
Zippin

Case Study - Extended Version

Checkout- free shopping for everyone



The product

Project Overview

Project Duration

Zippin is the next generation of checkout- free technology, 
enabling retailers to deploy frictionless shopping in their 
stores quickly.

7 weeks

Preview of selected
polished designs.



Project Overview

The problem

First- time customers have a learning curve when 
they shop at Zippin. This is represented by delay in 
line and not knowing the shopping process.

The goal

Improve the first- time experience of customers in the 
store by educating them on how the process works 
while they wait in line. 



Project Overview

Our Role

Zippin came with a great pitch about how to solve 
the problem. Through Human- Centered Design 
methodologies, we will research, create, validate and 
iterate the solution.

Responsabilities

1 - Research
2 - Implementation
3 - Validation & Testing
4 - Delivery



Identify case studies & best practices
Proto- personas
Best service design practices
Customer journey blueprints
Insights & HMW?

1.
2.
3.
4.
5.

Research 
Phase



Case studies & best practices

People can think 
they are "stealing" 
the products.
How might we 
communicate the 
payment process?

Communication

24/ hrs. 
open 
store

Value propositions

No 
unecessary 

human 
contact

Fact

Friendly 
onboarding & 

communication
(Watch the video)

Good practice

You can use 
the app and 
use delivery 

option
Features

Easy as 
that–no 

confusing 
self- checkout

Value propositions

For today’s 
busy 

lifestyle.
Value propositions

Employees are still 
there. As customer 

service & QA. And help 
with cash payments. 

And in charge of 
product display.

Scenarios

Customer 
service 24/7 

(phone 
service)

Features Scenarios

People feel 
discrimination 
because they 
don't have a 

debit/credit card

Pain point

Build a 
frictionless 
and secure 

world.
Value propositions

Fans get what they want 
quickly and easily and get 
back to their seats without 
missing any of the action 

on the field

Good practice

Value propositions

Copy 
inspiration: "You 

are your ID"

Communication

Value propositions

Clear: is an 
excellent example 

on security 
process (airports)

Good practice

Clear 
communication 
and statements
Simple and clear 
communication

Communication Good practice

It communicates 
Value Proposition 
key messages in 
simple text and 

illustrations

Good practice

Adults spend 
32.89 days of 

their lives waiting 
in grocery store 

lines.

Copy Metric Pain point

"It saves time by 
not having to scan 

each item and I 
am able to go on 

with my day"

Fact Value propositions

They have 
interesting 

booth
Stand / Store

See way- 
through the 

product 
display

Stand / Store

Dunkin Donuts: 
have loyalty 

program (Tiers 
& pts.)

Engagment

Contactless 
QR payment 
in store or by 

drive thru
Payments Touchpoints

The app gives 
you different 

payment 
options

Payments Touchpoints

There's an 
inventory of 

what the 
store has.

ProductThe store is 
outside in a 
gas station

Scenarios Stand / Store

"Scan- out" to have 
peace of mind. 

Because they have 
the feeling they are 

stealing.

Features Good practice

Pain reliver

if you’re 
overcharged, there’s 

an in- app support 
button for getting a 

refund.

Features Pain reliver

Scenarios

3 or 4 users inside 
at the same time 
(the technology 

can't get wrong at 
tracking the user)

Fact Metric

People who work in convenience 
stores. They will

change their role from cashiers 
to be concierges and 

recommend best products.

Human inclusivity Pain point

Pain reliver

"The time it takes to make a 
decision increases with the 
number and complexity of 

choices."
- Hicks law

 That's why they need 
recommendations.

Fact Pain point

Product display

Users can place 
the order with the 
app and only pick 

up the order

Pain reliver Payments

On- Demand 
Delivery and 

Pickup Partner

Delivery Payments

Stand / Store

Secure by paying 
without touching 
screens or signing 

a receipt

Pain reliver Payments

Technology adapts to the 
user needs by creating a 

contactless solution based 
on Covid sanity good 

practices

Communication Good practice

Pain reliver Stand / Store

User flow Value propositions

Delivering service 
with good signage 
helps reduce the 
lines and wastes 

time

Communication User flow

Young adults seem 
to be the one who 

are open to 
experimenting with 

these automated 
experiences.

Target

Speed in achieving the task 
or goal is important to keep 

enjoying every moment 
with friends, family or just 

the game

Communication Pain reliver

User flow

The same concept 
of store used in 

the same stadium 
as Zipppin

Context Scenarios

Having stores with 
same concepts can 

be a benefit to 
Zippin as is similar 

learning curve

Commercial alliance

What if there's 
a commercial 

alliance 
between 
brands?

#No dead- 
ends

#Commercial 
Alliances #Security #Saved 

time
#Target and 
 behaviors

#Communication
#Stand 
communication Payments New 

channels

Job transitions / 
human 
assistance

Engagement 
Strategies

Branding props 
help to have more 

interaction on 
social media and 

engagement

Engagment Product display

#Frictionless 
experience are part of 
the value proposition

Frequently 
asked questions 

divided into 
sections

Communication Good practice

They give priority to 
the type of store 

and not to the 
different brands

Communication Stand / Store

Value propositions

They have 
communication 
in the product 
display doors

Communication Product display

Stand / Store

Floor mat with 
brand or 

communication 
over concrete 

floor.

Communication

Option to 
pay with 

cash
Features Scenarios

Self- checkout kiosk 
with scanner to look 
for the products at 

the end of the 
journey.

Fact Scenarios

Unbanked 
consumers 

represent 6.5% of 
the U.S. 

population,

Metric Pain point

They have a TV to 
keep looking at the 

game at the 
convenience store

Engagment Pain reliver

Stand / Store Touchpoints

Value propositions

By implementing 
good signage 

improves user flow

Having congruent easy- 
to- read information 

helps not overwhelm the 
customer

All the 
communication 
is meant to last 
in the exterior

Communication Stand / Store

Brand props help to 
have more interaction 
on social media and 

engagement

Focus communication on 
the benefits of saving 

time to enjoy  the game 
and social interactions

1-2-3 easy steps 
related to the 
whole process

Alleviating emotional 
concerns regarding the 
flow will help make the 

experience more pleasing.

How might we make 
people not feel 

discriminated against 
for not having a card?

How might we make 
every age person 

welcome to Zippin 
stand?

We need to consider 
actions to address 
scenarios where 

people face dead ends.

Sometimes people are 
going to face frictions. 
Good service helps the 
user to achieve a goal.

There is an opportunity 
to create a commercial 

alliance between 
similar businesses.

There is an opportunity 
to take advantage of the 

digital ecosystem that 
the stadium has created

There is an opportunity 
area to deliver goods to 

customers while they are 
enjoying the game.

Getting clear with the 
information related to 

technology and the security of 
the data makes the user feel 

comfortable using the service.

"It has to be clearly 
explained the purpose" 

of why specific 
information is needed.

Having a clear communication or artifact 
to leave the store understanding that the 
payment is being charged through your 
mobile/card. E.g.: "When leaving, check 
your recipe on your phone; thanks for 

shopping with Zippin."

Saving time is crucial. As well 
making a decision takes time. What 

if we gave a recommendation of 
bundles options when they come to 

the store?

It seems the store windows are 
clean and don't obstruct product 

display.
Signage communication has specific 

structures to be shown that don't 
obstruct product display.

Have artifacts that make the 
user understand that it is a 
fast and efficient service (no 

line, no game missed)

Giving other options 
for payment besides 

digital. E.g. Cash

It can be a value proposition 
to explain that store 

payment, and general 
customer flows are friendly 

with hygiene alignments

Having an inventory in an 
interaction touchpoint 
could help anticipate 

consumption decisions.

The concierge recommends 
products to help the 

customer decide more 
quickly what they are going 

to buy.

The concierge recommends 
products to help the 

customer decide more 
quickly what they are going 

to buy.

Make it easy to get human 
assistance

A service should always provide 
an easy route for users to speak 

to a human if they need to

HMW get the user to 
download the app 
and get rewards?

The interaction that took 
the longest was the can 

opening process, which is 
tricky to do yourself if you 
are carrying several items 
(there are no bags to carry 
the concessions from the 

stands).

Pain point

Sign- up promotion 
to have more users 
getting curious and 
involved with zippin

Engagment

The brand could be 
placed all around 
the stadium with 

different purposes

Engagment Touchpoints

People feel afraid 
that the system 
charges more 

amount than the 
correct one

Communication Pain point

What if the app also 
explains the 1-2-3 

steps to use Zippin?

What if Zippin has bags with 
the brand to carry all the 

food the user buy? (allows to 
promote the brand also)

What if Zippin app has the 
live or current time the user 

has inside to grab and go. Ex: 
waiting time: 45 seconds 

inside store

The design team's first step was to review best practices and case studies 
regarding checkout- free stores, stadiums, and arenas, to ensure the 
implementation will follow leading- edge industry standards.

Research summary profiles

Case studies summaries arranged by themes



Proto- personas

Frequent Shopper

Name: Steve Jones
Age: 25 - 40
Studies: Bachelor's Degree
Innovation adoption: Early 
adopter
Social class: Middle class

Demographic

Payment: Mostly with QR 
and rarely with Cards.
Activities: Attends NFL 
games frequently to cheer 
for his team.
Interests: Sports and car 
racing events

Behavior

Needs: A quick an easy way 
to grab a drink and a snack 
when attending a game.
Needs: An experience 
similar to grabbing food 
and drinks from his own 
fridge when attending a 
game.
Wants: To spend as least as 
possible time in a line 
when purchasing.

Needs and Goals

Ocassional Shopoper

Name: Karen Williams
Age: 33 - 45
Studies: Associate's Degree
Innovation adoption: Early 
majority
Social class: Middle class

Demographic

Payment: QR or Card.
Activities: Airplane travel 
frequently due selling job.
Interests: Wine tasting, 
house repairing and 
makeover.

Behavior

Needs: A way to keep 
hydrated and ocassionally 
grab a snack while on the 
airport.
Needs: To feel secure to 
provide personal 
information online.
Wants: To avoid queues 
and spend as min time as 
possible in the airport.

Needs and Goals

First Time Shopper

Name: Aiko Eiji
Age: 37 - 58
Studies: Postgrad Degree
Innovation adoption: Late 
majority
Social class: Upper- middle 
class

Demographic

Payment: Card.
Activities: University 
researcher who sometimes 
travels and attends sport 
events with family.
Interests: Science, nature, 
reading.

Behavior

Needs: The more informed 
the better.
Needs: To understand a 
situation before trying a 
new experience
Wants: To avoid making 
mistakes while trying 
something new.

Needs and Goals

A proto- persona is a description of the target users and audience of a 
product based on the assumptions of stakeholders. Creating this ad- hoc 
persona allows product teams to begin designing and building immediately 
without getting overly bogged down with the details of user behavior.



Best Service Design Practices

Clearly explain the purpose of your service
The purpose of the service must be clear to users 
at the start of using the service. That means a user 
with no prior knowledge must understand what 
the service will do for them and how it will work.

Require no prior knowledge to use
A service should not work in a way that assumes 
any prior knowledge from the user. All the signage 
are placed in critical moments to sort out how it 
works.

Require the minimum possible steps to 
complete
A good service requires as minimal interaction 
from a user as possible to complete the outcome 
that they’re trying to achieve. Sometimes this will 
mean proactively meeting a user’s needs without 
them instigating an interaction with your 
organisation. This may also mean occasionally 
slowing the progress of a service in order to help a 
user absorb information or make an important 
decision. For example, Zippin have simple steps to 
shop.

Case study findings will align with Service Design principles and best practices.
These are used to design, assess or monitor the quality of any service.

Be consistent throughout
The service should look and feel like one service 
throughout, regardless of the channel it is 
delivered through. The language used should be 
consistent, as should visual styles and interaction 
patterns. We parctice consistency through the 
signage.

Have no dead ends
A service should direct all users to a clear 
outcome, regardless of whether the user is eligible 
or suitable to use the service. No user should be 
left behind or stranded within a service without 
knowing how to continue.
There's staffing that will help customers. As well 
as unblock dead ends.

Make it easy to get human assistance
A service should always provide an easy route for 
users to speak to a human if they need to.
There's staffing that will help customers. As well 
as unblock dead ends.



Customer Journey Blueprint

Front stage

Back stage
Is where all the support 
processes live that 
produce the front stage; 
the lights, the sets, the 
crew, all of which should 
be invisible to the 
customer, but often 
aren't.

Blueprint scenarios and what is it about?

We identified the customer journey phases of the 
communication process that will reduce friction. 

Blueprint - Happy path (debit or credit card)
A customer wants/tries Zippin for the first time by 
using a credit card, and experiences a new way of 
shopping, resulting in a great experience.

Is where the customer 
processes the service 
and the experience 
happens.

Blueprint - User uses QR code- Zippin App 
(Happy path)
A customer wants/tries for first time Zippin by 
using a QR code, and experiences a new way of 
shopping, resulting in a great experience.

Blueprint - Person struggling entering the store
A customer wants/tries to enter the store, and 
experiences friction both in line, as well as when 
entering the store, resulting in rejection.

Blueprint - Group of people takes a lot of time 
inside the store
A group of people wants/tries to buy something 
and for some reason they have a checkout delay, 
resulting in a bottleneck.



Information sorting
We gathered the blueprints and sorted their outputs through a user journey critical 
moments diagram. After reviewing patterns, we created insights and rephrased them: 
How might we solve _insight_?

1 - Walk through the hallway
Customer sees the Zippin stand and inventory through 
windows.

2 - Customer trying to enter
User gets in the line to enter Zippin.

3 - Validation of entrance
User scans credit card or QR code through entry reader 
at turnstile.

4 - Grabbing food and drinks
User grabs food or drinks he/she likes (including 
alcohol).

5 - Customer exits
User walks to the exit and waits for turnstile to open.

6 - Receive recipt
User checks the total purchase in bank app or in Zippin 
app.

Critical moments

Insights & How Might We?

Pain points

Insight How might 
we?

Idea(s)

MSCW

M

S

C

W

We gather insights; then we rephrase them as 
How might we? After that, we can work the 
multiple ideas.

For sure, we are going to have a lot of ideas. 
Nevertheless, we need to prioritize them to 
see which will be the first to be executed or 
tested.



Critical Moments + 
Communication
Visual Communication

1.

2.
Implementation
(Starting the design)



Critical Moments + Communication
We set and arrange all the communication according to the critical 
moments, as well to identify pain points, KPI's & problem statements.

Pain points

It may be challenging for first- time 
shoppers to understand the 
concept at first glance and already 
in front of the Zippin store, quickly 
reducing the likelihood of use.

First time shoppers, wants to 
buy something, because they 
are thirsty. They don't know 
what is inside of the hall and 
the stores.

A family of shoppers wants to 
get into Zippin but is not clear 
about the overall buying 
process when going as a 
group.

First- time shoppers will 
need a reason to try out an 
unfamiliar process in a 
familiar context (stadiums).

KPI'S
No. of entrance to the store1.

Problem Statement
How can we stand from  the rest?
How does the store works?

1.
2.

Pain points are specific problems faced by 
current or prospective customers in the 
marketplace. Pain points include any 
problems the customer may experience along 
their journey.

KPI stands for key performance indicator, a 
quantifiable measure of performance over 
time for a specific objective.

In general, a problem statement will outline 
the negative points of the current situation 
and explain why this matters.



Visual Inspirations

We created a visual benchmark to 
see how the artwork would look.

This was our first visual approach.



About this testing
Methodolgy
Testing

Validation 
& Testing



Why should we do testing?

Testing

It is essential since it discovers defects before the delivery to the 
client, which guarantees the quality of the solution. It makes the 
solution/product more reliable and easy to use. Thoroughly testing 
solutions/product ensures reliability and high- performance when 
using them.



People are willing to perform extra 
tasks (scan a QR code, open a 
microsite, input payment 
information, etc) at the entrance of 
a Zippin shop as long as they can 
skip the queue and avoid the 
waiting times on the credit/debit 
payment lane. They will also clearly 
understand the communication 
on the materials placed in the 
store.

Hypothesis:

About this testing

Based on this hypothesis we developed the testing 
goals, to get the best results.

Validate if users are motivated enough to perform 
extra steps initially to reach their goal faster.
Identify potential frictions while trying to access a 
Zippin store through the fast lane via a microsite.
Evaluate if users understand clearly the 
communication of multimedia materials placed in 
the store.

Testing Goal: 



Survey for screening
Remote unmoderated test
Visual walkthrough 
journey flow

    (mid- fidelity)

Methodology: 

Methodology

Screening criteria
Testing software

    (user testing or similar)
Storyboard with relevant 
content
Prototype
Scenario for testing
Follow up questions

Material: Output analysis:

Main findings
Executive report
Designs iteration



We set up customer testing with a 
digital platform that allowed us to set 
some unmoderated tasks to validate if 
the solution was on the right track.

Testing

User Testing Platform
usertesting.com

The script that the user went through...



Minimum 
Friction

Moderate 
Friction

Critical 
points

No 
critical 
points

How to read:

After scanning the QR code, you are directed to the Zippin 
website to enter your payment method and access the store.

Did you expect this to happen?
How do you feel about this situation?
What would you do in this scenario and why?

Scan QR (scenario)
TASK 4

You have entered the store and look for your favorite items. 
Once you get them:

What do you think you need to do next and why?

Inside a Zippin Store (scenario)
TASK 5

Moderate 
Friction

Expected 
outcome

One 
critical 
point

If obtaining QR 
code takes too 
long, won't use 

the service

Load microsite, fill 
information and 

receiving QR code 
should be done in 
1 minute or less

Extra
Display on 

turnstile where 
scan the code to 

enter

Moderate 
Friction

Expect to 
perform extra 
actions with 

the items 
taken

One 
critical 
point

Communicate 
more is a grab 

& go action 
after enter

Testing evaluation example:



Delivery

We deliver interconnected communication that works in different parts of the 
customer journey. 
Several communication touch points utilize the internet to provide a faster 
experience while shopping in the store. 
Each of the communication touch points are focused on reducing customer 
frictions according to the blueprints and user testing.



Going 
Forward



Takeaways

Impact

We mapped different touch points (where customers interact with the brand, 
product and service) of the Zippin store.
We identified critical moments on the customer journey.
We eased the Zippin store customer's pain points and anticipated their 
frictions.
We identified KPI's through the critical moments to align the communication 
strategy.



Thanks for 
tuning in! �


