Topic - “Increase The Usage Of Voice Input On The Chatgpt Mobile App”

uf 7. « Fast i
/@) « Hands-F
/@Y « Hands-Free v |

v

ﬁnw can you

help me?

Recipe please!
o

. ——

_~ . . .- *
i 1 ¥ I i i h - !
g ™ i
| 7
-
s s
i j g
r
F -
Ek ""1"'* | _*.-*"' #
- i
e h #
-

-
-
at

Il Tap to Spe
© P v O

—

“~@¥ Explain this... |

Bengali

.
H--'_

Telugu |

Submitted By Apoorv Kathwar
NextLeap - Cohort 46



Evidence pack

Milestone 1 — Indian Voice-Tech & Mobile Usage Landscape (Systems Thinking + Iceberg Model)

[ Surface Layer (Events)

* |ndiais a mobile-first market with 1B+ internet users,

e 270% YoY voice search growth. <
e \WhatsApp users send ~7B voice messages/day.

e 70%+ regional language users.

e Speech Is 3x faster than typing.
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1 Pattern Layer (Behavior)

Indian users use voice when: Indian users avoid voice when:

%‘"'

» Typing is hard * Public Place 1l B situational, not default.
 Hands are busy * Low trust S CERE —

Query is short * Recognition errors
* |Informal communication * Long complex prompts

&) System Structure Layer (Ecosystem)

Thereis:

* Clear use case

» Low cognitive load
* High reliability

* Fast feedback

L] Mental Model Layer (Deepest Iceberg)

The ecosystem works because:

() WhatsApp - frictionless - low stakes
@+ Google Assistant - task-based
B2 YouTube - short query

ChatGPT voice mode is: User mindset is : -

* Conversational « Short B N

+ Long-form + Fast o T <o 43l
. Interactive . Direct Ty B S N, W!Eilnngcunversatmn

This is th  key mindset conflict w
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ChatGPT UX Analysis, Comparable Voice-First Apps (Bottleneck Identification + Feedback- Flay Store listing
loop)

OpenAl Voice FAQ

Vv i/ Negative Reinforcing Loop (pownward spiral)
Market Ready - vice (Low trust 2 Less usage - Less habit > Less adoption)

India is ready ChatGPT has a s But users aren't S .
for voice use. voice feature : using it.
€ e User tries voice feature
s \ e Voice misunderstood it
' . e It took too long Rl
| J_ ._: 55 . ﬂ-d-;; ; 9 LESS USAGE e User had to repeat 9 | ESS USAGE @

= s

_— + User avoids voice
feature

e User avoids voice feature
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Bottlenecks

if

Iy} LESS ADOPTION

: Tt C. Use Case Bottleneck =
A. Discoverability Bottleneck B. Trust Futtleneck_ __ e & e
(Users don’t clearly notice it) (Users don’t fully trust it) (No clear purpose) @ = 5=
'u?.‘;l S ! Use Case
: W) -
Problem: ] Q 2. How competitors position voice:
onl a.small e e =1 o Common Play Store complaints: . \WhatsApp = Send voice message Cycle repeats and problem keeps worsening
. Th y . boardi "+ "Voicels notaccurate.” * Gemini = Real-time assistant Poor first experience creates a feedback loop where trust and
€re 1S no onboarding or * “It takes too long” . Perplexity = Task-driven adoption decline together.
guidance. _ _ * “Mic doesn’t work.” assistant | B
* Itcompetes with other actions Trust is critical for voice features. Each has a clear use case.

like attach, image, etc. Voice Mode?

When using voice, users: But ChatGPT voice:

. . _ Speech-to-Text? .
:’ﬁf'?h"?m co nfusedd.?" * Speak their query, Expect an * Focuses on general conversation o
i > HIIS VOILE MOE: o Immediate and correct result » Has no strong contextual triggers Users don’t understand T %’H\ n
Orjust speech-to-text: If the system: For example, there are no clear AElfelanli s s e |
f If users cannot clearly see W * Misunderstands prompts like: o el
* Requires repetition g i ' ~
or understand the feature, q P Translate this Voice usage relies on trust, but many

they will not use it * Responds slowly “Summarize this” users have had bad experiences. They
w ' o Users quickly abandon It. “Quick answer mode” quickly give up.




Why This Matters + Business & Product Outcomes + KPI Tree

stanford study

Why This Matters VOICE ADOPTION

If voice usage increases on ChatGPT, it will not just improve a feature

— |t can become a full growth engine.
+  \/oice is not just an input method. India is multilingual country, typing friction is high in Hindi/regional i

»  Voice = a growth lever. languages. Visibility Rate
* Voice adoption » unlocks new segment = increases TAM.

* More TAM - more paid users - revenue growth.

PRODUCT GROWTH LEVERS BUSINESS GROWTH LEVERS

. Weekly Voice Engaged
\w) Users (WVEU)

f;'h Retention Rate

-

Cﬁj} Voice lcon CTR

/%Fﬁ“‘ ' ;ﬁf ~a. First Voice Success Rate
KPI Tree 'S

(How We Measures Success)

# o Active Paying Users

-0

REVEMUE

¢ [ _ ) @ North Star Metric
p ’ Waekly Voice Engaged Users Weekly Voice Engaged Users (WVEU)
. \ (WVEU) Number of unique users who use voice at least once per week.
| Numbers of Weekly 4 L J If this number increases — the strategy is working.
‘ " | Active Users ] %
Numbers of Active ) "‘ * .
Paying Users ) 2@ i | Voice Adoption Rate
‘ ‘ i _ 1 (Habit Formation X Discoverability X First-Time Success)
Revenue % ! | Retention Rate | |
_ : (Trust & Quality + Habit Formation)
Avg. Revenue Per Users “ ‘ A
(ARPU) l [ )
Trust & Quality Rate + Habit Formation Rate % e % First-Time Success Rate
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Task Completion _ Day7 Voice Voice Sessions Voice Visibility Voice Icon First Voice | i Retry Rate |
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= Successful Voice to Task = Positive Ratings / | | = Voice to Text Switches / = Day7 Voice Users / = Total Voice Sessions / = Session Showing Voice = Voice Taps / [ _ Firet-Time Successful 1 ([ = Repeated Voice
Completion / Total Voice Sessions Total Ratings Voice Sessions Day0 Voice Users ) Total Voice Users Ilcon / Total Sessions Voice Impressions Voice Attempt Per Users / Attempts Per Users /
| Total Attempts Per User Total Sessions Per User




