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FabShop - One-Stop Comparison Tool for Shoppers



Customer/Problem Hypothesis

 Shoppers in the age group of 18-34 find it difficult to get 

the best price for a consumer product while shopping 

online or in stores.



Heetae, a resourceful shopaholic 

 Description
• Late 20s

• Lives in Los Angeles

• Educated

• Employed full time

• Makes a decent salary

 Behaviors
• Always researches before shopping

• Looks for better options to solve problems

• Tech-savvy with a huge inclination towards 

mobile shopping

• Makes a careful decision by striking balance 

between price and quality

• Educates himself from customer reviews

 Needs & Goals
• Wants best value for his money

• Dreams of a life facilitated by technology

• Expects the products purchased to be 

affordable to the masses

• Needs a tool to do comparison shopping

• Wants one product to solve multiple problems



Customer Discovery Results

8 out of 10 interviewed shoppers found it difficult to get the best 

price for a consumer product while shopping online or in stores.



 Description
Google Shopping allows shoppers to quickly 

and easily find your product listings on Google. 

Google Shopping helps you to reach shoppers 

while they are searching for items to buy on 

Google. 

 Pros
• Huge Customer Base

• Google Wallet Payment Option

• Plenty of sellers to choose from

Cons
• No mobile application for Google Shopping

• No connections with big box stores like Target, 

Costco

Competitive Analysis
Direct Competitor – Google Shopping



 Description
PriceGrabber is a distributed ecommerce 

platform that connects shoppers with thousands 

of merchants. Consumers use PriceGrabber.com 

to shop and compare prices on products from 

different merchants.

 Pros
• Features like Wish-list, save cart

• Instant price comparison

• Suggests the best price available

Cons
• No mobile application for iOS

• Poor user experience

Competitive Analysis
Direct Competitor – PriceGrabber



Competitor Analysis Brief – Summary

Current Market Place

• Current online platforms provide solutions for comparison shopping in a very 

distributed and abstract manner. They all share a common base of                 

e-commerce but they don’t have all the data gathered at one place.

• Most of the direct competitors don’t have a mobile application and the user 

experience is very ordinary.

Opportunity

• E-commerce being a huge domain, there is still a great opportunity to build a 

product which will help the customers do comparison shopping better.

• Killer UX and mobile application are the USPs of the product.

• Getting all the stores interested and showing up their data at One Stop will be 

beneficial for customers and stores as well.  



Prototype



Interview Questions

1. How old are you? Do you like to shop?

2. How do you go about shopping a product?

3. What factors do you consider before buying a product?

4. How often do you use mobile devices for shopping?

5. Do you prefer shopping online or in stores?

6. Where do you usually search for products?

7. What kind of products do you generally search for?

8. Do you do comparison shopping?

9. Do you feel like having a way to get a particular product for the 

best price without visiting various sites/stores? 

10. If there is a website/application that forms a platform listing various 
stores and prices they offer, would you give it a try?



Guerilla User Research Findings

 5 out of 5 (100%) interviewed people agreed that they had 

problem finding a product at the best price while shopping.

 4 out of 5 (80%) interviewed people agreed that they would 

pay a minimal amount for using the application given the 

application provides accurate results.

 They all loved the value proposition and found it easy to 

explore all the flows of the application on their own.



Guerilla User Research Findings

Liked the idea of showing the 

featured stores

Cool logo and background

Expecting more information like 

Ratings, Reviews

Confusing lines



Facebook Ad



Unbounce Campaign - Desktop



Unbounce Campaign - Desktop



Unbounce Campaign - Mobile



Unbounce Campaign - Results



Unbounce Campaign – Hypothesis

 Overall, the campaign yielded good results and there was a 

learning curve involved in terms of promoting the product.

 If the Facebook Campaign would have been run on 

Wednesday which is the most active day for Facebook in 

terms of users rather than running it on weekend, the results 

might have been better.

 Mobile News Feed had higher response as compared to 

Desktop News Feed for Facebook Campaign. More focus on 

Mobile Feed would have provided better conversion rate.

 The Ad on Facebook might have looked like one more 

addition to thousands of ecommerce platforms already 

available on the internet.



Road Map

 The product has a mass appeal if it provides accurate results. 

Breaking the doors of big box retailers and getting their 

listings is the key and unique selling point for the product.

 The current business model for charging the user for using the 

application is sustainable but we need to test the market 

with multiple business models.

 Once the initial value proposition is satisfied, additional 

premium features like notification gateways, referral system 

can be integrated.

 After successful run in the Apple market, the application then 

can be replicated in multiple platforms (Android, Windows) 

and launched in different countries.


