
Decoding the Product 
Psychology of Myntra

Or how Myntra turns average Indians into Shopaholics



Shopping is something that a person doesnt really “need”. It is also a bit more involved than say checking Email or Twitter or Instagram. 
So how has Myntra been able to create a compelling, habit forming product. Myntra takes a user through the following 4 step process to 
get them to form a habit and it relying on the following main psychological principles:

1. Easing activation.

Make it as likely as possible that a first time downloader of the app ends up making at least one purchase, however small. Myntra 
does this by visually captivating landing screen and reducing the cognitive load during onboarding 

2. Repeat use features

Build features that get people to keep using the app after initial activation

3. Sunk cost Fallacy

Build an artificial value in the account, a sense of accomplishment in the journey so far, such that there is a psychological cost of 
abandoning the app. This is a powerful tool to keep initial retention high.

4. Appointment dynamic

Appointment dynamic is when products try to build a regular habit by nudging users at particular points of the day. Myntra uses a 
variation (with carefully crafted push notifications) of this to get people to keep returning to the app.

Once the user reaches this stage they enter the habit loop and may become heavy users of the product.

Main psychological elements at play in the app.



Myntra’s Habit Loop
As long as a user is 
engaged with the app she 
will keep entering the 
purchase loop from time to 
time.

The key for Myntra is to 
ensure that the user keeps 
coming back to the app for 
one reason or another. Thats 
why they have built a strong 
content loop.

As we will see in the 
following slides, many 
features seem to have been 
designed specifically keeping 
this in mind.



1. Easing Activation - The landing screen

Visual Capture

There are two things conveyed on this screen. Lifestyle 
and Value.

The banner for US Polo covers 70% of the real estate on 
the screen. These panels all have striking visuals and 
change with a quick frequency to ensure that that the user 
sees at least a few. The visuals in the panel are extremely 
high quality

Free shipping and the large shopping discount are again 
very prominently displayed on every panel. Bank offers 
are also displayed here. Again conveying value



1. Easing Activation - The landing screen (Contd)

The Focus on heavy 
discounts and deal prices 
continues for a long time. 

The landing page is very 
long and every inch of it 
is showing an offer.

Even the Category 
sections (eg Kidswear)  
are showing low prices 
and offers. 



On scrolling for just a few seconds, Myntra has been able to 
convince a first time user of the app that is has amazing 
deals and prices without coming across as cheap. It 
achieves this through large visual panels with high quality 
photos, and always showing brand names alongside 
discounts.

After much scrolling we reach the categories section, but by 
that time, the user has to have seen at least something that 
he/she found interesting enough to click.

1. Easing Activation - The landing screen (Contd)



Such is the focus on displaying 
visuals on the landing page that 

See A the left side menu has 
largely been left empty, and only 
a  link to categories page is 
given instead of actual product 
categories. Everything has been 
put on the main landing page so 
that the user definitely looks at at 
least some offers. 

See B Even the ribbon 
containing categories by gender 
disappears when scrolling down, 
in order to free up space for the 
visuals. 

1. Easing Activation - The landing screen (Contd)



1. Easing activation - Product page
Okay lets click on Men’s category and then Click 
sportswear in that.

The App uses a fashion lifestyle quote during the 
loadtime to encourage the user to go further along 
in the shopping journey.

This is what we see on the product page. Heavy 
emphasis on discounts and using FOMO to get 
people to make a hasty purchase decision.

Basically saying “throwaway prices.. Available 
only for 1 day” without actually saying it.



Reducing Cognitive load - 
Online shopping is confusing. Too 
many options and hard to judge fit 
and look. The entire product page 
is geared towards reducing that 
cognitive load and making it super 
easy to buy the product. 

There is a video panel, showing a 
model wearing and explaining the 
product. There is a panel with Key 
highlights of the product. 
Concerns around Size are 
alleviated with a clear size 
recommendation based on past 
data. In fact that size has been 
automatically selected.

There is an easy share button on 
the product in case you want to 
get an opinion on it from a friend. 

1. Easing activation - Product page



Reducing Cognitive load (Contd)- The public reviews are 
not a simple star rating, but split by the most usual 
evaluation criteria which changes depending on product 
category. Eg see here it says Thickness as its jackets. 

Even the ratings on those criteria is presented in a 
qualitative manner rather than a star rating, as people are 
able to relate to that more easily. And its presented as bar 
charts. 

The cumulative effect of this is that at a single glance I am 
quite confident that this item will fit me well.

Also towards the end, in case the user is still unsure of 
buying, it aims to keep them in the purchase frame of mind 
by recommending similar items, not just by category by 
also visually..

1. Easing activation - Product page



Reducing Cognitive load/effort (Contd) -

 Checkout is made as effortless as possible- address already selected, 
bank offers displayed, available coupons are displayed. 

And the instead of just the name,photo and price, of the item, a 
description, review rating, dropdown selectors are given for size and 
quantity as well, in case somebody is confused even close to 
checkout, 

Myntra doesnt want them to leave the checkout page.

1. Easing activation - Checkout page



2. Repeat use features
Myntra Studio - Influencers 

Myntra Studio allows a person to follow fashion 
influencers on the app. 

Influencers and Brands post regular content on 
the app, and users actually get suggested 
whom to follow based on their purchase and 
browsing history. 

Eg lets pick this influencer. You can see their 
posts and also the products that they 
recommend all of which are ofcourse 
shoppable within the app.



2. Repeat use features
Myntra Studio - Influencers 

Items from a particular look are 
suggested and can be purchased 
from the app or added to wishlist.

Discovery of handles to follow on 
the studio can also be done from 
theme of the posts. 

Intention is to ensure that user 
spends as much time as possible 
within the app



Games - play and earn

Very basic games have been 
built into the app. 

On the left Myntra is using the 
Endowed Progress Principle. 

There is a reward at 3000 
points (Rs 100 off). By 
endowment of an initial 
“progress” of 500 coins 
towards the goal of 3000 coins, 
Myntra is increasing the 
chances that a user will try to 
complete that goal.

The purpose of including these 
games is to ensure that the 
user stays engaged with the 
app, and keeps returning

2. Repeat use features



Gamification - Myntra Move

Myntra Move allows users to earn rewards by 
connecting their fitness tracking apps to myntra move. 

The rewards are actual cash discount rewards based 
currency earned via activity on myntra move. 

Interestingly by doing this Myntra has managed to 
Piggyback on the retention of other apps like google 
fit. 

The idea being that if you are able to associate your 
product with another product for which the user already 
has a strong habit, then a lot of the habit formation work 
is already done for you. 

A user who tracks their fitness regularly may start 
checking myntra regularly just to see what rewards they 
have unlocked.

2. Repeat use features



2. Repeat use features
Fashion editorials

Very simple visual editorial 
content on styles based on 
different trends and seasons.

The idea for such features is 
that 

● it gives users a reason 
to stay within the app 
even after they are 
done shopping.

● It gives them a reason 
to open the app just to 
check out what may 
have changed since the 
last time they were 
here.



3. Sunk Cost fallacy
Loss psychology on 
abandoning the app.

If a user stops using the app, they 
lose reward point tiers that they 
have “earned” through shopping.

They lose all their saved styles 
and looks, that they have pieced 
together after hours of browsing.

And they lose the play and earn 
and Myntra move currency that 
they have earned by putting time 
in the app.

All of these are designed to evoke 
a feeling of a material loss when 
someone stops using the app. To 
avoid this a user will continue to 
spend time. A variation of the sunk 
cost fallacy.



4. Appointment dynamics

Appointment Dynamics are a method to get people to get in 
the habit of using products by nudging them at specific intervals. 
In the case of myntra they achieve this with a number of 
features 

Push Notifications

The apps send cleverly worded and designed push notifications 
at specific time windows throughout the day, like when a person 
is likely to be travelling after work, or during possible lunch 
times.

The idea is that you want people to start associating 
(consciously or subconsciously) certain outside triggers (eg 
location, time of day etc) with usage of a product. 

Eg for people who have the habit of reading news during 
commute, they will automatically open a news app on their 
phone if they get on a train and are not in an unusual state of 
mind.



4. Appointment dynamics

Live Shopping masterclass

The myntra live feature provides a live video event at a 
particular time, where an influencer will take a masterclass 
on a particular fashion related topic. 

This is also a variation of appointment dynamic at play as 
the app is encouraging people to actively set aside time for 
using a particular app, and it ensures that the user will 
come back to the app at that preselected time.



4. Appointment dynamics

Seasonal events - Myntra Fashion Superstar

Myntra has basically created a reality TV show around 
fashion which includes some celebrities and runs on a 
season schedule. 

Products seen on the show are shoppable from the app. 

The idea here is again to ensure that users keep returning 
to the app at regular intervals, or planned intervals so that 
they stay in the habit loop of the product.



End of Deck


