five in-depth interviews. Thematic analysis (Braun & Clarke, 2006)
revealed skincare to be described as a deeply personal practice shaped by past
experiences, particularly challenging teenage years, which fostered intentionality
rather than superficiality.

Data triangulation (Appendix B: Systems Analysis) revealed contradictions with secondary
sources. While industry reports characterise Gen Z as hyper-aware and ingredient-literate,
participants struggled with ingredient literacy, decision fatigue, and skepticism toward
influencers. The critical insight emerged from thematic analysis: participants repeatedly
expressed, “l don’t understand why a product is needed for me.” The emphasis lay in “for me”—
personal relevance in the context of lifestyle, emotions, hormones, and environment.

Systems mapping informed by Meadows’ framework revealed most interventions operate at
low-leverage points addressing only surface-level events and patterns rather than structural
drivers (Meadows, 2012), identifying the opportunity at Leverage Point #6: Information Flows.
Existing solutions reinforced this diagnosis.

Market analysis informed that brands like SkinKraft and Bare Anatomy offer personalized
product recommendations but ultimately drive more consumption (Appendix C: Market
Analysis). The gap was not insufficient solutions but solutions addressing symptoms rather than
root causes of decision-making confusion.

1.4 Findings & Intervention

Three core themes emerged from my analysis:
1. Struggles with informed decision-making in noisy landscapes
2. Skincare as emotionally charged self-care and identity and

3. Craving for meaning and mindfulness in consumption.

The broader behavioral issue that emerged was a disconnect between
intentionality and capability. This led to my chosen leverage point of
Enhancing Internal Clarity - helping users build awareness and confidence
to make decisions based on their unique skin, context, and lifestyle.

The research pointed towards a fundamentally different intervention: not
another personalization algorithm or ingredient scanner, but a tool that
cultivates internal capability to understand skin needs prior to product
consideration. This resulted in Skintwine, reframing skincare as an
integrated practice of self and ecological literacy.
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HCD Framework + Com-B Model
Fig. 5:Human Centered Design Framework (MovingWorlds Institute, 2025), COM-B Model (Khalilollahi et al., 2022)
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// Research Approach & Findings

Digital Component:
N o o Utilizes image recognition technology to digitize calendar data through weekly photo uploads,
1.5 Sk]ﬂthne SyStem ArChlteCture automatically syncing with existing health applications including cycle trackers (Flo, Clue), sleep
and fitness monitors (Apple Health, Fitbit), and weather data. The app generates intuitive timeline
The resulting intervention translates these insights into a practical system architecture (Appendix visualizations correlating skin patterns with lifestyle factors.

D: Design Development). Skintwine operates through integrated physical and digital touchpoints: The Insight Generation System in the app delivers weekly pattern summaries highlighting

correlations (e.g., “skin felt oilier 2-3 days before your period”), coupled with insights, gentle
reflection prompts and non-prescriptive suggestions. Monthly snapshots provide broader trend
Physical Component: analysis while maintaining its reflective approach.
Features a weekly calendar with daily icon-based covering skin condition, mood,
sleep, cycle, hydration and dietary triggers. Users employ dry-erase markers on the
glass for 2-minute daily input with weekly reflection spaces.

Skintwine directly addresses the “for me” gap
identified in research. Rather than prescribing
products, it helps users understand why a product
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!/ [— See you Skin's Story and environmental factors. Choice architecture
j el | operationalizes Nudge Theory (Thaler & Sunstein,

2008), making sustainable behaviors accessible by
default, while visual feedback reinforces learning
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Fig. 7 : Skintwine App Screens (Jain, 2025)
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Fig. 6 : Skintwine Calendar Design (Jain, 2025) Fig. 8: Skintwine visual timeline & insight screens (Jain, 2025)
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// Design Criteria & Validation
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1.6 Design Framework Developmen

The resulting intervention translates these insights into a practical system architecture
(Appendix E: Concept Validation). Skintwine operates through integrated physical and
digital touchpoints:

1. Hybrid Physical-Digital Engagement: Combining tactile calendar
interactions with intelligent app integration to accommodate diverse
accessibility needs and user preferences identified in primary research

2. Micro-Commitment Architecture: Designed for <5 minutes daily
interaction versus overwhelming data dashboards, reducing friction while
maintaining engagement depth.

3. Reflection-Before-Prescription Approach: Prioritizing personal pattern
recognition over external product recommendations, aligning with COM-B
models to address the core ‘for me’ gap

5. Cultural Sensitivity Framework: Adapted for young urban Indian women
while remaining demographically scalable, addressing beauty pressures and
cultural consumption patterns identified in primary research.

4. Embedded Sustainability Consciousness: Integrating eco-awareness
through gentle nudges rather than guilt-driven messaging, supporting mindful
consumption without overwhelming users or triggering decision fatigue.

1.7 Validation & Impact Assessment

Initial primary stakeholder validation confirms
the intervention’s resonance with target
users and potential for sustainable impact.
When asked about potential implementation,
participants expressed intent to use the tool,
with one noting it would “help me be more
mindful and understand my skin better and
what it needs rather than experimenting”—
directly addressing the core problem identified
in research (Appendix E: Concept Validation).

The impact measurement methodology for
Skintwine will combine quantitative and
qualitative indicators. Quantitatively, success
will be measured by 60% of users consistently
engaging with the tool for over one month and
80% reporting greater clarity in recognising
their skin triggers and patterns. Qualitatively,
impact will be assessed through users’ self-
reported improvements in decision-making
confidence & sustainable consumption habits.

1.8 Conclusion

Skintwine envisions scaling from individual empowerment to systemic
transformation (Appendix F: Technical Specifications & Future Vision). In the short term
(1-2 years), the hybrid toolkit offers a behavioral entry point for urban Indian women.
Medium-term (3-4 years), it expands across demographics, integrates with health and
lifestyle applications, and embeds ecological metrics. Long-term (5+ years), it becomes
a community-oriented platform where anonymized data fosters peer learning, informs
sustainable product design, and contributes to policy discourse.

The progression aligns with the Stages of Change model (Prochaska & DiClemente, 1983)
as internal clarity and skin literacy support transition from contemplation to sustained
action. Sustainability nudges embedded in daily routines reinforce intentional
consumption, collectively facilitating broader shifts aligned with Sustainable
Consumption Theory—reframing skincare as an alignment with intrinsic values rather
than external marketing pressures (Jackson, 2005; Lim, 2017).

Ultimately, this approach addresses challenges identified in the Planetary Boundaries
framework (Stockholm Resilience Centre, 2023). In 3-5 years, communities could
make confident, context-aware skincare decisions, reducing overconsumption and
supporting conscious consumption.

12
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Fig. 9 : Chamomile flowers growing from milk splash

14



// Approach

15

2.1 Approach to Reflection

Having outlined the aims, process, and
outcomes of my final major project:
Skintwine, in the extended abstract, this
section now shifts focus from what | did to
what | learned. While the abstract captured
the project’s contribution to intentional
skincare and sustainable consumption,
this reflective report critically examines
how my own assumptions, decisions, and
positionality shaped the work, and how the
process transformed my understanding of

design management and design leadership.

'R
-

Fig. 10 : Rolfe-model-of-reflection (NursingAnswers.net, n.d)

To structure this inquiry, | draw on (Rolfe, 2001)
“What? So What? Now What?” Framework,
complemented by (Ruch, 2007) Four Lenses
of Reflection (technical, practical, process,
and critical). This combination enables me
to move between recounting the process,
analysing the deeper significance of my
choices, and situating them within broader
systemic and professional contexts.

Ultimately, this reflection aims to demonstrate
how working on Skintwine not only deepened
my research and design practice but also
reshaped my understanding of responsibility
— highlighting that design leadership is as
much about enabling reflection and clarity as
itis about creating solutions.

// Part 1: What?

2.2 Part 1: What?

My project began with a paradox | could not ignore: despite unprecedented access to skincare

knowledge and digital communities, young women in India still described their skincare

decisions as confusing, exhausting, and full of trial and error. This disconnect — between the

abundance of information and the lack of clarity — became the seed of my investigation and,

eventually, the foundation of Skintwine. The extended abstract outlines the formal framing of

the project, but here | focus on how | experienced and navigated the process.

2.2a Positionality: Insider and Outsider

At the start, | was aware that my own background would shape
this project. Growing up in a small hill station in India, then
moving to metropolitan cities like Mumbai and London, gave
me a layered perspective on consumption and wellbeing. As an
insider, I shared cultural and generational reference points with
my participants: | understood the social pressures of beauty
routines, adaptation of Western norms, and the influence of
peers. As an outsider, however, | was conducting this work while
studying in London, surrounded by discourses on sustainability,
planetary boundaries, and systems thinking that were less
familiar to my participants.

This duality gave me both access and distance. It meant
participants often trusted me to “get it” when they described
beauty anxieties, yet it also made me conscious of the privilege
of my academic lens. | could step back and connect their
struggles with broader systemic issues — overconsumption,
environmental degradation — in ways that might not have
been obvious to them. Reflecting on this now, my positionality
was not just a background factor but an active driver of how |
designed, framed, and interpreted the project.

16
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2.2h Research Methods & Decisions

To explorethisfurther, Along with afew other, I relied on these three core methods: semi-structured
interviews, thematicanalysis, and systems mapping. Interviews gave me access to lived realities,
capturing nuance and emotion. Thematic analysis, following Braun and Clarke’s approach, helped
me surface recurring patterns while still holding space for contradictions. Systems mapping,
influenced by Meadows’ work on leverage points, allowed me to place individual struggles within
a larger ecological and industrial context.

Each method carried strengths and challenges. Interviews surfaced rich, nuanced stories, offering
deep insights into participants’ experiences and perspectives. Thematic analysis helped clarify
insights but required careful interpretation to avoid forcing patterns. Systems mapping opened
systemic insights but felt abstract at times, especially when trying to bridge between theory and
practice.

Reflecting on these choices now, | see that what worked best was not any single method, but the
combination of methods. Together, they gave me both closeness to participants’ lived realities and
distance to analyse systemic structures.

2.2¢ Early Challenges

The project was not without challenges. Time
constraints meant | could only interview five
participants, which initially left me feeling
underprepared to claim insights. Yet this
limitation forced me into depth rather than

breadth, encouraging a more qualitative
richness in the study.

Scope was another tension. At one point, my
project risked becoming too broad — spanning
from individual decision-making to systemic
critiques of the beauty industry. It took
guidance from tutors and peers to narrow the
focus to “enhancinginternal clarity,” a leverage
point that still held systemic significance but
allowed for a tangible intervention.

Fig. 11 : ALandscape of Waste

(5 o

Fig. 12 :Young female shopping for skincare products in store aisle

In Element 1, tight timelines led me to rely
on structured ideation tools like Fast Idea
Generation, Crazy 8, and Affinity Mapping.
While efficient, these constrained creativity and
left little space for more radical exploration.
My initial Skintwine concept (Appendix G) was
therefore thoughtful but limited in scope. In
hindsight, the rushed start was still valuable—
it provided a solid foundation that | later
expanded, refining the concept to balance
insight-driven grounding with greater creative
experimentation.

Cultural sensitivity shaped every decision.
Designing for young urban Indian women
meant being alert to beauty pressures tied to
identity, class, and even marriage prospects.
My London environment helped me step
back and critique these narratives, but also
risked imposing Western ecological framings.
Balancing empathy with critique was a
constant negotiation.

| chose Human-Centered Design layered
with the COM-B model as my behavioral lens
because it aligned with the iterative nature of
behavioral research. Its focus on learning from
users, co-design, and refinement resonated
with my belief that behavioral work risks
losing focus without constant user alignment.
The non-linear structure of HCD also suited my
approach of moving between empathy and
definition to ensure solutions addressed real
user needs.

By positioning the planet as a stakeholder, |
reframed the project from “designing a helpful
skincare tool” to “designing an intervention
that links personal wellbeing with ecological
responsibility.” This was not a clean or
immediate transition — it emerged gradually
as | wrestled with methods, feedback, and my
own assumptions.

18
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2.3 Part 2: So What?

2.3a ‘lechnical Level: Effectiveness of Methods

The technical dimension of my reflection centres on the choice and execution of methods. Each
of my core Research Methods were deliberately chosen to address different layers of the research
problem: interviews to access lived experience, thematic analysis to identify recurring meanings,
data triangulation to uncover contradictions between primary and secondary findings, and systems
mapping to situate these meanings within wider consumption and sustainability systems.

” B

Data Triangulation

Data triangulation proved especially valuable
forsurfacing tensions between public narratives

of Gen Z as ‘hyper-informed’ consumers and
the lived realities of my participants, who often
described skincare as guesswork. This contrast
also made me reflect on how the term ‘Gen Z’
is often broadly and uncritically generalised in
articles and reports.

COM-B Model

Structuring questions through the COM-B model
(Michie, van Stralen & West, 2011) helped me
probe capability, opportunity, and motivation,
ensuring that | considered behavioural drivers
beyond simple product preference.

Fig. 13: Quiet Quitting Is Coming For Your Skincare
Routine blog post (Cochran, 2023)

Thematic Analysis

Thematic analysis, drawing on (Braun & Clarke’s, 2006) framework, required rigour but was
instrumental in identifying “internal clarity” as the leverage point. The phrase “for me” repeatedly
emerged, shifting the project’s focus away from the market’s generic solutions and toward
contextualised self-understanding. This method not only generated insights but also pushed me to
critically reflect on how meaning-making happens in design research — through iterative coding,
revisiting transcripts, and acknowledging my interpretive role.

Systems Mapping

Systems mapping, inspired by (Meadows, 1999,
2012) work on leverage points, enabled me
to move beyond individual experiences and
view industry behaviours at a systemic level.
It revealed how most interventions operate
at low-leverage parameters (e.g., product
launches, marketing campaigns), reinforcing
consumption rather than shifting underlying
patterns. Mapping crystallised the opportunity
to intervene at Leverage Point #6: information

Stakeholder Mapping

My stakeholder map was shaped less by
assumption and more by what I learned through
participant voices. Rather than predefining who
mattered in the skincare ecosystem, | built the
map after hearing their experiences and stories.
This made the mapping exercise feel more
grounded and authentic. It reminded me that
stakeholder mapping is not just a planning tool
but an evolving reflection of whose voices are
present and whose are missing.

flows, reframing skincare from an external
prescription to an internal learning process.

Cultural Probe

The cultural probe activity as a part of my primary research, however, did not work as intended.
Its failure became a teacher — showing me that asking participants for heavy commitments was
unrealistic. This realisation shaped my design philosophy: prioritising micro-commitments that fit
seamlessly into daily life, a principle that later defined Skintwine’s design.

Working with Al

The integration of Al into my research process proved both invaluable and complex. A critical turning
point came when | used it to examine my thematic analysis from alternative perspectives. After
manually coding themes, it helped me recognize that participants' emphasis lay specifically on "for
them" rather than just product purpose—a insight that completely shifted my research direction.

However, this raised important questions about the role of Al in qualitative research. | was conscious
that Al could introduce biases or miss cultural nuances, so | used it strategically as a supplementary
analytical lens rather than a primary method, maintaining the primacy of my human interpretation
and cultural understanding.

Balancing Al assistance with human creativity proved challenging. While Al accelerated articulation
and provided alternative perspectives, it sometimes generated generic solutions or inauthentic
language. Future projects require clearer boundaries—leveraging Al for synthesis while preserving
space for human intuition and cultural sensitivity (Appendix H)

20



// Part 2: So What?

2.3b ‘lechnical Level: Effectiveness of Methods

At the practical level, intuition and lived experience were as
influential as formal methods. Growing up in India as a young adult
gave me embodied knowledge of skincare as both personal practice
and cultural construct. My own struggles with product overload and
decision-fatigue sensitised me to participants’ frustrations. This
practice wisdom (Schon, 1983) guided me toward designing a tool that
reduced rather than added to complexity.

For example, my trend analysis revealed the rising dominance of

wellness apps and trackers. At the same time, | noticed in my own life . ﬁ
« » . L. . Fig. 14 : Female Hands Rubbing with Liquid Soap Foam
how “yet another app” often became unsustainable. This intuition

aided in my decision to pursue a hybrid format — a physical calendar . .
for quick daily reflection, paired with digital integration for pattern 2.3¢ Process Level: Relatzonshz[)s and Context

recognition. The decision was less a technical outcome and more a

21

synthesis of theory, lived experience, and resonance with users.

Feedback loops also shaped my judgment. When participants described the final
concept as “perfect,” my initial reaction was scepticism. | worried this uncritical
feedback signalled disengagement. Over time, | learned to read it differently: as
evidence of alignment with their frustrations and aspirations. This reframing required
me to trust my judgment and resist undervaluing validation. In (Brookfield, 1995)
terms, lwas learning through the “lens of students” — recognising that their affirmation
was not passivity but confirmation of relevance.

My ideation process highlighted both strengths and limitations (Appendix I) Fast Idea
Generation and Crazy 8s helped me produce ideas quickly, but also led to predictable
patterns. The Trends Triangle grounded concepts in market realities, yet | wished | had
used more radical, provocation-based methods to spark unexpected solutions.

Reflecting on my projects throughout my MA itself became part of my design practice.
Using frameworks such as Gibbs’ reflective cycle shaped how | made sense of the
process. But more importantly, reflection became embedded in my work itself. As
for this project, Skintwine became not just about tracking, but about building the
reflective muscle in users. This alignment — reflection as both a research practice and
design outcome — made the process feel particularly authentic.

The process level highlights how relationships
and cultural contexts shaped the work. As
an insider-outsider, | carried both closeness
and distance. My identity as a young Indian
woman created rapport, as the participants
assumed | intuitively understood their
struggles with trends, product relevance,
and marketing influences. At the same time,
my academic training in London exposed me
to sustainability frameworks (e.g., Planetary
Boundaries, Earth4All) that were not part
of participants’ worldview. This gave me
distance to critique consumption patterns,
but also raised ethical questions about whose
perspective was being privileged.

Relationships with peers and tutors further
shaped the strategic design process. Tutors
urged me to connect personal skincare
routines to planetary stakes. Initially, this felt
uncomfortable — | feared overextending the
scope. Yet, the push helped in expanding the

project’s ambition, anchoring it in planet-
inclusive design rather than remaining solely
user-centred. Peer discussions meanwhile
reassured me that my focus on clarity
and reflection filled a gap left by product-
driven solutions. Together, these dynamics
underscored the relational nature of design
work: insights were co-constructed as much
through dialogue as through methods.

Cultural context also mattered. Indian beauty
practices are shaped by family influence, class
dynamics, and social expectations, adding
emotional weight to skincare decisions. This
made it clear why overconsumption could not
be addressed through purely rational appeals.
Conducting the project from London gave
me distance to analyse these pressures, but
also risked overlaying Western sustainability
discourses onto Indian realities. Navigating
this tension demanded constant reflexivity
about my positionality.

22
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2.3d Critical Level: Challenging Discourses & Assumptions

The critical level required me to interrogate both industry
discourses and my own assumptions. Initially, | assumed
participants would be primarily trend-driven, reflecting
stereotypes of Gen Z as hyper-consumerist. Research
overturned this assumption, showing a deeper desire
for intentionality. This pushed me to question how
generalisations in secondary sources obscure nuance and to
adopt a more critical stance toward market reports.

The project also resisted dominant beauty discourses.
Beauty culture thrives on perfectionism, overconsumption,
and dependency on products, portraying consumers as
incomplete without constant purchasing. Skintwine instead
positioned users as capable of generating their own insights
through reflection and contextual awareness. By shifting
focus from prescription to internal clarity, the intervention
disrupted the narrative that solutions must always be bought.
This aligns with (Meadows, 2012) critique of low-leverage
interventions: most industry efforts reinforce consumption,
while systemic change requires altering information flows
and feedback loops. Skintwine sought to establish such
a loop by showing users how stress, sleep, hormones, and
environment intersect with skin health.

| also had to grapple with privilege and accessibility. My academic background gave me access to
ecological and behavioural theories that participants had not encountered. The challenge was
integrating sustainability without alienating users. Drawing on nudge theory (Thaler & Sunstein,
2008), | embedded gentle cues rather than guilt-driven messages, aiming to make sustainability
empowering rather than burdensome. This reflected an ethical responsibility: to design not only
with empathy but also with awareness of how privilege shapes knowledge and access.

Ultimately, this stage reshaped my understanding of design leadership. Leadership here was not
about authority or polished solutions, but about responsibility: questioning assumptions, holding
space for diverse voices, and ensuring interventions contribute to both personal and planetary
wellbeing. It was about guiding conversations away from product-dependence and toward
reflective practice, even if that meant challenging dominant industry logics.

// Part 3: What Now?

2.4 Part 2: What Now?

2.4a Project Improvements

Broader stakeholder engagement

Future iterations would benefit from broader stakeholder engagement—involving dermatologists,
beauty wellness brands and sustainability practitioners to test Skintwine against professional
expertise and systemic considerations.

Enhanced Prototyping

The prototyping process also offered important lessons. Given the time, for feeback, | shared a
concept video that combined storyboards and interaction flows to communicate what Skintwine
is, what it does, and how it might help. This was effective for showing intent and gathering
broad feedback on resonance, however a complete interactive prototype would have enabled
participants to engage effectively. This would allow me to gather richer feedback on usability as
well as desirability, shifting validation from concept affirmation to lived experience.

Comprehensive Ideation

The ideation phase could have benefited from more time and a wider range of methods. While
Fast Idea Generation, Crazy 8, and Affinity Mapping rooted in trends analysis were useful,
experimenting with radical, insight-driven approaches — like “what if” scenarios, provocation
cards, or collaborative sketching — might have surfaced unexpected solutions. Integrating playful
or material-based techniques, alongside iterative reflection, could have strengthened both the
originality and systemic relevance of ideas before converging on the final concept for Skintwine.

Creative methods of probe

| also trialled a cultural probe (Appendix J) during the initial research phase with the aim of
capturing everyday skincare practices through creative tasks, but engagement was low, with only
one participant completing it fully. In hindsight, the activity may have felt more like an obligation
than an enjoyable exercise. In future, | would redesign it to be more playful and engaging —
perhaps using visual prompts, gamified elements, or artefacts that invite curiosity. This would
make participation feel less like “work” and more like a co-creative exploration. Additionally, a
diary study or extended prototype testing could provide deeper insights into behavioural adoption
over time. Combining a reworked cultural probe with longitudinal testing would help bridge the
gap between initial resonance and sustained practice, giving a clearer picture of how Skintwine
fits into daily life beyond first-use novelty.

24
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2.4b Professional Development

This project has reshaped my sense of professional identity. At the start of my MA, | approached
design largely through a human-centred lens — focused on empathy, usability, and user needs.
Over time, particularly through this project, | shifted toward a planet-inclusive perspective,
recognising that human wellbeing cannot be disentangled from ecological systems. This was more
than a theoretical adjustment; it fundamentally reframed how | define success in design. My role
is not only to address individual needs but also to ensure that interventions respect and sustain
planetary health.

The leverage point of internal clarity became central to this transition. | expanded it into the
idea of fostering intuitive awareness and understanding of one’s unique skin needs and context.
This reframing shaped Skintwine’s identity as a reflective toolkit rather than a prescriptive
recommendation engine. For me, this principle extends beyond skincare: it reflects a way of
working where the goal is to help people build their own understanding and confidence, rather
than reinforcing dependency on external prescriptions.

oIy
\ ‘4 w |

Fig. 15 : Skincare flat lay with natural ingredients
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Through this project, | also developed a
more grounded view of design leadership.
Leadership here was not about producing
a polished final artefact but about holding
responsibility — questioning industry norms,
amplifying user voices, and embedding
ecological  accountability. It involved
navigating tensions between empathy and
critique, insider and outsider perspectives,
and human and planetary needs. This kind
of leadership is subtle but powerful: it creates
space for reflection, challenges assumptions,
and keeps a project aligned with its values
under pressure.

Looking ahead, | feel equipped to work in
spaces that demand integration of strategy,
foresight, and innovation. | have strengthened
my ability to combine qualitative research
with systems thinking and to balance intuition
with academic theories.

At the same time, | recognise the need to
grow further in co-creating with my diverse
stakeholders and in developing more
advanced user testing and iteration. Building
these skills will help me move from concept-
level interventions to scalable, testable
systems that can deliver sustained impact.

A key learning from my MA was that effective storytelling
means focusing on what truly matters. Condensing my
work for the LDF and later Skintwine taught me narrative
discipline, crucial for communicating complex systemic
goals. The WASTE House visit deepened my view of designers
as connectors between people, nature, and stories, shifting
my approach from imposing solutions to listening and co-
creating with participants. Upstream thinking further shaped
my ideation—moving me from surface-level brainstorming
toward insight-driven, systematic problem-solving that now
defines my design strategist identity.

Returning to India as an MA graduate from UAL London will inevitably
influence how | am perceived. Within the industry, it will set me apart and
create expectations of excellence — not just in the work | produce but also in
how | communicate and present myself. Having global exposure has already
given me more confidence and clarity about the kind of work | want to do
and the person | want to become. At the same time, | am aware of the need to
navigate perceptions with modesty, ensuring | bring ecological and forward-
thinking perspectives in ways that feel collaborative rather than distant. This
transition will require as much cultural humility as professional ambition.

Fig. 16 : Woman covered in foam
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2.4¢ Systemic Impact

In my extended abstract, | outlined a long-term vision for Skintwine: short-
term empowerment of individuals, medium-term integration with health
and wellness platforms, and long-term contributions to policy and industry
discourse through aggregated insights. Developing the business model
canvas helped me think through the practical mechanics of scaling. Looking
back, I now see this plan less as a strict roadmap and more as an aspirational
direction that raises important questions.

In the short term, | remain confident that Skintwine can reduce decision
fatigue and strengthen user confidence — an outcome that is both realistic
and necessary. The value proposition canvas clarified how its unique
offering of internal clarity and contextual awareness addresses specific pain
points that existing personalization tools miss. The medium-term vision of
integration with wellness platforms is attractive but introduces complex
challenges around data privacy, partnerships, and the risk of commercial
co-option. The long-term ambition of shaping industry or policy discourse is
motivatingbuthighly ambitious, requiring collaborationsand infrastructures
beyond my current capacity.

These reflections highlight that scaling Skintwine would
demand careful stewardship. There is always the risk
that interventions starting with reflective, empowering
intentions could be absorbed into the same consumption
culture they were designed to resist. My responsibility,
therefore, is not just to imagine growth but to ensure that
growth stays aligned with Skintwine’s ethos of fostering
clarity and sustainability, rather than turning into another

data-driven engine for product sales.

| also acknowledge that this is not a task | could achieve
alone. Scaling Skintwine responsibly would
collaboration with others bringing complementary expertise
— in technology, behaviour change, sustainability, or policy.
My role as a design manager would be to hold the vision and
integrity of the project, while working with partners who
can operationalise, scale, and advocate for it in ways that

remain true to its purpose.

2.5 Conclusion

When | first started my MA at UAL, |
approached it with curiosity and a desire to
broaden my perspectives—both personally
and professionally. My early work, like the
Impact Poster, reflected my initial focus:
exploring my creativity, understanding
different viewpoints, and finding my place
within the design industry. Now, as | near
the completion of this journey, | see how
much my expectations and understanding
of design have evolved. Beyond honing
my research, strategic, and creative skills,
I’'ve learned to approach design as a tool
for systemic change—considering not
just individual users, but communities,
cultures, and the planet as stakeholders.

The MA built on this foundation, teaching
me to navigate complex systems, practice
strategic foresight, and use research to
uncover patterns in behavior, culture,
and change. Now, as a Design Strategist,
| thrive on decoding insights through a
human-centered lens and translating them
into solutions that are both strategic and
visually compelling—a balance of analysis,
creativity, and impact.

Living and studying in London exposed me
to diverse perspectives and approaches
to design, giving me an insider-outsider
lens | can now carry forward into my
professional practice. Overall, this MA has
reinforced my confidence, clarified my
niche, and deepened my commitment
to creating solutions that are socially,
environmentally, and culturally
conscious. | carry forward not only the
skills and knowledge I've gained, but
also a mindset that values intentionality,
systemic thinking, and the potential of
design to foster positive change.
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Appendix

Note: Please zoom into the images to view details clearly :)

Fig. 17 : Product collections from Phoenix Bath & Beauty
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Appendix A: Research Foundation

Semi Structured Interview Questions

The text highlighted in pink represents the interview questions. A set of 12 carefully curated
questions was designed to be specific yet open-ended, encouraging conversation while uncovering
behaviours, habits, and triggers related to skincare consumption among my stakeholders.
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© @ preksha interview.m4a

@

@ 0948

Time: 20:58

Semi Structured Interview Screenshots

A total of five interviews were conducted — four online via Google Meet and one in person.

Participant Name: Shrishti Jetli
Age: 24 years
Originally from: Mumbai, India

Participant Name: Namrata Bagrecha
Age: 25 years
Originally from: Jodhpur, India

Participant Name: Srishti Ghosh
Age: 24 years
Originally from: Delhi, India

Participant Name: Manvi Jain
Age: 24 years
Originally from: Gurgaon, India

Participant Name: Preksha Mehta
Age: 26 years
Originally from: Mumbai, India
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Semi Structured Interview Signed Consent Forms
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ual: £

Participant Consent Form

Title: L ing C Buying

You are being invited to take part in a research project. Before you decide to take
part itis important for you to understand why the research is being done and what it
willinvolve. Please take time to read the attached information sheet carefully and
disouss it with others if you wish. Ask if anything is unclear or if you would like more.
information.

« lunderstand that | have given my consent to be interviewed about my
thoughts on Understanding Consumer Buying Behaviours

Iully give my consent to take part

«lunderstand that | have given approval for my opinions to be included in the
research outputs. Anything | say may be used in academic papers elating to
the project, although these quotations will be anonymous.

= I have read the information sheet about the research project, which | have
been asked to take part in and have been given a copy of this information to
keep.

What i going to happen and why L is being done has been explained lo me,
and | have had the opportunity to discuss the detalls and ask questions.

) g ghen i et | imdersdand it e o g ity
any time without to myself and
Wihout having o gve any rogsen

I hereby fully and freely consent to participation in the study, which has been
fully explained to me.
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ual: #=

Participant Consent Form

Title: L ing C Buying

You are being invited to take part in a research project. Before you decide to take
part it is important for you to understand why the research is being done and what it
willinvolve. Please take time to read the attached information sheet carefully and
disouss it with olhers if you wish. Ask if anything is unclear or if you would like more
information.

« I understand that I have given my consent to be interviewed about my
thoughts on Understanding Gonsumer Buying Behaviours

IHully give my consent to take part.

o lunderstand that | have given approval for my opinions to be included in the
research outputs. Anything | say may be used in academic papers relating to
the project, although these quotations will be anonymous.

I have read the information sheet about the research project, which | have
been asked to take part in and have been given a copy of this information to
keep.

What s going to happen and why it is being done has been explained to me,
and | have had the opportunity to discuss the delails and ask questions.

Having given this consent | understand that | have the right to withdraw from
the research programme at any time without disadvantage to myself and
without having to give any reason.

I hereby fully and freely consent to participation in the study, which has been
fully explained to me.

s name MANVI JAN Particpant’s name NAMRATA BAGRECHA
(BLOCK CAPITALS): (BLOCK CAPITALS): R p—"
Mo o sy 25 ; o dy
Vs . (et
= Date: Particpant’s signalure: v Date:
Investigator's name PRAKRITI JAIN Investigator's name PRAKRITI JAN
(BLOCK CAPITALS): (BLOCK CAPITALS):
Investigator's signaluro: 0y 25 Investigator's signaturo: > 4y 25
@k - o
Contact Contact

esearcher: Prakil Jain
+44 7741066935
Pjain0320242@arts.ac.uk

Researcher: Pralitl Jain

P .
ual: &=+ ual: £

Participant Consent Form Participant Consent Form

Title: L C Buying Title: TN Buying

You are being invited to take part in a research project. Before you decide to take
part it is important for you to understand why the research is being done and what it g T’e being invited to take partin a research project. Before you decide to take

willinvolve. Please take time to read the attached information sheet carefully and
discuss it wilh others if you wish. Askif anything is unclear or if you would like more

ant for you to understand why the research is being done and what it

Ploasa take i to oad the aached information sheet carefully and

wil
information. iscuss it with olhers if you wish. Askif anything is unclear or if you would like more

information.
1 understand that | have given my consent to be Interviewed about my
thoughts on Understanding Consumer Buying Behaviours « lunderstand that | have given my consent to be interviewed about my
thoughts on Understanding Consumer Buying Behaviours
1l give my consent (o take part.

I understand that | have given approval for my opinions to be included in the Ifully give my consent to take part.

research outputs. Anything | say may be used in academic papers relating to

the project, although these quotations will be anonymous. « I understand that | have given approval for my opinions to be included in the.

research outputs. Anything | say may be used in academic papers relating to
1 have read the information sheet about the research project, which | have the project, although these quolations will be anonymous.
been asked to take part in and have been given a copy of this information to
« I have read the information sheet about the research project, which | have
been asked to take part in and have been given a copy of this information to

What is going to happen and why it is being done has been explained to me,
and | have had the opportunity to discuss the details and ask questions.

P % . « Whatis going to happen and why it is being done has been explained to me,
Having given this consent | understand that | have the right to withdraw from o &
o ,egfm ch programme at any fime without disa Mmge o myself and and | have had the opportunity to discuss the details and ask questions.
without having to give any reason.

Having given this.consant | understand that | have the right to withdraw from
the research programme at any time without disadvantage to myself and

1 hereby fully and freely consent lo participation in the study, which has been WLt PR ot Lo e

fully explained to me.

o duly « Ihereby fully and freely consent to participation in the study, which has been
A S Ty 28 ety oy nd oy pariipa v,
(BLOCK CAPITALS): Partcipants 23]
r— — " Paticpant's name PREKSHA MEHTA
(BLOCK CAPITALS):
8y 25
Invesligator's name PRAKRITI JAN o Vorbal consent rocieved] oy
(BLOCK CAPITALSY. g
Invostigotor's namo PRAKRITIJAIN
o (BLOCK GAPITALS):
Investigator's signature: (25 4n July ‘25
Bde Investigator's signature: 8 ly'25
e Date:
a E|
Contact
uk Researcher: Prakit Jain
+44 7741066935
university P.jain0320242@arts.ac.uk
ua I = ofthoarts
= london
Participant Consent Form
Tif L ing C Buying
You are being invited to take part in a research project. Before you decide to take
pat it is important for you to understand why the research s being done and what it

willinvolve. Please lake lime (o read the altached information sheet carefully and
iscuss it with others f you wish. Ask If anything s unciear o you woud Tk more
information.

I understand that | have given my corsent to be interviewed about my
thoughts on Understanding Gonsumer Buying Behaviours

ully give my consent to take part.

Vundeatand trat have iven approve for my opinions o be included in the
ything | say in relating to
the project, athough these quotations will be anonymous.

1 have read the information sheet about the research project, which | have
been asked to take part in and have been given a copy of this information to
keep.

+ Whatis going to happen and why it is being done has been explained to me,
and | have had the opportunity to discuss the details and ask questions.

Having given this consent | understand that | have the right to withdraw from
myself and

any
without having to give any reason.

Ihereby fully and freely consent to participation In the study, which has been
fully explained to me.

Participant's name SRISHTI GHOSH
(BLOCK CAPITALS): _
4n0uly ‘25
Participant's signature. Date:
Investigator's name PRAKRITI JAIN
(BLOCK CAPITALS):
Investigator's signature: & 4 Jiy'25
@@= Date:
Contact L El}

esearcher: Prakit Jain
+44 7741066935
pJain0320242@arts ac.uk

Project Scope : Aim, Objectives & Methods Matrix

The scope of the problem, as well as the final framing of my research aim and objectives, evolved
gradually through the research process. Rather than being based on assumptions, the aim
emerged from iterative engagement with primary and secondary research, including interviews
and analysis. What follows is the current framing of the project.

Scope of the Project
AlIM

To empower young urban Indian women (aged
18-28) who see skincare as a meaningful part of
their identity and emotional wellbeing, by
creating tools and approaches that help them
understand their skin’s unique needs intuitively
and personally—so they can make mindful

skincare choices that support both their health
and sustainable consumption.

Scope of the Project

Objectives & Methods

OBJECTIVES METHODS

To explore and understand the motivations, triggers and habitual patterns

. . = Semi-structured interviews, cultural probes,
skincare consumption among young urban Indian women.

observation

To identify and analyze the core problems and challenges faced by this group

by synthesizing primary data. Thematic analysis, data synthesis

Literature review, PESTLE analysis,
contextual analysis, case studies,
trends analysis

To apply secondary research and contextual analysis to frame the problem
and inform the design direction.

To map and examine the wider skincare ecosystem, including key

stakeholders and systemic factors influencing consumption behaviors. Stakeholder mapping, systems mapping

Ideation techniques, persona mapping,
competitor analysis, value proposition,
concept development

To generate and develop targeted design interventions addressing identified
leverage points within the system.

To refine and validate the proposed interventions collaboratively with primary
stakeholders to ensure relevance and effectiveness. Co-design workshops, user testing
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PESTLE + E Analysis

The PESTLE analysis was conducted to unpack the systemic factors influencing frequent skincare
consumption in India and its environmental impact. By examining political, economic, social,
technological, legal, environmental, and ethical dimensions, the exercise highlighted how

market forces, cultural norms, regulatory gaps, and consumer aspirations interact to drive over-
purchasing. This mapping provided a macro-level foundation that contextualised primary insights.

POLITICAL ECONOMICS SOCIAL

Terms like "natural,” "organic," or The rise of microtrends such as

Thematic Analysis

Process of doing thematic analysis

Immersed in Coded .
transcripts ~—FRead—¥  meaningful Code —P Con:(;’(:g:ted
segments
Consolidate —J
Grouped Generated
codes into —— Group—P> initial
categories themes

TECHNOLOGY

Instagram's algorithm ensures that
content from influencers are
targeted effectively and personalised

Instagram Shopping allow
influencers to tag products directly in
their posts, streamlining the
purchase process.

Beauty brands are using Al to
deliver personalized
recommendations and search
experiences for consumers.

Advertisements on Instagram
frequently use time-sensitive deals or
highlight limited stock availability,
creating FOMO.

The proliferation of online shopping
platforms has made skincare
products more accessible to a
broader audience.

Advances in biotechnology and
formulation science have led to the
rapid introduction of new and
innovative skincare products very
frequently.

"herbal" in skincare products are
not strictly regulated allowing brands
to market their products as eco-
friendly without actually adhering to
sustainable practices.

Though India has laws related to
Plastic Waste Management Rules,
enforcement varies across regions
leading to continued use of non-
recyclable packaging.

India does not have strict regulations
against harmful chemicals like
parabens or sulfates in skincare
products harming the environment
and health.

Initiatives like "Make in India" aim to
boost local manufacturing, including
the cosmetics sector, leading to more
production.

LEGAL

Influencers often have access to
personal information about their
followers and subscribers.

Duping culture has resulted in the
production of more of counterfeit
products, therefore more buying

The absence of stringent
regulations governing
environmental claims in product
marketing allows companies to use
terms like "eco-friendly" or "green"
without standardized definitions,
misleading consumers

The complexity of the regulatory
landscape can lead to compliance
challenges for companies, potentially
resulting in the prioritization of
marketability over sustainability.

The legal framework offers limited
incentives for companies to adopt
sustainable practices in sourcing,
production, and packaging.

graphic eyeliners, lip stains, and
tinted moisturizers, all of which have
become must-have products thanks
to their visibility on platforms like
Instagram.

Beauty industry growth is fueled by
rising disposable incomes,
increased consumer aspirations,
and the influence of social media
and e-commerce.

The proliferation of social media
platforms is encouraging regular use
of skincare products to achieve
desired aesthetics.

Availability of a wide range of
skincare products at various price
points makes them accessible to a
broad consumer base prioritising
cost effectiveness, not environment.

ENVIRONMENT

India's diverse climate conditions
and high pollution levels drive
consumers to invest in skincare
products aimed at protection and
maintenance.

Despite a shift towards sustainability
many Indian consumers prioritize
product efficacy, price points and
personal benefits over
environmental considerations.

Traditional practices emphasizing
natural beauty solutions contribute
to the use of natural material found
in the environment for skincare
production, overusing them.

since there is an easy supply of
natural ingredient in India, brands
capitalize on this by promoting their
products as being more eco-friendly
or better for health, even though not
all of them might truly be sustainable
or organic.

Consumers often overlook the
negative environmental impacts of
their buying patterns, which
contribute to the depletion of
natural resources, ocean pollution,
harm to wildlife, and the
production of hazardous
microplastics.

Concept of “stepification,” where
multi-step routines have become the
norm in skincare.

Social circles and peer
recommendations significantly
impact purchasing decisions.

Consumers often associate skincare
products with health and wellness
benefits.

In Indian culture, personal grooming
and appearance hold significant
importance, driving consistent use
of skincare products.

Engagement with content related
to skincare can lead to increased
preferences for these products

ETHICS

Consumers often prioritize personal
health and safety when selecting
skincare products over environment

Societal and cultural norms
emphasizing specific beauty ideals

The pervasive impact of social
media platforms and peer
recommendations can drive
consumers to frequently buy
trending skincare products

Factors like ethical consumerism,
health concerns, brand image, and
economic considerations influence
purchasing patterns.

1. Individual Codes

Occasional
skincare
indulgence
as self-care

Participant 1

Social media-
induced
confusion and
overwhelm
around skincare

Caution
driven by fear
of adverse
effects

Trend
influence
moderated by
budget and
utility

Regret and guilt

over impulsive

expensive buys
in the past

Curiosity but
no impulsive
skincare
purchases in
store

Environmental
triggers for
routine change

Lack of
ingredient
education

(knowing the
why)

Cautious
curiosity
toward
influencer
content

Skincare as
ritual, routine,
and aesthetic

self-care

Fear-based
marketing

influencing
purchase
decisions

Forced self-
checking to
resist online

temptation due

toinfo overload

£—Generate—J

Reviewed and

f. d th —— Refine —)
Pre-purchase Medical sources for
e validation research: experts
i rom dermal lermat) an
from d it (dermat) and
el for product youtube
filter Use videos/reviews
Self-education 9 Skincare
about rosucs el
& noredient influencers, and
with time and LT :
research information (experimental)
Avoiding Low-risk impulse Finished Product
repeat use of buys for basics; as a nudge for
i 3 caution for different
ineffective active/chemical product/experim
products products entation
; Skincare as a S
Emotional AR realisation of
uplift through dail ritualg bad purchases
skincare/self- g after
not about

care

Aesthetic
packaging as
a purchase
trigger

Curiosity over
pressure to
buy for new

products

: being influence
quick results

Purchasing Skincare
due to fear change due to
of not caring functionality
enough needs
actingasa Desire for
Micro- skincare understanding
influencer the WHY of
within close using the
circle products

Finalized
themes

Information
overload on
skincare

Distrust of
influencer
marketing

Proof of good
product from
friends as a
purchasing
driver

Overconsumption
mindset despite low
necessity
sometimes

Need-based
purchases/
research
about trends
before buying

Credibility
bias toward
experts over

celebrities
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Preference for
natural/home
remedies

Overwhelm &
fatigue in
ingredient

understanding
and its use

Shifting
priorities
towards
skincare due
to age

Trustina
product based
on brand
reputation/so
cial proof

Skin
concern/issue
as a trigger
for starting
skincare

Questioning
product
necessity

Skin issues
impact
emotional
well-being

PREKSHA

Lack of
knowledge
about what
would work

for her

Conscious of
need for
skincare

product for
her

Skincare
Product
experience
over results

FOMO as a
e By driver for
consumption
habit product
exploration

Participant 3

Mood-
based
skincare
routine

Functional
over
elaborate
routines

focus on
skincare to
evade
makeup
confidently

Flexible but
consistent
skincare
routine

Visual
proof as
influence

Participant 2

Demotivation
due to
ineffectiveness
of skincare
being used

Desire for
minimal yet
consistent
skincare
routine

basic familiar
level

understanding

of ingredients

Fear of using
skincare with
chemicals

functional
minimilstic
approach
to skincare

product
Ingredient

curiosity
followed by

research

Guided
decision-
making by

dermat

curiosity
triggered by
seing
someone use/
observation

Shift from

impulsive

skincare to
intentional and

-Skepticism Low confidence Self-
towards in=Kncare research
. product
putting stuff At before
on her skin making purchase
; - Seasonal
g Distrust in )
Jrustin . adaptation
medical/credible influencer s
sources - of skincare
marketing :
routine
liking the illusion i
of taking care of Skin problems Skepticism
her skin even if as triggers for toward
no proof of it ek
it product revisit trends,
sense of curiosity Treating Skin S
build up due to Selhealth .
social media indicat Confidence
followed by Inglcaton linked to how
research for belngihes!thy, skin is looking
proof overall
Skincare as i
ety eitaal Try-before- ] Results-oriented
aily ritual, bl e lon decision-making
i behaw b
u
consistency ChavieUy
trust on L Reliance on
dermat Skepticism dermatologist trust in peer
influencers for toward for any product recommended
p.rod.uct influencers use (new/ products
finding changed)
skincare as Functional, curious to try L
i new products Trend
unwinding not 4 .
; e but cautious tr|ggered
ritual/ me aspirational and research gy
time buying driven curiosity
. skepticism
Product Research- Review-led L et
info from before-buy decision- salesperson
i behaviour makin :
friends aking TeRiES
No pressure Peer Habitual
o discussions consumption
R e generating with the belief
LRGSR curiosity and of long term
social hype encouragement benefits

; self
realisation

NAMRATA

Lack of overwhelm
confidence due to many
in decision- choices

making available
Preferlence f"" Lack of education
glowing skin on product

due to ingredients /
influence from Ingredient
others illiteracy

Tech-enabled
and trusted
ingredient
verification

Contradictory
information
confusion

experimental
trustin peer

recommendation approach
for skincare (try and buy)
to skincare

conscious need
based buying and
product
experimentation

trust in peer
recommendations

Participant 5

Fear of
Experimentation,
Past Skin Trauma

skincare Content
Avoidance; fear
of repeating
same mistakes
for skin

seeing product
Results on

someone as a
Driver for
purchase

Environmental
Triggeras a
change in
skincare

seeking sense of

accomplishment
through
expensive
skincare
purchases

Low skincare
product
ingredient
knowledge /

apprehension
towards
chemicals in
skincare & not
enough
knowledge

belief in

Lifestyle
change over
products for

good skin

social
influence as
a motivator
for skincare

Passive
product
discovery via
social media

Environmental
Context Shift
in skincare

Disconnection
from Trends
on purpose to
avoid being
influenced

Skepticism of
Influencers
and
Authenticity
Doubts

Budget
Constraints
when buying
skincare

Mild
Curiosity
due to
peers

Budget-
conscious
consumption

skin Safety-

conscious
buying

behaviour

Prioritising
internal
wellness over
extensive
product use

good skin
boosts
confidence

Collective
skincare
motivation

Skincare
complexity
overwhelm/ not
sure what'll
work for her

Skepticism
towards
influencer
marketing

DIY
homemade
skincare
practices

trends
introducing
curiosity

SRISHTI

Safety in
Routine, Fear
of too much

Change

Cautious
Ingredient Use,
Past Trauma-
Informed
Habits

Skincare as
Habit,
Autopilot
Behaviour

Past-Positive
Product
Reintroduction

Skincare seen
as
Empowerment
and taking care
of herself

Aesthetic
buying
Triggers
(packaging)

Research-
Oriented buying
Behaviour, Reddit
> Instagram,
larger trust on
localised content

Seeing skincare
as Privileged
Practice,
showing Self-
Worth,

Fear-Based
skincare
Consumption,
Age Anxiety

Participant 4

social media,
having money
to spend as
buying
triggers

Trustona
product Based
on real life
visual Results
on people

Skincare seen as
instant
gratification;
Luxury-as-
Validation,
Emotional
Spending,

Trend
Fatigue

Information
Overload,
Product
Fatigue &
confusion

Problem-
Driven
skincare
products
Change

influenced by
wanting
experience of
using that
product

Relatability as
Trust Factor
when taking
product reccs

from someone
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2. Merged/Consolidated Codes

& Knowledge & Literacy

Low confidence
in product

decision-making

000

Skepticism
toward influencer
marketing

000

Influencers feel inauthentic
or oversaturated; hard to
trust endorsements.

@ Cost, Value & Consumption

Budget-
conscious
skincare choices

000

Prefer affordable yet effective
products; don't want
extremes of cheap or luxury.

39

Overwhelm due
to ingredient
illiteracy

000

Desire for skincare
ingredients
education

v Product & Brand Trust

Trust in peer
(friends)
recommendations

0000

Friends’ suggestions are
more trusted than
influencers or ads.

Desire for
naturally glowing,
healthy skin

00
00

Aim for skin that looks good/
healthy; influenced by social
cues and wellness ideals.

Need-based
functional and

intentional buying

000

Buy when product runs out
or a specific concern arises,

not impulsively.

Preference for DIY and home
ethical/clean/saf remedies still
e ingredients play a role

006 006

Avoid “harsh chemicals";
attracted to natural or safe-
sounding formulations.

Use of besan, dahi, haldi, etc.
to maintain skin—seen as
safer or more trustworthy.

Skin Goals & Motivators

Good skin = Desire for minimalist
confidence routines with
boost maximum results

000 0900

Clear, glowing skin Prefer 2-3 products or fewer
contributes to self-image and steps but with visible, lasting
confidence. benefits.

Sample-first or
trial-before-buying
preference

Use of technology
to cross-check
ingredients

o0 00

Prefer trying a product first
(via peers or small packs)

Using ChatGPT or Google to
before investing.

verify ingredients or claims.

Overwhelm due to
too many skincare
options and choices

00

Unsure how to choose from
overload of products and
figure which would work for

them

@@ Choice Overload & Complexity

Skepticism due
to contradictory
information

o
7]

Mixed messages online by
influencers and among
brands make it hard to trust
claims or pick a side.

2% Social & Emotional Drivers

Social comparison
motivates skincare
interest

©0

Seeing others with good skin
sparks desire to care for their
own or apiration to look like
theirs.

look towards
holistic
wellbeing

0900

Emphasize food,
supplements, mental health,
and exercise as a lifestyle

Passive product
discovery via social
media - curiosity

000

Come across products on
Instagram or YouTube but

don’'timmediately purchase.

Skincare as self-
presentation

000

Want to look "put together"
and feel emotionally
balanced when skin looks
good.

-8 Tech & Information Seeking

Motivated by skincar
content from relatabl
sources

000

Draw inspiration or ideas

from wellness creators,

peers, or trends—but wit
caution.

3. Key Insights from the Transcripts

So especially on social media, I
feel like everyone's using

something. I hunestly.

Ithink I do understand the
purpose of ingredients
sometimes, but I always feel

like we|

MANVI

I think skincare a very big
part of my routine. And if I

skip it like there's instantly

like,

Ihave fallen into the chap of
like purchasing something
earlier we like or like I said, like
get this like, I'm going to be
like some different person
tomorrow, but it doesn't

a lot of
of if you don't use

it then like maybe 10 years
down fine lines. So they're
constantly selling fear to you.

if we had

instead of just like how you

should doit or whenyou ~ ———

should do it

SRISHTI

Social media:

around skincare

Lack of
ingredient
education

(knowing the
why)

So I feel like it's a part of
my routine. But it's so

ingrained me, you
should do it.

Past experience

yeah, 1alsolike Cute

Skincare as a
comforting
daily ritual,
not about

quick results

Skincare as
ritual, routine,

Emotional
uplift through

and aesthetic
self-care

skincare/self-
care

1 el like it's just like therapy or

(e Like when I'm talking self-care, I do

Hhingtoos think it's coming from a place of. Yeah,

realisation of
bad purchases

being influence

Purchasing
due to fear

of not caring
enough

It's like I put a triceramide
serum on my face because it
works for me and I should do it
in or I'should do it at XYZ time.
But it's never like why am I
doing this?

what influenced me in the past
overall was

1 bought cause I thought I
1

thought it were a nice
experience using a chemical
peel that looks like this and
smells like this and has a
packaging like this.

there s a
by peers

Desire for
understanding
the WHY of

using the
products

social media,
having money
to spend as

Past experience

buying
triggers

But I just felt like, like . And the Packagingwasiaisol
And i i
GiVing] like packaging also look
and so on,| 7 7} ]

quite luxurious.

influenced by
wanting
experience of
using that
product

seeking sense of

accomplishment
through
expensive
skincare
purchases

Mild
Curiosity
due to
peers

gratification;
Luxury-as-

Validation,

Yeah. Ijust [{antto feelboogie!
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PREKSHA

the ingredient names, first of
all, they're very technical and

Also, I think they come in
percentages, 5% 10% I'm not

Overwhelm &
fatigue in
ingredient

understanding

sure. and its use

Sometimes I'm not confused QUE_Stlonlng
about products, but I'm just product

necessity
Like, I don't know.”

Skin issues
B el nen e ve Iam quklng at wanting to 1 think it'd be the I impact
change this somehow, because or just
sort of started feling alittiel i ional
a little not good. ————> ) not feeling good on days emotiona

because I have oily skin. well-being

that Whol experience of
opening it and 10 products
inside, and then even after that,
Jjust washing my face every day,

Skincare
Product

experience
felt good somehow over results

even if the products aren't

So you're constantly telling liking the illusion
working in a certain way, I think

yourself that, Oh, it's okay, I'm of taking care of

moving. Something's changing. her skin even if
R

10 proof of it
working

NAMRATA

like I think we are not taught

about you know to

knowledge at all

because I don't have

SHRISHTI

Lack of education
on product
ingredients /

Ingredient
illiteracy

1 think everybody's skin works
different. So you know what:
works for her might not work
for me.

I will just keep doing my
skincare, it will keep getting
better. And plus if I do it today,

Skepticism
toward
influencers

skincare as

unwinding

ritual/ me
time

No pressure
to use
products from
social hype

Habitual
consumption
with the belief
of long term

benefits

4. Generating Themes and Sub Themes

Consolidated Themes

Low confidence
in product
decision-making

Budget-
conscious
skincare choices

Desire for
naturally glowing,
healthy skin

Skepticism
toward influencer
marketing

Use of technology
to cross-check
ingredients

Overwhelm due
to ingredient
illiteracy

Need-based
functional and
intentional buying

Good skin =
confidence
boost

Trust in peer
(friends)
recommendations

Passive product
discovery via social
media - curiosity

Desire for skincare
ingredients
education

Sample-first or
trial-before-buying
preference

Desire for minimalist
routines with
maximum results

Preference for
ethical/clean/saf
e ingredients

Motivated by skincare
content from relatable
sources

Overwhelm due to
too many skincare
options and choices

Skepticism due
to contradictory
information

look towards
holistic
wellbeing

DIY and home
remedies still
play a role

Social comparison
motivates skincare

Skincare as self-

interest presentation

Ihave fallen into the chap of

Ithink I do understand the
purpose of ingredients

sometimes, but I always feel
the ingredient names, first of  like we
all, they're very technical and

Also, I think they come in

Overwhelm due
to ingredient
illiteracy

percentages, 5% 10% I'm not

Low confidence
in product
decision-making

Motivated by skincare
content from relatable
sources

like purchasing something
earlier we like or like I said,

Overwhelm due to
too many skincare
options and choices

Skepticism due
to contradictory
information

thereis a
by peers

S0 especially on social media, I

feel like everyone's usin
somethi i 1 honestlii

foy I think everybody's skin works.
Skepticism different. So you know What

toward influencer | RS K
marketing

Passive product
discovery via social

media - curiosity what influenced me in the past
overall was

Distrust and confusion around skincare

Social media as a driver of

Overwhelm and Uncertainty
Sub Theme in Product Decision-Making

due to information overload
and lack of ingredient literacy

need for personalised guidance

Theme 1

information due to inauthentic content

and an oversaturation of conflicting
perspectives

need for directed advice/info

Struggling to Make Informed

Skincare Choices in a Noisy,
Confusing Landscape

product curiosity and

constant information-seeking
in skincare

need for authentic content promotion
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alot of
f if you don't use

it then like maybe 10 years
down fine lines. So they're
constantly selling fear to you.

Desire for

naturally glowing,

healthy skin

Desire for minimalist

routines with
maximum results

But I just felt like, like EmOtiona[ Upllft
through
and so on,|

Emotional Uplift and

Confidence through Skincare

Sub Theme

skincare/self-care

I think skincare a very big

part of my routine. And if I

skip it like there's instantly
like,

even if the products aren't
working in a certain way, I think

Like when I'm talking self-care, I do
think it's coming from a place of. Yeah,

Iam looking at wanting to
change this somehow, because

Twill just keep doing my

1 think it'd be the
or just

not feeling good on days maybe
because I have oily skin.

Good skin = look towards
confidence holistic
boost wellbeing

Social comparison .
: 2 Skincare as self-
motivates skincare

interest presentation

Skincare as ritual,

that Whole/experience of
opening it and 10 products
inside, and then even after that,

aesthetic self-care

skincare, it will keep getting
better. And plus if I do it today,

I bought cause I thought

peel that looks like this and
smells like this and has a
packaging like this.

= 5 Ifeel like it's just like therapy or
just washing my face every day, . But
felt good somehow yeah, I also like ute

thing to do

Budget-
conscious
skincare choices

if we had
Desire for skincare
instead of just like how you . .
should do it or when you Ing redients
should do it education

like I think we are not taught
about you know to

because I don't have
knowledge at all

Sometimes I'm not confused
about products, but I'm just

Like, I don't know.”

Need-based
functional and
intentional buying

Use of technology
to cross-check
ingredients

Preference for
clean/safe
ingredients

Trust in peer
(friends)
recommendations

Sample-first or
trial-before-buying
preference

Skincare as a Form of Self- Fear of future regret driving
religious skincare habits

Presentation and Aspiration

becoming a way they express who they
are and who they want to be.

Theme 2

Skincare as a Ritual, Not Just
Product Use

self- therapy, inticing product experience,
aesthetics

ear-inducing marketing tactics
amongst consumers for sales

Skincare as an Emotionally

Charged Act of Self-Care,
Aspiration, and Identity

Desire for simplicity,

effectiveness and

authentic/natural skin results

Sub Theme Wanting the "Why" Behind

Concious skincare
consumption

Skincare (routines, products,
ingredients) for them

Need for Deeper Understanding of the  Intention of doing Skincare Based on
Reason, not just the Doing Needs; with Clear Intent; cautious,

Seeking Purpose and Clarity in budgeted; eying targeted results

routines

Craving Meaning &

Theme 3 Mindfulness in Skincare

Consumption
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Appendix B: Systems Analysis

Systems mapping 2. Sysytems Map

Goals of creating a systems map This systems map visualises the interconnections between personal values, psychological
drivers, social and digital influences, and systemic factors that shape skincare decision-making. It
highlights how information flows, emotional triggers, and stakeholder interactions influence user

confidence and consumption behaviours.

To uncover leverage points

To identify the relationship
within the skincare

To clarify the root causes of
fy between patterns,

the disconnect between user

consumption system that can
reduce user overwhelm and

stakeholders, and influences

G e el shape how intentional users

choosing the right products. o : .
J 2li make decisions about skincare. confusion.
Systemic &
+ ) Enabling
e bbbt =~ 71 Purchasing Power
=) Factors
r:an;:\txiroannacle €—leading Social media -
. . . . o . ' resuling in algorithms Emotional needs
1. Thematic Grouping of Variables Influencing main variable - e
prc%ltjxiftrzzls?sg:ity d Self Confidence
] : Boost
3| Skincare as Self v Fear of regret
= e =y ()
. . . . ! ¥ vioul
; ; Low confidence in skincare : : denandor p——
Main Variable o - ; ; ; : 4 U e o
demswn—makmg : . Skincare solutions € : increased : Psychological Drivers (ncresses FOMO 1€
! : ) : : & Emotional Triggers e
Wantsimple, (| o« J |
efficient routine
--------------------------------- L - -paving the way towards - - - - - - - -,
Emotional Personal Values opRkhme] v
trust in—————————" Peer
Contradictory Social Media reassurance : increased | recommendations
skincare advice Dermat/.Doc Platforms ' increased
online videos Aspirational DIY Skincare  —ieading e SRR USRS resulingin- -~ -~ s >
Peer behaviour Confidence:Boost % : : [ eading t——> Influencer distrust
i i : e P (T . R— . | g : SO | [ T RRRE. s
Information Self-researching recommendations Social Circle i i : : : l - : : !
Overload H H i i sustainable i ; P + ! ] CRL
habit : ; : ; Fear of regret - o Iformmat Social & Digital ’
Skincare Trends choices driven buying et R if’"‘“’di‘;m Dermat Reces =] '"f:;ma;m" o ; I &
. . . Py H : . . skincare advice i i
Skincare Information Social & Digital Psychological Drivers mJ T : 3 Influence ® —
i Influencer distrust  Influence : : ] ; & Emotional Triggers = e consaig ; : promotions
i H H Skincare paid H : 1 : :
Ingredient literacy Sidricare/Beallity. ti ' Information [$°°\_+ ("coit researching = ; 1 increased +
Blogs i 3 promotions : P S—— Overload P User confidence DUNASINSIISNES FR—_
i FOMO Cautious Decision : : T K A PRy nskincare e collaboration
Beauty making i : ! ® i TN ) [ e slonanaking .| socialMedia || o it brancs
Reliance on Al £ 3 i : . ! : ——»  Platforms +
I E-commerce Influencers Brafd Ads o Skincare/Beauty L : Beauty
assistants - Platforms Ingredient literacy Blogs vt ] Influencers
v Chemical Anxie ey :
v Unfulfiling Past ()| R
sources - skin Experiences
Sk’"care . E-commerce Brand Ads P
Cognitive Information Platforms promoting
sses Reliance on Al promoted on
kb assistants - + | . =)
chatgpt € decreased : : Skincare Trends N
Emotional S ]
outcomes | | ' e B T TP P P PP PP ‘» -~ timespend ot~ - - -~~~ - -~ i @ J
Skincare as Self Attractive product ‘"""‘"f’"g
Care packaging v social influence distribution
Attractive product d sources channels
: packaging Product
: o ?
Personalised Good Product Product Sample ) H e o Interaction
In:]errl'al wellnfs Skincare solutions experience testing Purchasing Power : \ :
reflecting on skin :
g . e ¥ . —
& H 3 experience
i Product Choices
Personal Value.s & nfulfilin gPast | Product Interaction Systemic & Enabling =
Self-Care Practices  yin experiences i Factors P
H H H H increase .
i Product Launches Brand stores L 4] adding to
Want simple, 3 i % i .
efficient routine Questioning Social media Product Launches|
algorithms

product nessicity

Incresing Product
Choices

DIY Skincare
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Leverage point + Intervention Identification

Leverage Point

Chosen Leverage Point #6 from Donella Meadows’ model: Changing Information Flows. Chosen Intervention and Reasoning

( M)
. BLISHED BY Enhancin
E T ?ﬂe SUSTAINABILITY 9
INSTITUTE 1N 1393 o Internal
D %Rﬂg Clarity
e

Developing the confidence to discern which
products actually support their skin health,
instead of just collecting what looks trendy
or promising.

| ‘—L NEGATIVE
S0 %50 oy FeEvek
7~ MATERIALS  PRAYS
o— I~ smcksy &

- Support people to
better understand their
skin needs and context

—o— | Qypron FLows

V= Szes ¢
W CONYBNTS, g™
| PARAMETERS g b

Intervention Ideas .
Domino Effect

Confidence- Making self-

Enhancmg Refram'"Q Building in Sk‘:;s::rc:;ng ”
incare easy a

Intel‘.na| Product their own skin e
clanty Purpose needs overhwhelming

If we enhance internal clarity »

1. women begin to understand their unique skin needs and context more deeply >
2.they start to question why they’re using certain products >

3. this leads to reframing product purpose and breaking away from trend-led choices >

- Support people to
better understand their
skin needs and context

Turning
habitual
consumption
into mindful
awareness

Interrupting patterns with
reflection prompts for
mindful consumption

— Help users reflect
on why they're using
something

Demystify
Packaging
Appeal

Not letting external gloss
shift focus from
meaningful purpose
driven consumption

- Shift mindset from “if I
don't do this, something
bad will happen” - “I trust
what I need”

Address
Fear-Based
Triggers

Reframing skincare as a flexible
and forgiving practice, not a
routine based on quilt or fear of
neglect

Consumers feel overwhelmed
and uncertain due to
conflicting advice &
perspectives

Shared,
Credible
Knowledge
Spaces

Facilitate honest community
exchange (like skin diaries,
shared reviews) over
influencer-led hype.

4. with greater clarity, they feel more confident in trusting their own skin and less dependent on
outside advice »

5. this reduces fear-based decision-making and the guilt of not following strict routines >

6. their improved self-awareness makes self-researching easier and less overwhelming >

7. they can now filter out noise and focus on relevant, supportive information -

8. as they become more intentional, habitual overconsumption slows down >

9. mindfulness and reflection take the place of automatic buying >

10. and with that clarity, they can contribute honestly to community spaces >
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Data ‘Triangulation

Supporting primary research findings

Desire-driven purchases

are often stronger than

the actual satisfaction of
owning the item.

access to information has changed
drastically — from just reading
about benefits written by bloggers
, to watching videos of influencers
explaining the nuances of their
skincare routine now.

an industry is birthed dedicated

to creating products that prey

on consumer insecurities while

simultaniously selling them the
'solution’

aesthetic obsession
masquerading as self-
care - all in the name
of glow

consumers are often left
navigating a landscape
where marketing
overshadows science.

2024 mintel - Despite their
interest in skincare, 23% of
Gen Z find it challenging to
select the right products,
leading to limited usage.

Gen--z is far more
conscious of what goes on
to their skin, compared to

millennials and Gen X

youngsters are also more
experimentative and they don't
fulfil all their needs with one brand.
Instead, they plan a complete
portfolio with multiple brands.

consumers are looking for
products that focus on
making the skin healthy and
not just offering a picture
perfect look

Today's consumers research
on trends and ingredients
that will work for them
before making a purchase.

The growing influence of
dermatological research and
social media skincare trends

has propelled ingredient

literacy among buyers.

Consumers believe that
inconsistent beauty
routines affect their
overall appearance

influencers-turned-beauty
gurus popularising trends
through Instagram and
YouTube.

for youngsters it's
all about embracing
who you are

there is also an excitement
and curiosity for new
concepts and ingredients
among consumer

people have started to
believe that good skin not
only helps in maintaining
beauty but also nurtures
physical well-being.

Gen Z consumers are increasingly
conscious about personal
appearance and skincare routines.
pushing them to actively seek
professional guidance early in their
lives

Contradictions/ Gaps from Primary Findings

Gen-z has educated themselves on
how each active ingredient works
on their skin, even at the granular

2024 - surprised by the level
of knowledge consumers

Many users now take
every word of social

; have compared to a few
level of being aware of the exact ioi
percentage ogfingredients used in years ago when the skin care media influencers as
products. regime was much simpler the gospel truth

social media is where
consumers spend majority of
their time and doscover customer who recognizes
beauty trens, poducts and their skin type, its specific
brands needs

2021 - Today's customer is an
aware and informed
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consumers are now
aware and seek
transparency on what
is being sold

For consumers, skin is
an investment. They are
clearly willing to test it
until they get it right

product demand
surges while
consumer education
lags

extensive research through existing
reviews and discussion groups across
social media platforms, e-commerce
sites, and blogs even before buying
them. The views, ratings, and tutorials
allow these youngsters to make
informed purchase decisions.

increasing consumer
preference for informed and
personalised skincare over
generic, mass-market
offerings.

Consumption of skincare
brands is aided by three
factors — affordability,
availability and awareness.

consumers are more than

ready to expand horizons
and explaore products that
may sit outside their beliefs

consumers are
increasingly seeking
facts, transparency,

and scientific evidence

Gen Z customers are more active,
experimental and curious about
the formulation of the products
and whether it's sustainable and

environmentally friendly.

Consumers will constantly
redefine value through their
needs for freedom,
convenience and self-
expression.

Facts and Figures on Skincare in India

Fine print's
now the star

Nykaa introduced
over 150 brands
in FY24

influencer marketing
is one of the most
effective forms of
advertising for a brand

The ingredient-first trend
is reshaping India’s $21
billion beauty and
personal-care market.

Rising penetration
of derma players in
the skincare market

one of the most exciting
ways in which Al is
influencing skincare.

clear trend of skinification
— treating the skin on

face, body, and scalp with
the same level of care

Tira, which now
sells nearly 800
brands

2022 consumer trends report by Drive
Research, 25 per cent of women use at
least five skincare products during their
evening skincare routine. And 74 per
cent of women use at least three
skincare products in their morning
routine.

Gen AL : o
When it

comes to inspiration and product
discovery, i

human-to-human interactions

Personalisation has become
one of the major
expectations from the
brands by consumers today

new age brands that are
really feeling the sheen as
the ambassadors of this shift
in consumer behaviour.

there's been an educational
revolution happening in
skincare thanks to a group of
educators on social media

Korean beauty rituals may
photograph beautifully,
but they can wreak havoc
on Indian skin.

consumers are on

track to adopt
generative Al-powered

advisors

Global Skin Cosmetic Ingredient
Scanner App market
size reached USD 1.18 billion in
2024 reaching USD 5.13 billion
by 2033

|

Dermatologists are increasingly
recommending these apps to
patients as educational tools for
managing skin conditions and
avoiding harmful ingredients.

|

The improved accuracy and
convenience provided by these
apps have significantly enhanced
user trust and engagement,
further accelerating market
growth,

|

Asia Pacific region is
emerging as the
fastest-growing

market

Younger audiences find
the relatability of new age
brands higher compared

to legacy players.

the indian consumer
is really hot for active
ingredients rn

rise of awareness and ease of

including

company stores and websites, e-

commerce channels and doorstep
delivery driving the market

Indian consumers now actively
seek formulations enriched
with proven ingredients like

retinol, niacinamide, peptides,

and ceramides.

2025 - 41%
of Indians have spent more
time on their facial skincare
routine in the last 3 months

Today, digitally advanced tools are able
T = z

perform skin analysis to know about.
skin health and recommend solutions,
virtual try-ons to help customers try
products with the AR filters, phone-
based acne testing

Nykaa launched a store
dedicated to educating
consumers on the intricacies
of K-beauty — say a ten-step
routine

consumer togay

D ; :
reei
influencers and have amassed
dedicated communities for
themselves.

India’'s dermatological
beauty market will
reach $34 billion by

2028

2024 - Searches for ‘easy
skincare routine’ have soared by
1,043%, making it clear to see
that people are looking fora.

@ 7 Tt

While global brands like Prose,
L'Oreal SkinCeuticals, Optune etc
are completely on-board hyper-
personalization, India’s still
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Stakeholder Mapping

The stakeholder map shows the key influences of the issue — from direct ones like dermatologists,
friends, and influencers to broader forces like media, cultural norms, and certifying bodies.

Broader ecosystem
Policy
Makers

actors who shape the
space indirectly

Enablers/Blockers
Stakeholders who
support or hinder the
user’s ability to act

Friends/
Family
Dermato

lo
gists

: Young urban Skinare
Skincare " brand
Retail Indian women e User
St
aged 18-28

Consumer
Behavior

People/entities that have the most
direct role in either helping or
hindering her choices.

cultural
beauty
norms
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Intervention pathway analysis
Larger Problem Area

A disjoint between intentionality and
capability — consumers want to make smart,
values-based choices, but face overwhelm,
lack of clarity, and confusion.

Decoding the Problem : Four areas of concen

Cautious but overwhelmed
with constant info and
products launching

Lack of understanding about
“why" a product is needed
for them

Unsure if their choices are
actually right for them

Low skincare ingredient
literacy

can't analyze they want to
ingredient lists make good
or assess decisions, that
product are research-
suitability. driven.

even if people
know “how” and
“when" of using
it

not entirely
impulse led but
open to
experimentation

Interconnectedness of the identified issues

Lack of understanding about

Overwhelmed with constant Unsure if their choices are

info and products launching

“why” a product is needed

for "them" actually right for them
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Problem in Focus

Lack of understanding about

“why"” a product is needed
for "them"

Why This Matters

When people don’t have clarity about the why, they:

+ Rely more on trends and influencers
+ Over-consume products they don’t need

« End up disappointed or confused when results don’t show

« Get stuck in a trial-and-error cycle

Understanding the Problem in Focus

ifwe had

imes m no confu
I | i ;
Showd dotor whenyou "y
Shoud doik Lk, don'tknow”
The “why” isn't about
1 Even if someone knows how understanding product's

and when to use a serum or
toner, they don't always
understand why they understanding if this product
tininkeverposyssunwors SPECifically need it. makes sense for them — their
e s, skin, lifestyle, environment.

purpose or what a product
claims to do, but

'
Someti fused Ve

! This leads to uncertainty,
! confusion and increased
4 = o d

sources (influencers,
promising trends etc.) rather
than internal clarity.

it's about understanding the relevance of
the product for them personally

if the Product’s Purpose aligns with their
skin needs, whether a product fits them.

Because of 1 & 2, people start
to experiment/ testing
through known reccs
mostly—not impulsively, but
still without full clarity or
confidence
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.
its about having awarehess about their
skin needs

i

i .
H sy oeinionmedy Even with good intentions, the
H

but too much content—new 5
" . sheer volume of choices and
launches, ingredients, trends

+ E by skinfluencers, makes it
hard to process what's
relevant.

causes overhwhelm and
mental burnout.

They want to do what's right
for their skin, but they're not
sure if their choices are
aligned with their actual

This creates a loop of cautious
trial and error, driven by hope
more than assurance.

needs

This heightens doubt about

contradictory information ——— what’s “right” or “necessary"

for them

Appendix C: Market Analysis

Case Studies

Personalisation

.:i:. i‘i-‘;,» o sz

SKINKRAFT

SkinKraft

(SkinKraft, 2025)

Ageing Skin

védix

CUSTOMISED AYURVEDA

Vedix Forest Essentials

(Skin Care, 2024)

Ingredient Literacy

ISkinBB

ng/'tn nd O

Borders

Skin Beyond Borders

(Skin Beyond Borders

(@skinbbofficial) «

Instagram photos and
() videos, 2025)

INCI Beauity

INCI Beauty EWG's Skin Deep and

Clearya

i Cerd

CeraVe

BARE
ANATOMY'

Bare Anatomy

(Cerave, 2023)

While many brands are moving towards
personalisation, it's often to drive product
sales. There’s little focus on non-product
solutions that genuinely support skin
understanding and mindful choices.

THINK

DIRTY.

Think Dirty

(Think Dirty® Shop Clean, 2025)

While lack of ingredient literacy emerged
as a challenge in my research, several

platforms are already addressing this. The
issue seems to lie more in awareness and
access — not absence of solutions.
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Competitive Landscape

Indian Skincare Platforms

Akvile Al

Skin Beauty Pal

FeelinMySkin

Other Apps

Glowy
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Features:

v Daily logging
v Progress track
v Product scan

Features:

v Al analysis

v Weather track
v Expert plans

Features:

v Full trackin

v Sleep/mood data
v Product mgmt

Features:

v Habit track
v Reminders
v Product logs

Features:

v Community

v Routine share
v Creator collab

Gaps:

X FF(‘)or ul

X No timeline
X No patterns

Gaps:

X Clinical focus
X No emotion
X No timeline

Gaps:

X Task logger
X No patterns
X No timeline

Gaps:

X No cycle sync
X Limited insight
X No coaching

Gaps:

X No personal

X Community focus
X Limited data

SkinTwine's Unique Position:

Combines intuitive logging with contextual
pattern recognition & personalized insights

// Appendix D

Appendix D: Design Development

Skintwine Concept Development

Daily Check-in
via Calendar

|

Each day, the user engages
with a beautifully designed
physical calendar placed
somewhere visible (bedside,
desk, mirror).

Printed on each day’s
slot are tiny reflective
questions about skin
lifestyle, sustainability

users log their
reflections quickly using
stickers, doodles, or
checkmarks

4

Ablue drop sticker for

hydration, a sun icon for

stress-free days, or a red
dot for breakouts.

Lifestyle &
Context
Tracking

other lifestyle data (e.g.,
cycle, sleep, weather, activity)
are auto-integrated
digitally via the app.

Weekly
Capture

At the end of the week, the
user simply snaps a picture
of the calendar page and
uploads it onto the
SkinTwine app.

Visual Timeline
on App

|

The uploaded photo is
processed by the algorithm,
which translates the
stickers/marks into digital
data points.

l

These are combined with
automatically collected
lifestyle inputs (sleep, cycle,
weather, etc.) and displayed
as a visual timeline log.

l

‘The app highlights trends and
correlations:

“Your skin felt drier on days after
poor sleep.”

“Stress and humidity spikes
coincided with irritation.”

Weekly
Insights &
Suggestions

Every Sunday, the
app generates a
weekly digest

|
[ | 1

Pattern Eco-conscious suggestions:
“Your ¥
increases ~2 days rank more water. Wan to

before your period.” kecothaiup rieit ek

masks this week Want to
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User Persona for Skintwine

Basi formation

Aditi

.

Bio

Aditi, 24, is a marketing professional in Mumbai balancing a 9-5

Occupation - Marketing Consultant

job, flat-sharing, and busy evenings. Skincare is her way of feeling

confident and ready for the day as well as a winding down and
caring for herself ritual after a long day. She is digitally active and

Personality
Introvert Extrovert
-
Analytical Creative
-
Busy Time rich
-
Messy Organized
-
Independent Team player
-
Active

tech savy. When it comes to skincare, she often feels pPassive

overwhelmed by the amount of information and conflicting advice

online. She's budget-conscious but open to investing in
meaningful routines and personal wellbeing. She values clarity and
confidence over hype and micro trends and tends to distrust
influencer advice, preferring her own research.

Aditi

e Age-24

» Occupation - Marketing Consultant
« Location - Mumbai

» Gender - Female

User Needs

What high level needs does the user have that they're
looking to fill with your service?

Users need help making informed choices about skincare
routines, product use, and self-care. They want to feel
confident rather than overwhelmed by too many options.
Users want to feel in control of their skincare journey and
reassured that their efforts are meaningful, helpful and
aligned with their personal wellbeing and self-care goals.

User Mindsets

What kind of a mindset is your user in when they're finding
or engaging with your service?

The user is curious about their skin but uncertain about
what really works. They feel overwhelmed by conflicting
advice, lack of clarity and too many product choices but
are motivated to improve their skin and self-care. They
approach the service open to guidance, hopeful for
meaningful insights, yet slightly skeptical based on past
experiences.

Supporting h and doct

« “Sometimes I'm not confused about products, but
I just | feel like, why do | need a tonor? Like, | don't know.”
« “If we had more information on why we were doing
something instead of just like how you should do it or
when you should do it”

More about Aditi (user persona)

More about Aditi

Influences
Quote
Consults personal Peers & friends > Online
dermatalogists; Trusted for communities on
trusts their relatable, lived youtube, reddit,
advice but not experiences and instagram for
“Sometimes I'm not “if we had more “Ithink everybody's skin always accessible trial of something reviews and
contsnd ot ot nformaton on why we works dferen. S0 y0u ot s product research
2 i e and also health
donthaow: s B
Skincare gurus/ information
o) il Lol Altools like influencers -> i
ChatGPT for Followed with
quick ingredient caution; their
understanding or advice sparks
product reliability curiosity but
(research) rarely taken at
Pt o face value.
oo
Behavior / Habits _—
Motivations
May keep Reads ingredient Has a set AM/PM Mixes buying
screenshots, labels, watches skincare routine from usual,
notes, or mental multiple reviews but tweaks it known brands
logs of what before buying, sometimes for with occasional et Seesekincarass e
‘worked/didn't, bookmarks how’s she’s splurges on 3 - .
butlacks a skincare tips and feeling, time, international et cHltg et i
] b e o it own skin and in care and intentional
- o o e social settings emotional choices rather
i tracks spending grounding than impulsive
loosely. il i ones
Aware of Sees skincare as s st son
sustainability more than
concerns but functional —a
doesn't actively way to unwind, Motivated by Seeks alignment
help with it; feel good and curiosity and the. between personal
prioritises herself signal care for need to wellbeing and
and her needs herself. understand her sustainable
first o body better values
Goals
Build a simple, Feel confident BaEnG corar
(il and in control of with budget and
slfmcare routine her skincare e constant
without over- e
purchasing
[ ok e son
To be able to Clear understanding of
identify skincare bt
products that are routine (not just how/
safe and her)

functional for her

Pt s

Pain points and frustrations

Pressures to buy Low confidence Overwhelm and

or follow in decision- paralysis due to

something due to making and information

fear-based second-guessing overload and

marketing what's right for conflicting advice

P their skin Prae o
Feeling skincare Difficulty finding Online advice,
is becoming more trustworthy, skincare
confusing than context-relevant suggestions feel
helpful information very generic and

not tailored to

them
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Skintwine Features Map

Onboarding & Setup

Physical

SkinTwine Starter Pack

Includes the following:
« Physical Weekly Calendar
+ Mini guide booklet: “How to use SkinTwine in 5
minute a day.”
« Easy dry marker (aesthetic, branded).

57

Digital

App

« Profile creation: name, age, skin type/concerns
(checklist: dryness, acne, sensitivity, dullness,
etc.).

« Consent: choose what to sync (cycle tracker,
weather data, sleep tracker, fitness tracker).

« Learning the purpose of skintwine

« Walkthrough of physical calendar use.

« Setup reminder preferences (daily input +
calendar upload)

Gentle nudges (push notifications, Celebratory
nudges) to encourage consistency...

Daily Input

Physical

Calendar
Data input at night

 1-2 sentences handwritten notes answering some
optional prompts
+ Check marks for answering daily prompts

Prompts on the Calendar
DALY
“flcons

1. Skin Condition (5 icons)
Prompt: “How did your skin feel today?”
Stickers: Balanced, Oily, Dry, Sensitive, Breakout.

2. Eco Habits (3 icons)
Prompt: “Did you take an eco-friendly action
today?”
Stickers: Refil, Reuse, Mindful Buy.

3. Mood/Stress (4 faces)
Prompt: “How did you feel overall today?”
Stickers: Happy, Calm, Tired, Stressed.

4. Sleep Quality (3 moons)
Prompt: "How well did you sleep?”
Stickers: Good, Okay, Poor.

@

. Cycle Days (2 symbols)
Prompt: “Mark if today was part of your cycle.”
Stickers: Dot (cycle day), Drop (flow).

-]

. Hydration (2 droplets)
Prompt: “Did you feel well hydrated?”
Stickers: Hydrated, Not enough.

~

. Travel/Routine Disruption (1 icon)
Prompt: “Any disruption today?"
Sticker: Travel/Disrupted Routine (Suitcase/Plane).

®

. Diet (3 icons) [Optional]
Prompt: "Any diet triggers today?”
Stickers: High sugar, Dairy-heavy, Balanced!
£ Handwritten Prompts
+ "Any skin changes today?"
+ "Noticed any new breakouts, dryness, or irritation?"

+ “Tried or stopped any product today?”

Give space for 1-2 words, not sentences. Example
notes: “stress exam,” “new retinol," “party late night."

We. dnesday

Digital

App

1. Quick Log option : for when they aren't able to login
manually due to travel or busy days. content - same
as calendar prompts

N

. Data Sync from phone defauit or installed apps -
cycle tracker, weather data, sleep tracker, fitness
tracker

*To give you richer insights, SkinTwine can connect

with the apps you already use. Select which ones youd

like to sync — you're always in control."

[V] Cycle Tracker (Flo, Clue, Apple Health)

[V] Sleep Tracker (Apple Health, Fitbit, Oura)

[V] Fitness Tracker (Apple Health, Google Fit, Strava)
[V] Weather Data (auto from location)

Pattern Recognition

Digital

App

ser decides when to snap a photo (weekly/monthly).
2. Image recognition: app reads stickers, symbols, and short notes.
3. Data combination: merges that manual info with synced digital data (cycle, sleep, environment, fitness).
4. Timeline visualization: shows skin trends and lifestyle patterns side by side.
5. Filters to let user view i toggle between specifi i

« Skin vs. cycle.

« Skin vs weather

« Skin vs. stress/sleep

« Skin vs Mood

« Skin vs. eco actions.
6. Highlight function: auto-spots repeating trends without the user having to dig.

For example, they might begin to notice that their skin often feels more reactive during certain phases of

their cycle, or clearer after restful sleep

e
Wg-{neu I —

Skin feers
e o

i\

o~

AN

Decisions & Impact

Digital

App

1. Monthly Awareness Snapshot
> Combines skin, ifestyle, and eco patterns into a single reflection.
« “This month, your skin felt balanced on 12 days, reactive on 6 (mostly during travel).”
« "Most calm skin days coincided with good sleep.”
+ "You logged 8 eco-friendly actions (4 refills, 3 reuses, 1

2. Export / Share Option
= User can download or share their skin-ife timeline + insights.
« Personal empowerment (journaling, reflection).
« Optional sharing with dermatologist, expert, or a trusted friend.

3. Gentle Reminders Linked to Patterns
- Contextual nudges, never spammy.

your g better today?"
« "Make sure to hydrate more on travel days”

Digital

App

1. Weekly Pattern Summary (core layer)

Relating to Skin
Examples:

+ “Your skin felt oilier 2-3 days before your period.”

+ “Your skin was drier on travel days.”

« "Breakouts appeared around Day 24 of your cycle.”
< Always 1-2 max per week, so it feels digestible.

Planetary Impact Layer (eco reflection)
Light, motivational, weekly highlight.
Examples:
* “80% of your products this week were refillable/eco-friendly.”
« “Your most planet-friendly habit: refillable cleanser used 4 times.”
“ Always framed positively -> celebrates, doesn't guilt.

2. toact)
Not prescriptive - framed as ‘if you want."

Skin Related

Examples:

iliness followed after three late nights — maybe a reset night could help?”
« “Try adding extra hydration on your travel days."

« “Breakout mid-cycle — that's common. You could try a clarifying toner, or just gentle care.”

« “Skin felt tight after windy days — maybe bring back a nourishing cream.”
< Limit to 1 per week so it doesn’t overwhelm.

Circular Design Nudges (woven in occasionally)
« Encourage sustainable choices.
« Examples:
+ "Multi-use products simplify your routine and reduce waste.”
* “You reused/refilled X times — small swaps, big impact.”
= These can rotate monthly, so they don't clutter weekly reflections.

SkinTwine reflects, not prescribes.

\

r
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Comprehensive User Journey Map for Skintwine

User steps

What is each step of the user journey?

User actions

Discover & Onboard

1. Finds out about SkinTwine (Discovery)

pr—— E———
e o i o
e | e i & i,
. . e ey et
What action does the user take during each step? RIS s A s s

downloads the SkinTwine App skin goals and sync SkinTwine: connecting skin
permissions) on the app patterns with lifestyle/wellbeing.
- Goal: Expectation: It Experience:
oals &« experiences Understand itk e Curous, ity
‘what SkinTwine friendly, easy to skeptical, wants
is and how it use and clarity without
can help me. effective jargon.
What is the user trying to accomplish? e (s
Curious, a bit
Feelings and thoughts e
i i acuallyhelp me
understand my sin, o
Kot aiohr ot
Use the emojis below to help illustrate how the user G
might be feeling.
S
Pain: Skepticism — :“ :":Z:I“’ put could stop
P . % t from pasld “skin s c:e:dar ad:zlio: it
apps” or distrust othasaoe o e onboarding
ain points T = I — S —> 0,
What's not working well? What causes friction? . e aesthetic
How many people does this affect? it erate
Nuisance = slightly annoying, but user can still continue.
Moderate pain = may affect engagement or consistency.
Show-stopper = so frustrating the user might quit altogether.
How might we build trust How might we reduce app

Opportunities

How might we address these pain points? How big is

the opportunity if we correct this pain point?
What are new ways to serve this person?

2. Opens the Physical Toolkitand 3. Creat

without feeling product-pushy?

(age, 4.Leams

fatigue? > offer a lightweight

reflective, not prescriptive
(tool that helps them)

How might onboarding

How might we make the toolkit

> design the

about self-awareness, not
product selling.

Opportunity

aesthetic, minimal, and has
variations

Daily Use & Input

u tomarkon
the physical calendar to
prompts related to

Uploads weekdy,every 2

condilon,mood, or seep,weather, tness). il out caendarto he
products use. — —> sunwinoapp.
fbusy: uses Quick Log
optian agp 2 fltiack. Pkt o rokt Jan Pt o
: Cap
how my skin Logging will be Wants ease and
feels and my. easy, fast, and consistency;
lifestyle ina not a burden. doesn't want it
simple, low- —— to feel like
effort way. homework, fot
o of thinking
Engaged,
cautious about
effort

“Okay,tis i simple enough.
1justdon't wanttto become.

achor

feels repetitive, if daily use feels
time- like a chore,
consuming,or  — theyll drop off.
like extra

“homework " i

Severity: Show-stopper

How might we make daily input
playful and effortiess? >
checkmarks to answer

How might we reduce friction?
 auto-sync data from cycle
trackers, weather apps, step
counters,

minimal writing

How might we encourage
consistency? > gentle nudges
like push notifications,
streaks, or celebratory
prompts that feel supportive,
‘some (eco) incentive (check
duo lingo strategy & nam
video)

directly

: Medium — solving this

Opportunity size: High — this is make-or-
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adoption and

rly tru:

Pattern Recognition

(visual timeline)

Insights & Reflection

Decisions & Impact

Opens the app to see. Notices pattems and Engages with If curious, the user can
vt timein (s comtaons (05, "skin
Mestedats) eron sve weoks” oninsignis. choies and decion (Reusesifis procucts,
“breakoutsnear cyce). Sesedon sin ptterns deoparciaty. nowiedge ona opic toston madng actnresponse 1o
—> sndatsmityhants |~ > ieyorston nomenes, —> —> | ccoogeapomps.
orsustanabty
SkinTuine. 14 not heeebo ol you what 1o do, but 1o oflck
e your paktoms. TF 904 want, o can ask. i queshons fo
caplate possible connechions ors gl
s See Experience: Goal: Get Expectation: Experience: Goal: Use Expectation: My Experience:
connections The visuals will Wants clear, o . N s T
meaningful, The tool will Curious, insights to make efforts of Feels more in
between my be clean & easy. intuitive visuals A - - - "
A P personalized provide reflective, more confident, skincare will feel control,
skin changes tointerpret, not that make Lot ¢
o insights that explanations reassured that mindful choices ‘worthwhile and ‘empowered,
and lfestyle/ overwhelming patterns 2
; = % s help me that feel the tool ‘and decisions il find ways to less impulsive,
emotionall iike a chart or obvious without 2 A ;
: : understand accurate, acknowledges about skincare improve my skin and aligned with
environmental excel overthinking. : i
by ‘whymy skin personal, not her unique and self-care. s her values.
% i i) behaves the generic. context. e o
e way it does. i
Intrigued, Reassured, Empowered,
hopeful thoughtful confident
“onwownever notcsdmy “This ke sansa now can Uty folncontrt o my
sdnroacs s cactan way sae iy myskin enaves s Kinare and much more
aroun hess e o bt can o shout - conldnt o making it
sncarschk
Ptz it un e
J
Pain: Insights if they don't insights given Pai iculty ginditatiiciltio don'tfollow suggestions
Paie Overly T iseradont feel too generic, trust the are difficult to turning insights feiemberthe through after a don't align with
e “getit quickly, prescriptive, or insights, the tool read or time intorealaction — :;if:s"““s ° > certainpoint  —> whatthey want
Nari 1 Wtaront theylllose not relevant to > loses its core consuming e
connections. interest. el velle. e e . o i
they might still
use the tool but
B Fate s i without
€ Severity: Show-stopper e
change.
How might we simplify data How might we keep users How might we keep insights How might we encourage How might we nudge small, How might we help them
into intuitive stories? > curious without overwhelming? personal and relevant? > use agency over prescription? doable actions? - single, remember? > timely
timelines with icons, color > layered design: quick- insig “invitations i i
coding, deeper communication reflections. to reflect’, not commands. “hydrate more today”) instead (e.9., PMS week > gentle skin
(great UX) insights on demand. L B of full routines. care tip). not a notification
i e overload

How might we ensure quick
comprehension? > patterns.
are easy to understand

How might we let users adapt
suggestions? > offer flexible
suggestions with options, not
rigid prescriptions.

Opportunity size: Mediur

Opportunity size: High — this is the core

value prop; if not solved, trust collapses.

supports long-term behavior change and

‘ormation.

habit
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User Flow

The user flow illustrates the step-by-step journey within the toolkit, mapping how a user moves

through key interactions. It highlights the sequence of actions, decision points, and feedback loops

that shape the overall experience.

Discovery & Onboarding

Start
User receives starter kit  |————>
(calendar + marker + QR)

Downloads
SkinTwine app

—>|

Creates profile

—|

Daily Input

Start Decision
(Opens app or calendar) Calendar
° " or App?

Upload & Sync

Places stickers + short
notes on calendar

Chooses integrations
(cycle, sleep, weather, —>|

Quick walkthrough
(purpose + calendar/app
connection)

. [m, ]

fitness)

o s

Uses Quick Log
(sliders/toggles

Start

User uploads photo of

Image recognition reads

App merges with

Data auto synced from
phone apps
—
(A ey , End of Daily Input
fitness

End

- :
calendar (weekly/ once in markers + notes synced data Uploadingand'syncing
complete
2 weeks/ monthly)
Pattern Recognition
Auto-spots repeating
Start trends Filters for correlations End
App generates visual (shows skin trends and |—>| (skinvs cycle, sleep, |—> Pattern recognition
timeline lifestyle patterns side eco) complete
by side)
Insights & Reflection
Start Weelkty awal 55 Contextual nudges Optional reflection End
Weekly summary (1-2key |——>' s:a et —> (e.g., “hydrateduring —> prompts —| End of Insights
patterns, eco highlight) P PMS phase”) (journaling, notes) 2
Decision & Impact
PR
Start - = " Exports/shares
- g .
User.acts or? IS (refill, reuse, mindful |———> awarenessindecision —> |ns|gr_|!s N —
(skincare/lifestyle ) makii (dermatologist, friend,
adjustments) Y ng community)
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« Oval/ Pill shape -> Start/End points :)
« Rectangle - Action / Step (e.g., “Open app”, “Upload
photo”)

« Diamond - Decision point (yes/no, option A/B)

« Arrow - Flow direction (what comes next)

Skintwine Visual Identity

The user flow illustrates the step-by-step journey within the toolkit, mapping how a user moves

through key interactions. It highlights the sequence of actions, decision points, and feedback loops

that shape the overall experience.

Moodboard

Logo, Typography and Color Palette

SKINCARE WITH INTENTION

ORnLine

SKINCARE WITH INTENTION

Montserrat

abcdefghijklmno
pqrstuvwxyz

SALMbWine

Nunito Sans

abcdefghijklmno
parstuvwxyz

| seimwine
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Appendix E: Concept Validation

Skintwine Concept Explanation Video

To validate the final concept of Skintwine, | created a short concept video that explained its
purpose, features, and intended impact. This video was shared with my primary stakeholders to
gather their feedback on usability, relevance, and overall value, helping ensure the concept was

both clear and grounded in user needs.

Stakeholer feedback on Skintwine concept video

Hey!! Hey!!
© © Intentional Skincare.mp4 )  Open with QuickTime Player
| wanted to share a concept I've been working on called | wanted to share a concept I've been working on called
SkinTwine, inspired by some of the things you shared during our SkinTwine, inspired by some of the things you shared during our
& Y interview on skincare consumption behaviours a while back. interview on skincare consumption behaviours a while back.
I'd love to know what you think. Does this make sense for you? I'd love to know what you think. Does this make sense for you?
Could it actually help with the skincare challenges we talked Could it actually help with the skincare challenges we talked
about? Any tips, suggestions would be super helpful. If you like, about? Any tips, suggestions would be super helpful. If you like,
:) I can also hop on a quick call to walk you through it. Lmk!! @ 1 can also hop on a quick call to walk you through it. Lmk!! @&
3:02PM @ 3:02PM
o
Skincare today can feel
cool thanks 12:23pm &
. I I You you think it solves for what issues you were currently
overwhelmin gl o facing with skincare? in someways?  12:23p\1
LuERieCiiogEbareiaconcaptive besnieing Cnic | think it'll help me be more mindful and understand my
. Pretty cool Y skin better and what it needs rather than experimenting
So many products, tips, and =
. . .
routines, but little clarity on what Yayyy perfect tysmi! 125471
s a e o " Srishti LCC
truly works for your skin ‘
>
« »d Namrata Bagrecha LCC
- 4
Hey!!

| wanted to share a concept I've been working on called
SkinTwine, inspired by some of the things you shared during our
interview on skincare consumption behaviours a while back.

Hey!!

| wanted to share a concept I've been working on called
SkinTwine, inspired by some of the things you shared during our
interview on skincare consumption behaviours a while back.

You can view the video by clicking on this link:
https://drive.google.com/file/d/1Mh75_tX_YFWfzVMOjlJYOHOKnilbhixx/view?usp=drive_link

I'd love to know what you think. Does this make sense for you?

Could it actually help with the skincare challenges we talked

about? Any tips, suggestions would be super helpful. If you like,

1 can also hop on a quick call to walk you through it. Lmk!! @
3:02PM o

I'd love to know what you think. Does this make sense for you?
Could it actually help with the skincare challenges we talked
about? Any tips, suggestions would be super helpful. If you like,
Sat, 6 Sep | can also hop on a quick call to walk you through it. Lmk!!

PM v/

You Nicee video, yrr and | really loved the way you explained
Hey!! the concept it didn't felt overwhelming but encouraging.
From my side, there's no negative feedback and no
suggestions for changes, everything is perfect.
Edite

| wanted to share a concept I've been working on c...
girl i love itt

the video is so goood 1
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https://drive.google.com/file/d/1Mh75_tX_YFWfzVM0jIJY0HOKniIbhixx/view?usp=drive_link
http://To validate the final concept of SkinTwine, I created a short concept video that explained its purpose, features, and intended impact. This video was shared with stakeholders to gather their feedback on usability, relevance, and overall value, helping ensure the concept was both clear and grounded in user needs.

// Appendix F

Appendix F: Technical Specifications

& Future Vision

Skintwine Calendar

Fig. 19 : Wipable wall mounted weekly
calendar (Etsy seller, n.d)

Fig. 20: Dry erase weekly planner pad
(GoodTuesday, n.d)

CALENDAR SPECIFICATIONS
« Format & Size: A3

+ Material Choice: Glass surface - premium, reusable,
sustainable, and visually elevates the “ritual” aspect of skincare
journaling.

« Placement: Can be placed on a desk, bedside, or wall for
everyday use.

« Functionality: Writable and erasable surface

+ Why Glass vs. Paper?: Glass is long-lasting and engaging, while
paper calendars risk feeling disposable & less like an “object of care.”
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SKINTWINE CALENDAR

How to Use

The user marks the appropriate icon under each

category every day using the dry-erase marker, e e e Date the week begins

i
selecting the symbol that best reflects their i (e.g., Sept 9)
experience (skin, hydration, sleep, etc.). In the i
‘Weekly Input’ section, they can jot down any » mﬂm ' »
additional notes in response to the prompts. 'y @ RSt U
W MON TUE WED THURS FRI SAT SUN i
Icons Guide
This legend explains what each icon means in S Concition o O'.@ * @'.® * O “® %* @@ %* O @ % @@ %* @@
its row: & . & . o s & & | & EE
>kin Condition memenece 0 @ WU @ WO @€ WO @& WU @ WO & WO &
* Balanced 0‘.‘ Oily @ Dry
.27 Sensitive ﬁ Breakouts o k) d. et G QL # et é Q‘ e& ec ec et # g&
el ual
Daily check-in - e e e @& e & e (| ___E= Daily input section
Hydration + Cycle categories
— s A B4 BA BA HA BA EA
ood water intake
U g Cycle Day i
Low water intake i = i - - = = =
| et Q\-A.E ®t-4'5 ®\3'5 Q\é@ wgg wg'g Q,&g I
{ - - - - w w - f
Sleep Quality ! = o = = = — — i
! ; . g ; 4 .
S S & Chewe. %3 8% ®E ®E 8 a3 &3
Gend chs = e 0 T e o6 T T |
Routine
ﬁ Daily Routine 1 Travel Eco-actions this week Any skin, lifestyle or other changes New skin products tried/paused I_E] ET'
_Optional notes [E QR cod_e for the
section for the week el Skintwine app
Diet jpipoad on App
- %o
@ High Sugar EJunk —;4 Healthy
Mood

3 o u
'%Joyfm . Tired eéstressed d’CaIm

. The Skintwine toolkit comes with easy dry marker and a mini guide booklet on how to use the calendar and app
Upload & Insights:

At the end of each week, user scans the QR code itk £ 17 (< S

in the bottom right to download the Skintwine app
and upload a photo of the calendar to unlock their
personalized skin insights.
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Value Proposition canvas

This Value Proposition Canvas was developed using the template created by Alex Osterwalder

and Strategyzer (2014). It has been adapted here to map the pains, gains, and jobs of young

urban Indian women in relation to skincare, and to align them with the proposed offerings of

SkinTwin. | tmaps the relationship between customer jobs, pains, and gains (right) and the

products, services, and value offerings of Skintwine (left) and demonstrates how Skintwine

aligns with user needs to offer clarity, empowerment, and mindful engagement in skincare.

The Value Proposition Canvas

Value Proposition:

Creates mindful
Bl thei oo cntene e sl
unique skin nccey howeg through small
Iterogyana peces nudgesinstead |
planetary erocy i ofheawefiort. |

e e
together. s
Offers  sense of
agency and
o belongingtoa.
ATwia tookic ,
Algns with their s foeysec,
et ph estyle.
Sipporive dokal intentional,
on- ‘empowered.
Simple
skincheckins
andfesite
logging : 2
pattern Weakly; cuts through
Recognition:vis  Insights: Perso noise by focusing
waltimelnes nalized analysis s onpersonal
‘showing skin- connecting dots Sepeadaneyon relevance (‘for
L Influencers or me).
connections Sgorkens -
T— b
Fatgue — Snple information
calylogang ouraneimwin
Ecological eplaces , — Vil patens
o Gente iy Eliminates ke ————
el esearcn Trial&Error . informavon
e baecacy Data-driven Butes contextual
literacy into insights prevent inderstanding
Shows wy nings
routines. biind guessing oy g
Hybrid format = Lol specifically
Jay Trust ~ Internal Cuts Through
fatigue, gives. capability Information
actleand developmentys  ~— Creates — Noise - H
aesthetic ecemal Certainty Personalized
engagement. dependency Evdencebised  Insightsvs
actons or « genericadvice
patterns buid
confidence

Pain Relievers

ol o0 Turn ideas into revenue with
= Strategyzer's innovation programs

Customer Segment:

Affordable,

- (] functional,
Gains et
routine that and safe
Gt products Confidence
= uniqu in their skin
e and skincare
ety ey decisions

product (o st Toolsiresources Aritalthat
owtuhen). to make mindful, brings emotional
consdous, and uplift self-care,
and identity
skincare cholces i)

Functional jobs

Relief from
the cycle of
Integraton of
gullt/regre suncare into
t/fomo holistic wellness.
— (e sy, §
mental healh, Social Jobs

eco-aware)
Shar skincare proctces i e, ct 353
Sty aware o ends wihout Sy

Customer Jobs

Ingredient

Overwheim and sy s

poralysis due o intmidation by

information Jargon,

overload and e pressure from

conflicting fear-based

o sclentficterms. Lo}
you don'tuse his

| howyourskn

willagerruin')

promotionshype ing
harming skin, or aTertiner

OINIACE L ow confidence. skincare as

In decision- privileged/expe
making - ns
second-guessing financial barrier

their skin.

G Strategyzer
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strategyzer.com/innovation

Business Model Canvas

The Business Model Canvas, developed using the Strategyzer framework (Osterwalder &

Pigneur, 2010), was applied to map the key elements of Skintwine’s value creation and delivery.

It outlines the customer segments, value proposit
resources, partners, and revenue/cost structures,
can function as a sustainable and user-centered b

ions, channels, relationships, key activities,
providing a holistic view of how the concept
usiness model.

Designed for: Designed by: Date: Version:
The Bu Si neSS I\/I odel Ca n\IaS es‘\ﬁl:‘:ne:’ﬁ-zx living in urban India es‘gSrl‘(einT\t:/line aliest Sept 2025 E;S'O"
Key Partnerships é) Key Activities 5 Value Propositions % Customer Relationships Q? Customer Segments @

Research: Academic institutions for Product/service design for app

behavioral science validation

Calendar design + printing
awareness of their unique

Technology: Health app integrations for data

syneing Stakeholder engagement + validation

Continuous app updates Hybrid toolkit (physical + d

rganization:
for planetary literacy content

Manufacturing: Sustainable production beauty/wellness organzations

partners for physical c

o awareness
Key Resources 0 o

Intellectual: Behavioral science expertise,
research methodology

Technical: App platform, data analytics
algorithms, Al insights

Physical: Manufacturing capabilities for
calendar production

Brand: Reputation in behavioral design and
sustainability

Data: User behavior patterns and insights
(anonymized)

Helps users move from confusion to
clarity by developing an intuitive

relation to their lifestyle context

skin/planet literacy intuitive and

Awareness building through storytelling + engaging. learning, anonymized data sharing,
Future: Targetting Broader demographics
Distribution: Wellness retailers and beauty campaigns. challenges). getting grap
bisrdéaldnecwith " Builds agency, confidence and internal inindia (men, older women, teenagers) +
n i :
rands aligned with conscious consumption Partnerships with sustainable clarity, reducing dependency on external Co creation with my stakeholders for global market

sources like marketing and influencers

Connects personal skincare to ecological

Guided onboarding with empathetic, non- Primary: Young urban Indian women
judgmental tone. (18-28) who view skincare as self-care but
skin needs in feel overwhelmed by choices.

Continuous engagement via weekly insights
+ progress visuals. Secondary: Conscious consumers seeking
igital) makes alignment between personal wellbeing
In future Community features (peer and ecological responsibility.

continous enhancement

Channels @

Direct: App store (digital component), online
shop and retail stores for physical kit.

Workshops, webinars, university partnerships

Partnerships: Skincare/wellness communities,
sustainable beauty brands.

Communication: Social media campaigns,
trusted dermat and skincare experts
collaborations

Academic/NGO/eco networks for ecological
literacy advocacy.

Cost Structure %

Technology: App development, maintenance, data infrastructure
Manufacturing: Physical calendar production and distribution
Human Resources: Behavioral experts, designers, developers
Research: Ongoing user research and product validation
Marketing: Customer acquisition and brand building

Partnerships: Integration costs and revenue sharing

Revenue Streams é

Core: One-time purchase of hybrid kit (physical calendar + app access).
Subscription: Premium app features (expanded analytics, ecological impact tracking, syncing with lifestyle apps).
Partnerships: Collaborations with sustainable brands, research data sharing (anonymized).

Long-term: Community platform monetization, workshops, B28 insights for policy/brands.

Copyright Strategyzer AG
The makers of Business Model Generation and Strategyzer ‘

BIEEEEl Turn ideas into revenue with
Strategyzer's innovation programs

G Strategyzer

strategyzer.com/innovation

Toview copyof this conse, it it erestivecommons argicensessby:a/3.0/
orsond ottrto Creative Cammons, PO Box 866, Mountain Viow, CA 94042, USA.
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// Appendix G // Appendix H

Appendix G: Skintwine Initial Format Appendix H: AI Promopts

The initial format of Skintwine was envisioned as a digital interactive toolkit, accessible
through a web link. It required no app downloads or physical components, yet presented its
own challenges in terms of feasibility and engagement.

Perplexity Al

Asked Al to curate a table out of the content | provided

Competitive Market Analysis: Skincare Tracking Apps

App Name

What is it? What does it do? ,

It helps users develop a grounded, intuitive
understanding of their skin’s unique needs by
observing how emotions, hormones, habits,
and the environment influence its changes,
enabling more intentional and informed care.

A digital interactive
toolkit

writing for my submission. now my submission is ..

CRITICAL GAPS & MISSING ELEMENTS

Future
Development

1. INSUFFICIENT APPENDIX INTEGRATION

Format of it?

Canva Al

The toolkit is designed as a mobile-first, web-
based experience — accessible via a simple link,
without the need to download an app. This

In the future, it could evolve into a full mobile Seeking Al's assistance on curating storyboard sketches for my concept video

app, but in its current form, it stays intentionally
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format allows for intuitive interaction, ease of lightweight for non-intrusive engagement and -
S > . - o Y e | et destin-
access, and flexibility for testing in real-life user testing purposes g (2 © O i e oy MagicMedia ®
routines. 4 MagicMedia o T i inglies ilos
Elements Page 1- Add page title v o @A o -
Images Graphics Videos &
a —
Text Describe what you’d like to create Brand
" [ Generatenmsketch of a girl putting colorful . ) o)
- stickers on a wall calenda o e Unloads
, =
&) Q Inspire me Clear ( (( o T}_— £
4 (3 styles ). square i 19 | 8
= 7 1 .
5/ . . "
5 :; report the ey dor
2 G 7AW eXE oy %
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//Appendix H

ChatGpt

Asking Al to concise my written draft

ChatGPT

concicse a bit not too much - linitially chose Human-Centered
Design layered with the COM-B model as my behavioral lens because
it felt aligned with the iterative nature of behavioral research. lts
emphasis on learning from users, designing with them, testing, and
refining resonated with my belief that when tackling behavioral

sues, it's natural to lose focus on the main problem unless you
maintain constant user alignment. | knew HCD wasn't inear, which
suited my research approach of moving between empathy and
definition stages to ensure my solutions truly addressed user needs.

Here's amore concise version that keeps the reflective dept

I chose Human-Centered Design layered with the COM-B model as my behavioral lens because it aligned
with the iterative nature of behavioral research. ts focus on learning from users, co-design, and
refinement resonated with my belief that behavioral work risks losing focus without constant user
alignment. The non-linear structure of HCD also suited my approach of moving between empathy and
definition to ensure solutions addressed real user needs.

Do you want me to also polish it so it flows in a more reflective, storyteliing tone rather than academic?

6 QL

Seeking help in understanding methodologies & concepts

ChatGPT

what s - Impact measurement methodology

Great question!

Impact measurement methodology refers to the structured way an organisation, project, or initiative
assesses the effects of its work—both intended and unintended. It's basically how you measure whether
what you're doing is actually making a difference.

Key elements usually include:
1. Defining impact goals
+ What change do you want to see? (e.g., reduced plastic waste, improved mental wellbeing, more
inclusive design practices)
. Selecting indicators & metrics
« Quantitative: measurable numbers (e.g., % reduction in carbon emissions, number of users
adopting a tool)
+ Qualitative: stories, experiences, or perception shifts (e.g., user interviews showing improved
confidence or awareness)
. Data collection methods
+ Surveys, interviews, observations, usage analytics, environmental assessments, etc.
Baseline & comparison
+ Establish where you're starting (baseline) and compare resuits over time.
. Analysis & sensemaking
+ Interpreting the data: what's working, what's not, and why?
+ Linking outputs (what you did) -> outcomes (short/medium-term effects) > impact (long-term

Prompt generation for creating Ul visuals on another Al platform

ChatGPT

Okay, 5o just go through everything that we've discussed so far and
help me curate a prompt that | can give UXPilot to create a visual
timeline screen. Should | just show the first screen where none of the
filters are sort of tapped on, or should | show like a screen in which
one of the filters is tapped and like, you know, so help me figure this
out because | just need to design one screen.

Perfect — let's nail this down
You only need one screen to communicate the concept of the visual timeline. So the question is:

+ Option A: Default screen (no filters tapped)
+ Shows Skin column + all Lifestyle factors stacked.
+ Makes it very clear what the timeline does: align skin + ife daly.
+ Bestfor showing the fullidea at a glance.
+ Option B: Filtered screen (e.g., SkineSleep tapped)
+ Shows Skin vs one lifestyle factor (e.g,, Skin & Sleep only).
+ Cleaner, more focused view.
« Bestfor showing depth of correlation.
«Since you anly have spaceltime for one screen, Id strongly recommend going with Option A (default
screen):

._it shows the breadth of the timeline.

Ideating taglines for Skintwine

ChatGPT

1 was thinking something around like intentional skin care or like skin
know your skin story o like You know Intentional skin care or just
something that that's very catchy But at the same time makes sense
like it shouldn't look like any other skin app s You know how Nike has
it just to wear

Got it # You're aiming for something short, punchy, memorable — like a rallying phrase, not a descriptive

tagline. Something that makes SkinTwine stand apart from generic “skincare apps” and gives it a soulful,
intentional identity (like Nike's Just do it).

Here are some ideas in that direction:

1. “Know your skin."
2. “Care with intention.”
“Your skin, your rhythm.*
. “See the story."
“Skin, understood.”
. “Patterns speak.”
“Care, consciously."
. “In tune with your skin.”

. “Own your skin story”

These are deliberately pared down — strong enough to sit under your logo, memorable, and aligned w
kinTwine's theme of clarity. reflection. and intent'_Jli

Creating a work plan and timeline with Al to FMP

ChatGPT

ChatGPT

Okay, 50 in terms of my project, I'm done creating the user flow. What
should my next steps be? | just have two days to sort of work on one,
allittle bit of the visual identity. | have the mood board and ready. | just
need to fix the typography and colors and make like a logo for it. And.
probably like a prototype. | don't know if I should start with a
wireframe and then the final one because | have to start writing the
report i like two days. It's 8th today. So | have 8th September, 9th
September and maybe 10th a little bit. But yeah, help me structure.

Got it #% — you're in sprint mode, so the key is clarity, not perfection. You already have the heavy

research (journey, features map, moodboard, user flow). Now it's about visualizing SkinTwine and getting
enough assets for your report + prototype.

Here's a 2-day structure for you:

Day 1 (8th Sept) - Visual Identity Foundation

Goal: lock the look & fee/ so everything else flows.

1. Typography (1-2 hrs)
= Pick 1display font (for logoheadings) and 1 clean sans serif (for U, body).
+ Test contrast + readabil

Rechecking my work with Al for feedback on improvements

ChatGPT

Okay, 5o just go through everything that we've discussed so far and
help me curate a prompt that | can give UXPilot to create a visual
timeline screen. Should | just show the first screen where none of the
filters are sort of tapped on, or should | show like a screen in which
one of the filters is tapped and like, you know, so help me figure this
out because | just need to design one screen.

Perfect — let's nail this down
You only need one screen to communicate the concept of the visual timeline. So the question is:

« Option A: Default screen (no filters tapped)
« Shows Skin column +all Lifestyle factors stacked.
+ Makes it very clear what the timeline does: align skin + life daily.
+ Bestfor showing the fullidea at a glance.
« Option B: Filtered screen (e.g., SkineSleep tapped)
- Shows Skin s one lifestyle factor (e.g, Skin & Sleep only).
+ Cleaner, more focused view.
« Bestfor showing depth of correlation.
«Since you only have space/time for one screen, Id strongly recommend going with Option A (defauit
screen):

«_it shows the breadth of the timeline.

Scriptwriting and articulation assistance from Al

ChatGPT

here in attached image is my final user persona - check

next step for me would be to know create the user journey right?

Yes — your persona looks solid and well thought out 3. You've mapped bio, goals, frustrations, behaviors,
influences, motivations, and even a quote. That gives you a strong foundation.

« The natural next step is indeed the User Journey. Here's how you can move forward step by stej

Step 1: Define the Scenario
Pick one core scenario to map — e.g. Aditi starts using SkinTwine for the first time to track her skin and
Iifestyle patterns.
Step 2: Break into Stages
For SkinTwine, a typical journey might look like:
1. Onboarding - discovers SkinTwine, sets up profile, understands purpose.

Daily Use - logs skin condition, mood, lifestyle factors, uses stickersfinputs.
Pattern Recognition -> sees visual feedback after a weekjmonth.

why her skin behavee ~ certain way, feels more confident.

Prompt generation for creating Ul visuals on another Al platform

in the script here - With SkinTwine, skincare becomes less about
clutter and more about clarity. Just five mindful minutes a day to
understand your skin's unique story—while making choices that

matter to you and the planet.

Maybe | can add that, you know, once you have an awareness of what
your skin needs and like, why are you doing what you're doing, you're
able to make better skincare choices and understand product
purpose and just choose with confidence.

add this and send revised script. rest stays same.

Perfect — I've added your point about awareness and confident product choices into the Value
Proposition section of the script. Here's the fully revised version (everything else stays the same):

SkinTwine Stakeholder Video Script (Final, Revised)

Opening — Problem / Context (0-20 sec)

“Skincare today can feel overwhelming. So many products, tips, and routines—but itle clarity on what

truly works for your skin. Many young women end up asking, ‘Do | even need this? The resit? Confusion,

over-buying, and self-doubt—alongside growing waste that harms the planet”

Aim | Introduction to Solution (20-35 sec)

“That's why we created SkinTwine. It's a simple daily ritual that helps you notice how your skin connects
your life, spot patterns, and make mindful choices—for yourself and for the planet. No product

pushing, just clarity.”
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Affinity Mapping

Appendix I: Ideation Process

Intial Ideation Phase - Before Element 1 feedback

Tracking & Personal Logging

Fast Idea Generation Method
its about having awareness about
their skin needs. eg - feels dry so need
hydration> hydrating product

‘Automated Skin Insight Tools

Crazy 8 Ideation Method

development of an Al tool
that assesses skin and

states what the skin needs
and its current health

some form of paper that

can be placed on the skin
and then inside a machine

that analysis skin needs.

Guided Mirror Audio

physical tool with inbuilt AT
advisor that scans a person's
skin and tells them their
current skin state and needs

physical tool with inbuilt AT
advisor that scans a person's
skin and tells them their
current skin state and needs

avocal Al assistant that gives

wearable tracking device that
analysis one's skin in accordance
with the external factors that can
affect skin to educate them about
their skin's needs

app in which an Al analysis
the product purpose with
the person's skin history and
log feeded by the person to
produce suggestions

what if on instagram, content
you see about skincare is

prompt to a person to reflect and
Prompts ta Iki nga bout understand their skin better on a optimised according to
. 2 Neap daily basis. (not to say that they can individual skin needs
a person's skin's needs replace a dermat's checkup) (integrated with Al skin tracker)
information cards that help an awareness campaign that
them identify how their skin . . promotes the need for people are able to buy a
is looking/feeling as well as Wi loqeetin dev:cg ik having self-awareness of product only after they can
how they're feellng and what R CEECEL Gl il each person's skin needs prove the need for it for
does that say about their Intes:'(:;lr::fi‘sext:eig::lagzurs and addresslng the 'why' of their skin
skin > what does that signify : . using/choosing a product for (show proof for purchase)
about the need of the skin 'them'
the QR can connect to
tracking device
5
every product has a QR
code, when scanned reveals
the 'why' of using it \ : a digital log of sorts where
s b 5 brand that has products a vocal Al assistant that 3 i =
ﬁmén%zzzm::: :h Zs 'such as a skin calendar, skin gives prompt to a person to :':g}:: o’earrl‘ences :::T:;:f';
weath;r and people 'Ca?l ' logjappicducational W AR e then’: decode what that i
e ethe‘: thp allan materials that help one skin better on a daily basis. el TR A 1
R d':;y myg understand their skin's (not to say that they can Sl el
generating ah awareness of R i e GRS ) E\;orizlon etc '
their skin. backed by top
policy makers
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Gaps Identified Ideas around different formats of Skintwine

Emotional & Intuitive Triggers

Cultural & Ancestral Knowledge Gamified / Engaging Onboarding

Enhanced Ideation - Post Element 1 feedback

The second phase of ideation focused on integrating environmental aspects, drawing
inspiration from frameworks such as the circular design model. This stage addressed earlier
ideation gaps and explored alternative formats of the Skintwine concept, aligning them with

principles of nudge theory.

Planetary Literacy

Sustainable Consumption

1g: Align routines Tracking: Monitor
purchasing frequency and
environmental impact

with hormonal, seasonal,
and environmental cycles

le
or
collective reduction
design enabler. goals.

Cultural & Ancestral Knowledge

“Skin Quest”  connecting people on a
Users earn insights points platform who have similar
by reflecting on their skin, skin types/issues for
lifestyle, and environmental interaction, awareness and
impact advice

|

Daily challenges: “Observe how your
skin feels after 7 hours of sleep.”
Pattern recognition badges: “You
noticed how stress affects your skin for

5 consecutive days.”
Eco “Made a te choice
today.”

Empowerement Related

Help users see not just

“what does my skin need?” self-awareness, but
but also “what does the

planet need from my also planetary self-
choices?” awareness.

Focus not just on skin

Empowering users - Tools "SHilite eI
that make circular behaviour g lphysicaliplanberon

journal with:
easy (refills, reduced waste, Daily reflection boxes: skin feeling,
mindful consumption).

habits, environment, mood.

Emotional & Intuitive Triggers

provocative journaling
as a part of an
everyday practice

Gamified / Engaging Onboarding

interactive game-like

WhatsApp

SkinTwine becomes a WhatsApp chat-

bot that sends odaily reflection (skin
feel + context prompt) and eco-
nudge. Replies are simple emojis or
words. Weekly: a short pattern
summary sent back.

Brand
Collaboration

include SkinTwine
link in packaging

Pause Card

A small wallet card with QR. At a store
checkout, scan — Planet says: here's
the impact.”

“Light Routine”
Challenges

iCal/Google
Calendar

SkinTwine prompts are embedded in

a calendar feed. Users get a reminder

like “Notice your skin’s feel post-lunch

— is it sleep, stress, or weather?” End
of week: a “planet tip” event.

Sticker Kit

SkinTwine’s icons (hydration, cycle,
pollution, stress) are printed as
stickers. Users stick them in their
diary, planner, or phone case to mark
what influenced their skin that day. At
a glance, they see patterns.

NFC
Beads/Bracelet

SkinTwine's input sliders become
physical: tap the bead for “stress” or
“hydrated.” Each tap logs to a phone

app via NFC. End-week: the app
generates pattern insights.

Impact Counter

Screen

SkinTwine becomes a 90-second
touchscreen activity: “How's your skin
today? What's your context?” A small
printout summarizes patterns + eco-
nudge after a week

Open Pattern
Templates

physical or printable set of blank
pattern maps (grids, timelines, or

radar charts) inspired by SkinTwine’s
digital visualization feature. Instead

of app-based charts, users manually

mark their skin patterns against
lifestyle/emotional/environmental
factors.

SkinTwine's weekly summary includes
a challenge: try a week of “less is

i i _ Weekly SkinTwine summary adds a
d DY for skin self line: “Your mindful choices this week
awareness throu g h an more.” Track how skin feels + note saved X grams of plastic or Y liters of
" eco impact (less packaging, less water.” Links awareness to tangible
app (dUO ||ng0) water). eco impact.
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Stakeholder Input on Skintwine format & Features

App fatigue is real - | avoid
downloading new apps

| love aesthetic physical tools
like journals, calendars, and stickers

| find it easier to maintain new
self care habits when they fit natu-
rally into my existing dally routine

For lifestyle choices, | respond
better to positive encouragement
than guilt-based messages

I'm more motivated when | can
track my self care journey visually

| like gentle daily check-ins rather
than frequent notifications

2 [5%Y

Earlier, I'd spoken to you about my project on skincare
consumption. I'm now towards the end of shaping an
outcome from everything | gathered, and I'd love your
quick input.

In the above image, could you please tick all the ones
that resonate with you? And if there’s anything I've
missed, feel free to just text it here.

TYSM in advance £ £

Participant Responses

\. »4 Namrata Bagrecha LCC

I love aesthetic physical tools

In the above image, could you please tick all the ones LOVE .
like journals, calendars, and stickers

that resonate with you? And if there's anything I've
missed, feel free to just text it here.

I find it easier to maintain new

self care habits when they fit natu-
rally into my existing dally routine

TYSM in advance @ &

| prefer using websites on my e

phone over doimloading apps For lifestyle choices, | respond

better to positive encouragement

App fatigue is real - | avoid than guilt-based messages

downloading new apps I'm more motivated when | can

track my self care journey visually
like journals, calendars, and stickers | like gentle daily check-ins rather
than frequent notifications

o0 O Ood

1find it easier to maintain new
self care habits when they fit natu-
rally into my existing dally routine

d
D 1 love aesthetic physical tools
[

For lifestyle choices, | respond
better to positive encouragement
than guilt-based messages

Heyy

Earlier, I'd spoken to you about my project on skincare
consumption. I'm now towards the end of shaping an
outcome from everything | gathered, and I'd love your
quick input.

I'm more motivated when | can
track my self care journey visually

I like gentle daily check-ins rather
than frequent notifications

In the above image, could you please tick all the ones
that resonate with you? And if there's anything I've
missed, feel free to just text it here.

TYSM in advance £ &

3and 6th 11:12

Cool thanks. So you'd be likely to download a new app I..
it? 6:48PM o/

Insights

Digital First

would be
conveninet
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Feeback survey sent to participants

rally into my existing dally routine

For lifestyle choices, | respond
better to positive encouragement
than guilt-based messages

I'm more motivated when | can
track my self care journey visually

| like gentle daily check-ins rather
than frequent notifications

Heyy

Earlier, I'd spoken to you about my project on skincare
consumption. I'm now towards the end of shaping an
outcome from everything | gathered, and I'd love your
quick input.

In the above image, could you please tick all the ones
that resonate with you? And if there's anything I've
missed, feel free to just text it here.

TYSM in advance A & 5:52PM W/

Thu, 28 Aug

n to you about my project on skinc

Key ‘Irends

Ideas were developed in alignment with the micro, meso, and macro trend analysis.

01. Holistic Beauty

Holistic beauty redefines Skincare by shifting
focus from treating specific concerns like
acne and wrinkles to nurturing the whole
individual. More consumers recognize the link
between skin health, physical well-being, and
mental wellness. Consequently, Estheticians
are evolving into wellness advisors, offering
guidance beyond topical treatments to include
lifestyle modifications and mindfulness
practices (Skin Science Institute, 2023).

This development signifies a broader consumer
shift towards natural, ethically-produced,
and wellness-focused products that align
with overall wellbeing. (Groupe Berkem, 2023).
Within the Indian context, this shift is deeply
rooted in traditional practices. Brands such as
Kama Ayurveda, Ranavat, Forest Essentials,
and Fable & Mane integrate Ayurvedic principles
into contemporary skincare formulations.

Simultaneously, global brands are innovating
within ‘neurocosmetics’, meaning products
designed to benefit dermatological and
psychological health. These formulations often
feature sensory elements, such as calming
fragrances and soothing textures, which aim
to alleviate stress and enhance mood while
delivering skin benefits (Menteath, 2024).

Collectively, these trends signify a paradigmatic
shift in the conceptualization of beauty,
emphasizing health, and holistic wellbeing over
traditional ideals of physical perfection (Forbes
Tech Council, 2024).

02. Overexposure & Growing Digital Fatigue

The beauty and skincare market, particularly among young Indian consumers, is increasingly

shaped and overwhelmed by constant exposure to new products, micro-trends, and influencer

recommendations. In an erawhere digital platforms are deeply embedded in everyday life, social media

is marking Skincare as entertainment and a status symbol, resulting in a never-ending pursuit of the

latest products and trends. Gen Z users are continually introduced to emerging skincare products and

routines by influencers, encouraging them to experiment and switch products frequently, often without

sustained use or long-term commitment (Vogue Business, 2024).

This constant novelty contributes to choice paralysis, a growing issue in the skincare industry. With

an overwhelming number of brands and formulations available, consumers face stress, confusion,

and frustration when attempting to find a product that suits their needs (Salience, 2024). Although

»

trends like “glass skin,” “skin cycling,” and “slugging” may initially generate excitement, the sheer pace

of innovation and hype can lead to emotional exhaustion and eventual cynicism, mainly when the

promised results fall short of expectations.

While access to a vast array of skincare information and innovations has empowered consumers, it

is also beginning to backfire. The current digital and product overexposure risks alienating users

through fatigue, disillusionment, and burnout, prompting a cultural pivot toward slower, simpler, and

sustainable beauty practices.

03. Scientific, Sustainable and
Personalized Skincare

The global skincare market’s growth is
propelled by Al-driven technologies that
enhance personalized experiences and rapid
product innovation. The tech indicates a
future where skincare regimens are solutions
and tailored experiences seamlessly integrate
science, regulations, and beauty (Sprivil, 2023).
Businesses are using machine learning to adjust
their product strategies by predicting popular
skincare trends. This proactive approach
enhances product relevance and strengthens
competitive advantage while guiding tailored
skincare innovations. Although biotechnology
has long been employed in medicine, its

effects on the beauty industry are becoming more
apparent (Cosmetics Business, 2024). Integrating
biotechnology and Al is also revolutionizing India’s
skincare industry. Companies like Novology are
developing clinically proven products co-created
with dermatologists, focusing on conditions like
acne and dry skin (Vocal Media, 2024). Additionally,
brands like WOW, Skin Science and Mamaearth
utilize Al algorithms to analyze skin types and
concerns, providing personalized  skincare
solutions (Ranjandas Talks, 2024).

As beauty brands navigate the future of hyper-
personalization, customer identity is becoming
increasingly crucial. The early adoption of the
technology has led to a flood of beauty tech
solutions with big promises and flashy marketing
(BeautyMatter, 2024).
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Appendix J: Cultural Probe

Cultural Probe Questions

did you get it? s5:.02pMm W&
Yes.. joining

Hii! v
Thanks so much for doing the interview and for being so
open and honest

Just a quick note on the cultural probe starting tomorrow
(for 5 days): log things however feels natural to you —
photos, notes, voice memos, texts. Whatever'’s easiest and
least pressure.

Here's what I'd like you to capture:

. Skincare products you are using daily and why

. Any moment you feel the urge to buy something new (if
at all)

. How are you feeling before and after your skincare
routine

. Screenshots of any skincare-related content that caught
your attention on social media; sparked curiosity or
influenced you in any way.

That's it! Keep it light and intuitive. No need to overthink it.
Thanks again! £\ 11:42PM &

Participant Response

| used

1) farmacy face wash

2) byoma toner

3) byoma tri ceramide serum
4)centella face cream

5) summer fridays sunscreen
6) summer fridays lip balm
7) pimple patches by nua

No moment where i wanted to buy new skincare

Rejuvenated and ready for the day, and in the evening
ready to sleep well 6:28

No content with skincare that i came across
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