
APERTURE:
CASE STUDY

A photo-sharing app
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HELLO!
Welcome! This case study
demonstrates how I  appl ied product
management principles to improve a
core user experience in a photo-
sharing app, using research,
prior it izat ion, and measurable
outcomes. 
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BACKGROUND
OF THE STUDY
Aperture is a photo sharing app founded in 2015
for the purpose of sharing photos of places and
people seamlessly to fr iends and family.The key
product features include taking and edit ing photos
in-app, adding effects,  browsing and searching
the photo feed, sharing comments and sending
private messages. The revenue source is in stream
photo and video-based ads. 

This case study highl ights my approach to product
development—using user-centered insights to
navigate constraints,  make informed decisions,
and del iver improvements that create last ing value
for both users and stakeholders.
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BPROBLEM
STATEMENT
Our study focuses on evaluating the
market landscape, consumer trends, and
competit ion pert inent to the new product.

Aperture faces signif icant
chal lenges with user engagement
and retention due to diff icult ies in
discovering and uti l iz ing its photo
fi l ters.  

Currently,  55% of users struggle
with f i l ter discovery and uti l izat ion.
This contr ibutes to a 36% decrease
in user retention and a potential
48% loss in revenue.  

In contrast,  users who actively
engage with f i l ters demonstrate
73% higher app engagement.  



1. AAARR
2. What question are you
looking to answer?

3. Why do you need to
answer this?

4. What data is
required?

5. What is the metric?
6. Is there a success
or failure threshold?

7. What action do we take if we are not
successful?

Acquisition
How many new users discover
and install Aperture after the
filter redesign campaign?

Shows if our marketing and
app store updates are bringing
in new users.

App-store installs,
campaign impressions,
click-throughs.

% increase in installs or visits to
filter-promo page post-launch.

✅ Success ≥ +20 % growth
every month ❌ Failure < 10
%.

Re-evaluate campaign targeting and creatives, in app
guidance to use filters, strengthen App Store
Optimization copy highlighting filters.

Activation
Do new users engage with the
filter feature in their first three
sessions?

Indicates clarity and appeal of
onboarding and UI.

Session logs, tutorial
completion rate, filter
usage events.

% of new users applying ≥ 1 filter
within the first 3 sessions.

✅Success ≥ 60 % ❌Failure
< 40 %.

Simplify onboarding, clear icons, add “Try a Filter”
prompt, show preview before save, less effort or clicks
for filter views and usage.

Retention
Are users returning weekly to
edit photos using filters?

Shows how easy and appealing
the new filters are for first-
time users.

Weekly active users using
filters.

% of users returning within 7
days.

✅ Success ≥ 40 % ❌
Failure < 25 %.

Trigger re-engagement push (“New filters this week”),
personalize recommendations. Show trending or
recommended filters.

Referral
Are users sharing filtered photos
or inviting friends?

Measures if users love the
feature enough to recommend
it to others.

Share-to-social counts,
invite link clicks, referral
code usage.

% of users sharing photos or
sending invites.

✅ Success ≥ 15 % ❌ Failure
< 5 %.

Add “Share your creation” pop-up; introduce referral
rewards or community features.

Revenue
Are branded filters generating
sustainable income?

Validates whether our
partnerships with brands (like
Coke or Nutella) are profitable.

Brand partnerships
signed, impressions of
branded filters, CTR,
conversion per campaign,
revenue per brand.

Total monthly revenue = sum of
all (how many times users see or
use a particular branded filter ×
how much a brand pays every
time a user views or applies its
branded filter.).

✅ Success ≥ €10 K/month
from ≥ 3 active brands 
❌Failure No growth or
drop > 25 %.

Gather usage data to pitch stronger return on
investment to partners; creative catchy good quality
filters; test new verticals (food and beverage, travel,
Make up brands).
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QUALITATIVE DATA



QUANTITATIVE DATA



METHODOLOGY



PROPOSED TIMELINE



ANALYSIS



ANALYSIS



RESULT FROM AB TESTING



SUMMARY
This case study shows how I improved user engagement in Aperture by addressing
a key usability gap in filter discovery. Research revealed that while filters strongly
drive engagement, many users struggled to find and use them effectively.

I used user research, rapid prototyping, and usability testing to validate a focused
solution that improved filter visibility and preview. The final design reduced
friction in the editing flow and demonstrated measurable improvements in task
success and engagement

Eva Kubendran Amos
evanjalin.kubendranamos@gmail.com
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