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I’m a detail-oriented User Experience design 
enthusiast with a focus on human-centric design 
methodologies. An Electronics and Telecommunications 
Engineer by formal education, I find inspiration for 
interaction design in everyday things and actively 
mentor those excited by the world of design.

Along my career path, I have worked with amazing 
professionals on projects that have garnered 
global recognition.

User Research

Design Strategy

Interface Design

Wireframing

Information Architecture

Data Analysis

Hello, I’m Arjun.

I speak design and 
business. 

Throughout my personal 
and professional 
experiences, I’ve been 
passionate about:
 

UI Designer

April 2017
Picostone
UI Designer

June 2017
eYantra, IIT Bombay
UX Designer

September 2019
Lollypop Design Studio
UX Designer

July 2020
Lollypop Design Studio
Asso. Sr. UX Designer

Present

Let’s talk about experience

Achievements

Clients and companies I have worked with:

Awards & honours

I have worked with a multitude of clients and for 
a variety of companies. This is a selection of my most
recent and relevant user experience design projects.

Brand Strategy
UX Strategy Sketch, Figma

Miro, Typeform
Marvel, XD

Mobile App
Website

Case Studies

Transforming & uplifting the 
telecom industry in India.

Work

Biggest challenge was to understand the uncertain 
& volatile telecom market and its unique 
complexities, simplifying user's digital experience 
being a major one. A bad experience at any touch-
point can cause customer attrition and thus loss of 
business. 

Our task was to overhaul the entire digital branding 
while glorifying the merger of the two global brands 
Vodafone & Idea. It was imperative to craft 
a seamless digital experience through a mobile app 
that would enable a seamless transition of users 
from the existing apps of the two brands.

Defining the ‘WHY’
Challenge

We conducted workshops with clients to understand 
users' pain points, expectations and motivations in 
order to arrive at the usability scores of both the 
existing apps. The obsolete design language and the 
user journey required a facelift. Focused group 
discussion combined with thorough research on 
user's feedback on the market places, we framed our 
strategy around not disrupting the experience 
severely for the users, and make them feel home 
through the new app.

The research-first approach helped us obtain 
detailed & multifaceted insights about the target 
audiences & sequentially it helped to address and 
comprehend their hindrances, gratifications & their 
sine qua non.  Thus, we embarked on a research 
quest & we identified the three paramount divisions 
which influenced the users the most -

Garage sessions for research
Research

Experience: 
• Broken multi-channel journey
• Lack of communication in terms of services 
• Long/complex user journeys
• Delayed and/or failed responses from CRM 

service
• Lack of trust
• Poor network

Product: 
• Confusing product construct
• App crashes frequently
• Payment failures with certain payment 

methods
• Too many app updates

Problems faced by users
across Indian telecom 
providers

Difficulties

Vodafone & Idea were two entirely different apps we 
dealt with, thus our team of UX researchers 
started workshops with clients to understand :

• The pain points, user needs, users’ expectations 
& motivations to arrive at a usability score.

• The discussions & workshops helped us to 
cultivate an understanding of the existing 
products & their related issues. 

• This allowed us to be in complete accord to the 
vision & direction.

After understanding the pain points of the users - we 
defined our role as below:

• To think of the redesign as a whole system & 
not just a mere logo uphaul.

• To convert user pain points & challenges into 
opportunities.

• To ensure that with the merger of 2 legacy 
brands, representation of both should be equal, 
neither one should stand out more than the 
other.

Starting the drill
Kickoff
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Strategy Design &
Research 

Platforms 

Capabilities

Capabilities

Findings:
• Most walk-ins to stores are for Sim replacement 

& transferring from postpaid to prepaid.
• Very few walk-ins for MNP.
• A major shift from postpaid to prepaid because 

users feel prepaid is more value for money. 
• More users opt in for family plans because of its 

benefits as compared to postpaid. 
• Getting a new connection can be completely 

digitized. No signatures required to get a new 
plan. 

• So, only KYC verification requires Vi Customer 
Executives for now.

• Only OTP requirement to get the alternate 
number.

Key Insights: 
• Content clarity is the key for onboarding 

journeys. The customer needs to be told about 
the plans & their free benefits. 

• Allow the customer to personalize their number 
based on their birthdates, a lucky number or a 
random sequence.

• Ask for customer feedback right after they have 
completed a journey to understand drop-off 
points and improve our services.

In-store experience research
Research

Findings:
• 74% of recharges are done through retailers
• 24% of recharges are done through 3rd party 

apps
• 4% recharges are done through Vi portals

Key Insights: 
• Capture the intent of the customer while the 

payment is being made. This would save time, 
create fewer distractions & lead to a higher rate 
of conversion. 

• Upsell/Cross-sell services to the customer to 
get more from the customer every time they 
come for recharge or payment. This will keep 
them engaged and would want to keep 
coming back to the Vi app. 

• Incentivize the payment flow for the app. The 
customers should get more value for money as 
they recharge from the app. This would ensure 
that they come back for future recharge 
payments. 

Payments research
Research

Findings:
• End of April to mid July is the biggest 

International Roaming season time on account 
of summer holidays. Also, mid-December to 
end Jan & A short peak of 10 days around Diwali.

• Top places for IR are UAE, US, UK, Thailand, & 
Singapore. Popular tourism groups are quite 
varied - Central & Eastern Europe, Australia & 
New Zealand, Singapore & Hong Kong, 
Singapore & Malaysia, Singapore & Thailand, 
Thailand & Hong Kong, UAE & Saudi Arabia.

• People mostly travel for 7-10 days & the longer 
trips last for 3 weeks. Thus, most sold packs are 
7 Days followed by 28 Days.

Key Insights: 
• As compared to the competition, Vi has the 

best roaming plan but users are confused 
about the product construct as it is not clear. 

• The current digital journey is confusing and 
limited. There is an overload of information that 
can be avoided by providing contextual 
information.

• It is difficult to understand the variation in 
benefits based on the country the user is 
traveling to.

International roaming 
research

Research

• Identified personas & created user journeys.
• The team of UX Designers arrived at wireframes 

that illustrated a personalized journey for every 
user persona. 

• We defined intuitive workflows such as 
recharge, bills, and balance checks for the 
users.

• We pitched for various first-of-kind initiatives 
directed to boost customer acquisition & 
engagement.

Our plan of action
Define

1. 1.5 Cr+ unique users

2. 7.5 Cr+ total visitors

3. 20 Cr+ pages views 

4. 15 Lakhs+  bill payment

5. 35 Lakhs recharges

6. 39+ TNPS score 

7. 99.5% crash free sessions

8. <= 5 sec responsiveness

9. >99.5% system availability

10. 300M customers served

11. 60M+ App downloads

12. 4.3/5 App rating

Redesign Impact
Impact

While revamping the UI, we gave a completely fresh 
look to the app by updating the design system to 
match the new brand guidelines. We brought the 
boldness of Vodafone and the playfulness of Idea, 
intending to keep the traits of two old brands 
unabridged. Every screen prompts us to take an 
action, thus leading to another screen and hence 
higher engagement. Elements including the icons 
and the artwork are in sync throughout and right 
balance of colours red and yellow highlights the 
brand integration of both Idea and Vodafone.

Interface elements
Design

Website shots
Design

• Our ultimate goal was to make Vi app, a one-
stop destination for Vodafone & Idea users to 
make mobile recharges, bill payments, raise 
service queries & complaints.

• Also, to provide end-to-end solutions to 
manage accounts, organise contests/
campaigns for better retention & craft fun 
experiences to help users participate in Vi App 
offers & stand a chance to win exciting prizes.

Features that we introduced:
• A new, minimal yet bold dashboard for better 

management of accounts.
• Efficient and easy recharge & bill payment 

processes & incentivised payment flow. 
• Payment offers pertaining to cashback & 

rewards to be surfaced and promoted for 
better adoption. 

• Facilitate the Vi app in 6+ languages to ensure 
utmost accessibility.

• Increase awareness of non telecom benefits 
like Hotstar, Netflix, Prime to ensure that the 
users do claim them and make the most of 
their plans/packs.

• Digitizing a few customer care related requests, 
which formerly placed by users only via calls & 
thereby reduced the turn around time to just 30 
mins, such as-

• Hosting new campaigns, to upholster user’s 
retention on the app, such as

Happy surprises
• For fostering the new brand in users mind, by 

Spotting the Vi logo across all the Vi digital 
platforms, to win mega prizes, gifts, and 
vouchers. 

IPL quiz
• Crafted a live quiz experience for active players 

to passive viewers, with a bundle of exciting 
prizes and offers.

Vi Tuesdays
• In addition to the daily surprises, user’s can also 

unlock special offers on the Vi app every 
Tuesday. 

Prioritisation of features
Define

• Low user engagement in the first-time 
recharge.[4877 per day]

• A great fall in the retention rate of any 
customer over 3 weeks. [Week 1 - 52811, 

          Week 2 - 48939, Week 3 - 42661]
• An average of 74% drop-off till a user places an 

order on the app.
• No good use of search ability for users to find 

what they were looking for.
• The verbal communication and tone of voice 

used were not standard.
• It was very generic & nothing stood out well.

Problems with previous
Vodafone & Idea App

Difficulties

The biggest challenge for us was to understand the 
subtleties of the niche segment within Bio-
Technology that Mission Bio practised in. Secondly, 
we had to heavily rely on the inputs received from 
our clients, as we didn't get direct access to the 
actual users.

Another challenge for us was to keep the data 
visualization interfaces extremely intuitive and 
devoid of clutter to empower the end-users for 
making quick and informed decisions.

UX Strategy
Sketch, Figma
Miro, XD

Website

Mission to eradicate cancer &
deliver precision medicine.

The challenge for us
Brief

Before proceeding with the design, we conducted a 
comprehensive research on business and user 
objectives. Mission Bio team assisted us in gaining an 
in-depth understanding of their application and 
provided relevant documentation that helped us 
understand their business model, customer journey, 
marketing and sales funnel etc.

To comprehend their data visualisation desktop 
application 'Tapestri', Mission Bio engaged us with a 
Bioinformatics Consultant. This helped to decipher 
the application, domain and the users precisely.

Our researchers visited several healthcare centres to 
analyse and understand domain-specific processes 
and applications & instruments available to 
researchers/ bioinformaticians for cancer research.

Our plan of action
Define

Mission Bio is a leading biotechnology company that 
empowers researchers and clinicians to unlock 
single-cell biology to enable the discovery, 
development, and delivery of precision medicine.

Mission Bio wanted to enhance the experience of its 
end users by offering digital, intuitive and state-of-
art applications. They engaged team Lollypop to 
design and develop a customer portal for engaging 
clients seamlessly by providing a single point of 
access for all the transactional and profile 
information. On top of that, Mission Bio wanted us to 
design a one-of-a-kind cloud-based Designer 
platform that could aid biotech practitioners in 
cancer research.

Additionally, they wanted to overhaul their data 
visualisation desktop application 'Tapestri', to 
enhance the intuitiveness, usability and functionality 
of the application.

Defining the ‘WHY’
Discover

Healthcare | December 2020 

Strategy Design &
Research 

Platform 

Tapestri Insights
Design

Customer Journey Mapping
Define

We then decided to map out the existing Information 
architecture and user flows which will be used as 
reference at a later stage to propose a new 
Information architecture and user flows. The purpose 
of this exercise was to understand the current 
structure, steps users take to achieve their intended 
goals and identify the challenges that make 
completing tasks difficult.

Designing user flows
Define

We then decided to map out the existing Information 
architecture and user flows which will be used as 
reference at a later stage to propose a new 
Information architecture and user flows. The purpose 
of this exercise was to understand the current 
structure, steps users take to achieve their intended 
goals and identify the challenges that make 
completing tasks difficult.

Designing Architecture
Define

Wireframes
Define

The visual language is very simple and follows close 
design guidelines of its branding. Since the web app 
users are Data Scientists and Medical geniuses, the 
app has been designed with minimum distractions 
and is on the point; the idea is to have the users 
waste absolutely no time and get what they want.

The platform is extremely data and number heavy, 
hence, you will find a lot of white spaces and easy to 
understand tables and charts. The whole app has 
extremely simple iconography for increased 
relevance and a guided tour on the steps to be 
taken on the platform. For the Tapestri insights 
application, the data visualisation is made extremely 
simple; charts give a quick overview of the statistics 
that matter to the users within seconds.

Designing for healthcare
Define

Having grown up in the liberalized economy 
millenials have strong financial aspirations.
Millennials are expected to constitute nearly 75% of 
the overall population.  According to CAMS, 47% of  
new mutual fund investors in 2018 were millennial. 
They are characterized by their strong preference for 
transacting online. Additionally, Middle income 
households with no prior investment knowledge and 
restrained spending capacity and people residing in 
cities that are sparsely penetrated by agents will 
constitute a large share of next wave of users. 
A dedicated effort was needed to create an 
innovative and simple products that fulfill the needs 
of this segment.

Having grown up in the liberalised economy,
millenials have strong financial aspirations.

Expectations:
• Intuitive Interfaces, fast approvals and answers 
• Robo advisors, having lesser fees and lower 

minimum investments.
• A simplified way of learning to make informed 

financial decisions
• No surprises when it comes to hidden charges 

& money, transparency is important
• They are attracted to referrals and rewards to 

make use of their social captial 

Pain points:
• Lengthy processes and cumbersome 

onboarding to an app they’re not yet sure to 
use

• No personal guidance to help them answer 
their needs

• Inhibitons that Mutual Funds are complex and 
difficult to understand

UX Strategy
Sketch

Website

Designing mutual fund 
journey for millenials.

Who are we building for?
Challenge

The changing face of 
Indian investors

Research

Banking | August 2021

Strategy Design &
Research 

Platform 

We took a look at platforms that are catering well to 
our target audience to derive what could be the way 
forward to craft an experience valuable to Millenials

Groww:
• The value propositions and product offerings 

are clear, well categorised & easy to 
understand and take action upon with a clutter 
free design

• Microinteractions that make the experience 
unique and memorable

• Conversational, comforting UX writing that 
instills trust

Scripbox:
• Provides the user with a personalised 

experience that helps then make better 
financial decisions and feel in control and not 
lost

• Minimal, clean designs that make the user 
journey easier, pleasurable and reduce 
cognitive load and confusion

Axis bank MF:
• Provides the user with a personalised 

experience that helps then make better 
financial decisions and feel in control and not 
lost

• Well structured and easily navigable 
information presented in bite sized formats 
reduces cognitive load 

Heuristic violation: H1, H2, and H8

Ranking: Major

• There are too many things going on in the first 
fold of the page. This will not let user to focus at 
one thing and can cause cognitive load.

• Recommendation: Well structured and easily 
navigable information presented in bite sized 
format will reduce cognitive load 

Heuristic violation: H2, and H8

Ranking: Major

• Conent does not make sense. Information 
hierarchy needs to be improved for important 
elements like, fund type, suitable for, NAV, 
minimum SIP to start.

• Recommendation: There should be a help 
section saying ‘don’t know what mutual fund to 
select?’ option for newbies.

Heuristic violation: H4, and H8

Ranking: Minor

• Information should be properly laid out. After we 
add a pre-defined SIP here, the next action 
should be here itself. 

• The download app banner should be separate 
and in focus.

How can we enhance the 
digital experience?

Research

The aim of this audit was to educate and promote 
good usability standards and solutions across
HDFC mutual fund platforms.

Audit to understand the 
current platform

Hero section

Mutual fund selection

Investment calculator

Research

In order to make the experience for each user cater 
to their understanding of, and needs from, Mutual 
Funds, we took an approach where the entire home 
page can be viewed based on the investor’s 
proficiency level in dealing with Mutual Funds.   

Any journey from the home page into the inner 
pages can be standard but will have to have 
detailed information supported by proper help and 
cues for beginners as well. 

Having a role-based starting point ensures that 
beginner’s are taken care of and explanation of 
Mutual Funds and how they help them can be done 
in a flow into the inner pages.

The road to success
Design

Website shots
Design

patelarjun.alpha@gmail.com

+91 76780 66756

www.lollypop.design/about/arjun-patel

contact details: 

Thank You 
Golden word

• In-store experience
• Payments
• International Roaming

• International roaming
• Network troubleshooting
• Bill charges waiver
• Payment related issues


