PRODUCT TEARDOWN 2026
Tata Neu: Gen Z Engagement & Retention

TATA
NE

Tata Neu is where
students check out. It
should be where they
check in.

Students use Tata Neu for the big purchase, then the
app goes dormant: the case's "‘Buy and Bye" syndrome.
The opportunity is to give them a reason to open it
without buying.

From transaction-led to relationship-led engagement

Tharun Rathod - lIT Roorkee

ONE ECOSYSTEM, PUBLICLY LISTED PARTNERS

BigBasket Croma Tata Img Westside

Tata CLiQ

IHCL (Taj)

TWO WEEKS, ILLUSTRATIVE (NOT DATA)

M T W T F § § M T W T F S S

Open, buy, leave. Nothing pulls the student back in between.

1/7



Ecosystem breadth does not create visit frequency

Existing: one app for fashion, electronics, groceries, travel and finance, tied together by NeuCoins (1 NeuCoin = g1).

1- Need arises 2 - Open the app 3 - Transact 4 -Leave
A high-ticket need: a ==  Search, offers, = Buy or book, earn Dormant for months: "Buy
phone sale, a flight home NeuCoins balance NeuCoins and Bye"

Event-based usage Standalone preference No hook, no daily loop
Opened only for high-ticket needs, For fashion and grocery, brand apps Nothing to open for without purchase
then dormant for months. feel faster and more familiar. intent: no daily loop.

LANDSCAPE: WHAT HOLDS A 20-YEAR-OLD'S ATTENTION (OUR READ)

Instagram Cred Brand apps Tata Neu
Social hook Curiosity hook Speed + familiarity Rewards at checkout only

Diagnosis (ours): not clutter or missing brands. Tata Neu is a catalogue, useful once a student knows what to buy.

@ Sources: tataneu.com; Tata Digital launch release (Apr 2022); problems and examples from the case 2/7



One gap, one vertical: trust wedge, habit engine

Core gap: no reason to open without buying. Shift: transaction-led to relationship-led

Case 1- The wedge: Trust + Convenience PROPOSED* Case 2 - Habit side: Discovery + Cadence PROPOSED*

__________________________________

: Essential i

Neu Circles ssentials Campus Drops Neu Challenges |
Trusted social discovery Persistent shopping Relevant opportunities CLelly e i
intent mechanic :

Need: know what is -)
worth buying

Need: a reason to open S

: : Need: a reason to join,
with no purchase intent

return and share drops

Need: stop rebuilding the

same basket
Returns for: a friend's Returns for: new,

. Returns for: weekly top- .
recommendation expiring drops
ups, monthly restocks

Returns for: a weekly goal
with a daily step

o ___

oo

_________________________________

EI[eW Foundation: connected Tata brands, NeuCoins (1 NeuCoin = 21), NeuPass

M * Proposed, not existing. Challenges is the mechanic inside Case 2, not a separate product 3/7



Case 1, the wedge: trusted picks become reusable lists

Recommend. A friend explicitly recommends a product to a private

circle. Nothing is inferred from orders. Hostel Gang Hostel Essentials
e Discover. The student sees it in the circle, labelled as a recommendation, Private circle - 4 friends Reused from last time

one tap from the product page.

. S _ Aarav recommends Body scrub
e Save. She saves it to an Essentials list, such as Hostel Essentials.
Gentle face wash
. i i i Face wash

o Beuse Next w.eel'< or next month she reuses the list, removing or restoring

items. No rebuilding, no auto-order.

) _ {3 Verified purchase ]

e Return. She comes back with planning already done. No fresh Protein-poweder

search needed. View item Save Removed - Restore

WHY ONE CASE + Add from Circles

Riya saved (not
endorsed)

Protein powder

Circles creates intent; Essentials keeps it. Alone, a recommendation
is forgotten and a list has no discovery source. Both work across

Checkout stays per
brand until a unified cart

brands, which standalone apps cannot do. is confirmed.

Only this circle can see this.

Main risk: low network density. Essentials still works with Edit or leave anytime.

zero friends.

* lllustrative concept. Not existing Tata Neu screens.

m * Proposed. Principles: opt-in visibility, purchase is never an endorsement, revocable at any time 417



Case 2, the habit side: challenges make drops recurring

Mon - Discover. A relevant campus drop appears: a partner perk, time-
bound, with clear terms. Campus Drops This week

Mon - Save. She saves it. An expiry reminder is set only if she opts in. This week - your campus Challenge - saved drops

Wed - Share. She sends a group offer to friends. It unlocks at a stated Fashion - Student perk Weekly challenge

head-count Campus-week offer Plan your week

Dai!y - Participéte. A weekly challenge adds one small daily step, like s S Gy Save Save one useful item
saving a useful item. No streak penalty. a day

D
Group deal 3 of 5 days done

RElETET ] ] N Reason to Unlocks at 5 friends No streak penalty. You
discovery bl Social action Al Real utility 22 eturn S get a reusable list.

3 of 5 joined - by Sunday

Next Mon - Return. She checks her progress and the new week's drops.

®© 06000

. : if 5 ioi AVED -1
Main risk: partner readiness. Launch drops only where a partner commits. Unlocks only if 5 join S

Challenges never require a purchase.

Expiry reminders are opt-in. Campus-week offer
Expires in 3 days

*|llustrative concept. Drops depend on partner participation; not
every campus or brand has student offers.

W * Proposed. Drops supply opportunities; Challenges add a light daily step, never a purchase 517



Success is weekly meaningful action, not app opens

PRIMARY METRIC

Weekly Engaged Student Users (WESU)

Eligible students who complete at least one meaningful action in a week: act on a

recommendation, reuse a saved list, save a relevant drop or finish a challenge.

Not counted: passive opens and notification clicks. WESU is WAU filtered for

real actions.

SUPPORTING METRICS
Student weekly active users
Four-week retention

Repeat Essentials list use
Meaningful Circles actions
Drops saved, challenges done

Cross-category discovery

GUARDRAILS
Notification opt-outs
Privacy complaints
Unwanted promo exposure
Feature abandonment

Incentive-only engagement

* PROPOSED TARGET, NOT A RESULT

Headline outcome: student WAU +15%
versus a matched control by week 8, lifted
by WESU rather than notification opens.

visits a week. Baseline first.

ROLLOUT

o Lists + private Circles

e Campus Drops, where supported
e Weekly challenges

Q Expand on evidence and readiness

m * Targets are proposed, not results. Denominator: pilot-campus students active in the last 30 days.

=

Engaged students average 2 to 3 meaningful

______________________________________________________
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THE RECOMMENDATION

Make Tata Neu useful
Trust
between purchases, not New Circles
just at checkout. |
Convenience

DIAGNOSIS Essentials

Tata Neu rewards the purchase but gives students no reason to
open the app without one: the "Buy and Bye" loop.

HOW THE PIECES ADD UP

Discovery

TWO CASES Campus Drops +
Lead with Circles + Essentials: cross-brand trust and planning GilliEnEs
that single-brand apps cannot match. Campus Drops +

Challenges add the weekly and daily cadence.

Each input gives a different reason to open the app between
purchases. Together they move Tata Neu from occasional
WHY TATA NEU transactions to recurring engagement.

A shared rewards currency and a connected brand portfolio

let lists, circles and drops span categories, which single-brand

apps cannot.
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