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We outline the importance of touch screen kiosks in the retail environment by using our own work on Van Heusen as 
a case-study-in-point.
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Without planning, your company’s 
operational activities and its 
implementation tactics can go off in any 
direction like an unguided missile. 

There are three levels of organisational planning.  Once the 
strategic company plan is complete, plans are developed for 
each functional division, including marketing. A strategic 
marketing plan should be developed and should include 
a situation analysis, marketing objectives, target market 
selection, positioning and differential advantage and the 
strategic marketing mix. An annual marketing plan for each 
major product/company division should also be developed. 

While most marketing plans follow similarly structured 
outlines, they vary significantly in the depth and breadth 
of analysis employed.  A marketing plan assists you in 
integrating your total marketing effort and ensures a 
systematic approach to developing products and services to 
meet and satisfy your customers’ needs. 

When you’re writing a marketing plan you need to be 
clear about your objectives and how you’ll achieve them. 
A good marketing plan sets clear, realistic and measurable 
objectives, includes deadlines, provides a budget and 
allocates responsibilities. 

The seven elements of the marketing plan are outlined 
below:

1. Situation analysis
An examination of current business conditions in which your 
company operates.  You need to analyse your capabilities, 
identify situations and trends in their environment before 
selecting target markets and developing strategies to 
appeal to them. 

Conducting a thorough situation analysis will see you 
undertake the following: market analysis (market size, 
trends and growth segments); marketing mix analysis 
(current product 4Ps analysis – product background, 
pricing, recent promotions and distribution channels); an 
internal factor analysis (company background/image and 
customer profile); and, an external factor analysis (ie; factors 
you can’t control such as demographics, economic trends 
and forecasts etc). You should also conduct a 4Ps analysis 
(product, price, placement and promotion) on your top 
competitors. Analyse their brand, position statements and 
advertising/media strategy. 

2. Objectives
Despite the paramount importance of setting clear 
objectives each year, objective setting is often one of the 
most poorly handled areas of the marketing planning 
process. You need to set specific, measurable and achievable 
objectives across key areas of your business. Objectives 
should be set in the areas of fiscal (i.e.: increase sales in 
dollars and units; profit targets etc); marketing (i.e.: market 
share; media share; and, sales and new distribution channels 
etc); and, communication (i.e.: build brand/company image; 
increase brand awareness among the target audience; gain 
trial or repeat purchase etc).

3. Segmentation and target market 
strategy
Develop a segmentation and target market strategy. Market 
segmentation is a customer-oriented philosophy and 
consumer markets can be segmented by four broad bases: 
geographic, demographic, psychographic and behavioral 
(such as benefits desired and usage rate etc).

There are important interrelationships between the various 
segmentation factors, especially for demographic factors.  
Age and lifecycle stages are typically related to each other, 
for instance, income depends to a large degree on the 
factors of age, lifecycle stage, education and occupation.
Identify segments that offer highest potential in terms of 
return on investment. 

4. Positioning
Review your existing positioning and if you don’t have a 
positioning statement - write one. Be clear on your value 
proposition and key competitive advantage. Ask yourself 
the following questions: what is your unique selling 
position? How will your products/services succeed in the 
market where others may have failed? What gives your 
product/service a distinctive edge?

5. Marketing strategy
In this section of your plan clearly outline how you are going 
to achieve your objectives and the specific steps, planned 
activities, costs, responsibilities and timings.  Identify 
success indicators - what measurement result will need to 
be met before this activity is considered a success? 

Failing to plan? Plan to fail. 
By Gaye Steel, phdcreative How to develop a marketing plan for the new financial year.

Gaye Steel

Creating interactive in store experiences 
that deliver results
The retail environment is now far more than e-commerce versus bricks 
and mortar. Brands are now up against competitors within their own retail 
space. Technology is now so portable and connected, we defer to it for 
even the most mundane tasks. A simple ‘What should I wear today?’ now 
becomes a topic on Twitter. We shouldn’t be surprised that shoppers are 
turning to this open and free source of knowledge to make sure they are 
spending their hard earned coin correctly.

 68% of all smart phone users access the web in-store.

 20% of smart phone users use it to research products in-store.

  24% of smart phone users intentionally have their smart phone  
with them to inform themselves about products.

Shoppers are researching and comparing competitor products in-store. They desire and expect 
to be well informed before purchasing. This is the current state of retail and is fast becoming 
part of our social fabric. 

As the retail-marketing 
agency for some of 
Australia’s biggest 
brands including 
McDonald’s Australia, 
Woolworths and 
Australian Geographic 
Retail, phdcreative 
knows that retailers 
are increasingly 
seeking to create an 
in-store experience 
that ultimately moves 
people to purchase.

retailer.
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Convenience is no longer a factor, we know we can find it 
somewhere else cheaper and have it delivered right to our 
door. So shopper confidence in your product is a key to 
establishing strong brand affinity.

Google’s amazing data about mobile search queries doesn’t 
just show the importance for brands to focus on mobile 
technology, but highlights the specific requirements of the 
shopper in the retail space.

There are many solutions to this new opportunity. Yes, a 
mobile strategy should be included as part of your omni-
channel marketing strategy, but mobile alone presents 
hurdles between the shopper and your brand. 

  Search results - you can only optimise your site as 
much as your competitor can.

  Search advertising - you can only optimise your 
campaign as much as your competitor can.

You could further train your staff in customer service or  
put on additional staff to cover in-store inquiries.

Print material is also a good option, but when was the last 
time you picked up and read a brochure in-store.

Then there is the touch screen display. If the objective is to 
inform the shopper and fill them with confidence, this seems 
like the easiest way for the shopper to access and digest all 
the information you can offer. Plus we all love technology. 
Not because we love electronics and all that geeky stuff, but 
because:

  It’s informative. Enabling us to search and refine  
the information in a way that’s unique to each user.

  It’s responsive. Nothing keeps you engaged more  
than something that gives back.

  It makes our lives easier by doing all the heavy  
lifting for us.

A touch screen display has the sole task to inform customers 
about your products and services. The information is right 
there for them to access and is relevant to the environment. 
There are no barriers to the shopper immersing themselves 
into the detail of your product and service. 

Touch Screen Displays engage, educate, inform and 
persuade customers.  

At phdcreative we have recently partnered with Van Heusen, 
a division of Gazal, to bring a large format interactive touch 
screen to the menswear floor of the Myer Sydney City store. 
The touch screen display is part of a major concept store 
relaunch for Van Heusen and this is the first large format 
interactive kiosk to be installed at Myer.

The strategy is to highlight technical product information and 
personal styling advice with a strong focus on coordinated 
looks. In turn, supporting sales staff on the floor.

To maximize the customer interaction experience we 
created an easy to use interface with simple navigation 
paths and logical clear language to communicate detailed 
product information.

“This project wasn’t just about product information display 
and new technology. “We wanted to create an interface with 
measurable outcomes.” phdcreative Managing Director, 
Trevor Jones, explains, “So we kept it simple with the aim  
to attract, engage and direct.”

The Van Heusen Touch Screen Display system provides 
key measurable product and brand touch points, directing 
customers to the next step in the purchase cycle.

The concept will be rolled out across Australia to key Myer 
stores through 2013.

Convinced that a touch screen display is a key touch point 
in-store?

r  marketing 

The touch screen display is part of a major Concept store relaunch for Van 
Heusen and this is the first large format interactive kiosk to be installed.

retailer. 
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HOW TO DO IT WELL:

There are no hard and fast rules. But like everything  
in-store, you should always start with the customer.

 Where are they coming from in-store?

 What information are they after?

 How much do they already know?

 Where will they go next?

This will give you the framework of how to attract them, 
engage them and direct them.

Then you can start working on your information 
architecture. Aim for it to be as logical and shallow as 
possible. Don’t just take the information you have on 
your website and put it on a 43” touch screen. The 
information required in-store would be different to any 
other piece of communication you have.

User interface design is not the dark arts; we’ve all 
used multiple touch devices. Safe to say they’re Apple 

devices, with a 77% market share. User interface 
design for interactive devices is the integration of form 
and function. Users will judge it on how well the design 
works with the functionality.

Then you can give it context and align it with the rest of 
your environmental design and brand.

During each of these phases I suggest getting it 
in front of people for some user testing. Just like 
you would with your website. Have real users put it 
through its paces. This will highlight key barriers in 
the user interface and architecture early enough to do 
something about it.

Now with the utmost confidence you can deploy your 
touch screen display on the appropriate technology 
in-store.

A FINAL WORD….
The touch screen display offers shoppers a new way 
to shop alongside traditional touch points. It enables 
customers to access the detailed information they 
are after. By controlling the environment where the 
information is displayed you remove competitor 
influence and ultimately deliver increased shopper 
engagement and education. 

This article was submitted by phdcreative December 
2012. phdcreative is a multi award-winning brand and 
design agency specialising in retail. B&T recognised 
phdcreative in its league table of Top 20 Most Effective 
Agencies in 2010. 

If you would like help in developing your  
Touch Screen Retail Strategy please 
contact us at phdcreative 02 9431 1400  
or visit www.phdcreative.com.au

retailer.


