
ENSURING SUCCESS
10  points to remember when planning

 an interactive project



INTRODUCTION
Interactive projects often call on many 
different disciplines to achieve their 
goals. Add to that the different internal 
departments  such as marketing, IT and 
product development and you quickly get 
lost as to how to plan for an interactive 
implimentation.

The end user’s expectation has also raised 
the bar on what is accepatble. Ignoring 
their experience will often result in a project 
that fails to achieve the expected usage. 

Listed below are the 10 key points we use 
to help focuss the project and ensure the 
important factors are covered at the planing 
stage. Remember to get all parties involved 
early on, especially your development 
partner. This will ensure the best possible 
solution to what you are trying to achieve. 



PLANNING FOR SUCCESS

1.  Match the project to your business goals:
It is imperative that the project be linked to business goals. This focuses the project development 
phases and makes it measurable. Defining realistic business models will also ensure that the project 
funding is taken care of upfront and does not leave the project hanging half way without funding.

2.  Bottom up design:
The industrial revolution brought with it a product focused business model – build the product then 
convince the buying public they need it. The information revolution has turned this concept on 
its head.  Listen to the needs of you buying audience then develop the product to suit the need. 
In effect you let the customer develop the product. This applies to touchscreen development as 
well. Projects that succeed are those that constantly engage with the audience and develop the 
learning’s into the next version of the software.

3.  The experience economy:
We have entered into an experience economy. Customers are exposed to constant entertainment 
and stimuli and are looking to bring these experiences into their interaction with business. The 
information revolution has resulted in the average person being bombarded with information on a 
daily bases. Audiences have developed a blinker mentality that naturally blocks out unnecessary 
information exposure. The bar has therefore been lifted and simply popping your message in text 
on screen won’t suffice anymore. One way around this is to seek the entertainment value in your 
project. This will generate perceived value and open the user up to receive your message.



...PLANNING FOR SUCCESS

4.  To craft or not to craft:
Daihatsu or BMW? Both do the same job but with a different user experience. Some projects 
simply don’t have the budget or requirement to be crafted. On the other hand certain projects 
are looking for crafting to differentiate the brand or project. Understanding which is required will 
eliminate misunderstandings on deliverables as well as allow the work to be quote accurately for 
the task at hand.

5.  Agile development:
Project scope can quickly get out of hand and it is very tempting to get every feature implemented 
in the initial release version. The downside of this is a dramatically extended development time for 
the first release, huge upfront costs and risks, and inability of the project to adapt to learning’s from 
the field or changing developments in the market place.  With an agile development approach 
you start with a subset of functionality, develop and deploy then take the learning’s and the next 
set of functionality into version 2. The end result is small quick updates that organically grow the 
project. 

6.  The front end is only half the story:
There is a plethora of components that need to come together to deliver a successful touchscreen 
deployment. These include hardware, peripherals, remote management tools, networks, 
maintenance plans, content maintenance tools. Most of these develop with the project but need 
to be considered upfront. Failing to consider these components could result in them eating your 
project profits while you scramble to keep the project going after it is deployed.



...PLANNING FOR SUCCESS

7.  Digital is 2 way communication – start the conversation:
Digital is by its nature 2 way communication. Projects should look for opportunity to encourage this 
two way flow of information. This can be done behind the scene by tracking the user, by soliciting 
a direct feedback or through functionality that can continue to engage with the client after they 
have left the unit.
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8.  Iterate:
Iteration and agile development 
go hand in hand. Projects that fail 
to plan for ongoing iteration get 
stuck in version one syndrome. 
They place all their budget and 
hopes on getting everything right 
in the first release and are unable 
to improve the project or adapt 
to changing market opportunities 
once deployed.



...PLANNING FOR SUCCESS

9.  No interactive project is an island:
Simply dropping a touchscreen deployment anywhere in the public space and expecting it to 
be an overnight success is wishful thinking. The project needs to be integrated into other business 
activities. Create a campaign and brand around the unit, make it part of your advertising campaign 
and have content from other business efforts spill over onto the touchscreen. Get staff involved 
and showcase the benefits of the project for them.

10.  Make it easy:
Most interactive projects require relatively short interactions with a user in infrequent intervals. The 
interface needs to be intuitive as there is no time to learn how the application works. If the user 
struggles to use the application they will abandon what they are trying to do. The application is a 
touchpoint between the user and the organization and as such it is a brand building opportunity. 
A negative experience will equate to a bad brand experience.  
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RESOURCES
Here are some articles to get the brain 
working. Grab a coffee and click a link.

  • The Cluetrain Manifesto: 
The end of business as usual...old but still 
very relevant.

  • The customer is not an idiot: 
Check your marketing motives. We 
create the world we ourselves live in.

  • Making things work: 
Ease of use is still a bonus rather than the 
norm.

  • The secret behind apple loyal  
    customers : 

Satisfied consumers not more choice.

http://www.cluetrain.com/book/




 


 
 
 


The Customer Is Not An Idiot: 
Empathy, Interconnection and the Ethics of Persuasion 


 
By Kathleen M. Hosfeld 


 
Once a year or so, my mentor and former professor, Cliff Rowe, asks me to return to Pacific 
Lutheran University to speak to one of his classes about communication ethics. I sit in front of a 
classroom of about 20 students who have varying degrees of interest in how I apply ethics to my 
work. Most are polite. Some fall asleep.  
 
In recent years, the students have started asking if I use the TARES test in my work. I always have to 
say I don’t, because I didn’t learn the TARES test, which was published in 2001, when I was in 
school.  But, in fact, the philosophy of the TARES test is reflected in everything we do at Hosfeld & 
Associates. 
 
What is the TARES test? It’s a five-point test for what the authors call “ethical persuasion.” 
Published by Sherry Baker, a professor at Brigham Young University, and David L Martinson, of 
Florida International University, the TARES test seeks to establish robust principles for ethics in 
action and to support the creation of a more ethical approach to persuasion – particularly 
commercial persuasion such as takes place in the marketing process. 
 
The TARES test consists of five principles:  Truthfulness (of the message),  
Authenticity (of the persuader), Respect (for the persuadee), Equity (of the persuasive appeal) and 
Social Responsibility (for the common good). 
 
The authors offer checklists of questions for each of the five principles that help the practitioner 
explore their implications: 
 


Truthfulness examples: 
 Is this communication factually accurate and true..? Does it lead people to believe 


what I myself do not believe?  
 Has this appeal downplayed relevant evidence? 


 
Authenticity examples: 


 Does this action compromise my integrity? 
 Do I feel good about being involved in this action? 
 Do I truly think and believe that the persuadees will benefit…? 


 
Respect examples: 


 Is the persuasive appeal made to persuadees as rational, self-determining human 
beings? 


 Does this action promote raw self-interest at the unfair expense of or to the 
detriment of persuadees? 
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Equity examples: 
 Am I doing to others what I would not want done to me or to people I care about? 
 Do the receivers of the message know that they are being persuaded rather than 


informed? 
 
Social Responsibility examples: 


 Does this action take responsibility to promote and create the kind of world and 
society in which persuaders themselves would like to live with their families and 
loved ones? 


 Have I unfairly stereotyped constituent groups of society in this 
promotion/communications campaign? 


 
There are many facets of the TARES test worth exploring. One of the first that strikes me is that 
ethical persuasion begins with the realization that our choices create the world we ourselves live in. 
This is not a new insight; it’s been part of mainstream marketing thinking for a while.  One of my 
first positions in marketing communications was with an Ogilvy & Mather division where I was 
introduced to the philosophy of advertising pioneer David Ogilvy. A prolific author, Ogilvy once 
wrote in a treatise to young advertising executives:  "The customer is not an idiot; she is your wife."  
 
I was startled the first time I read it. It took a moment to sink in. Ogilvy was speaking at the time 
when most of the industry was populated by white males. We can pardon him some 1960s sexism 
because he got the basic idea right. He may have gone on to say “Or your mother, or your daughter.” 
He was trying to tap the innate empathy we have for people we love, for whom we want the world to 
be a good, safe and equitable place. He was trying to make the connection between what we do as 
persuaders and how that affects the world. 
 
The TARES test is described as five principles of ethical persuasion. It’s been my experience that 
discussions of ethics and what is ethical can be interpreted from the perspective of compliance. We 
set ethical codes in order to define the minimum standard of acceptable behavior. One of the things I 
like about the TARES test is that it flips this into a creative discussion. Instead of setting a minimum 
standard it sets one of the highest possible. It asks the questions: “What kind of world do I want to 
create for myself and people I care about? How can my marketing choices help create that world?” 
 
So, consider the TARES test and how it applies to your advertising, sales materials, media relations – 
in short, all marketing speech. Let it spark your imagination as to the kind of world you’d like to 
create with your work.  To learn more, you can order the original scholarly paper (an easy read that 
includes all the questions), from Lauren Erhlbaum Associates Online:  http://www.leaonline.com  
Title: The TARES Test: Five Principles for Ethical Persuasion. 
 


 
 
Kathleen Hosfeld is the President of Hosfeld & Associates, Inc. Since 1989, Hosfeld & Associates' 
marketing expertise and services have launched, grown and inspired visionary for-profit and non-
profit organizations and projects. We help clients think more clearly and boldly about their goals. We 
provide the skills and resources clients need to implement breakthrough strategies for profitability, 
service, and contribution. For more information, please visit http://www.hosfeld.com 
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Pundits often refer to them as "zealots" or "fanboys." The more polite references include "Mac loyalists." I am, 
of course, talking about Apple's (AAPL) more vocal customers, those who will defend the company and its 
products in any debate going on around them. What is it that drives their passion for most things Apple? Is it a 
deluded mind, warped by the Reality Distortion Field that Steve Jobs so successfully wraps every new product 
in? In short, the answer is no.
The truth behind the scenes is not that Apple has a large group of customers that are too dedicated and passion-
ate about their products, or the company as a whole. The reality is far more simple and obvious: Apple simply 
has a large group of very satisfied customers — and that's the secret ingredient left out of nearly every analysis 
or op-ed piece that mentions these "zealots."


The obvious side to Apple's customer satisfaction lies in their attention to detail in every facet of product devel-
opment. All their products are designed, at every stage, with the customer clearly in mind and each product is 
tailored to make it as easy to use as possible for the customer, regardless of how technically savvy or not they 
may be.


The less obvious side involves two keywords: freedom and choice.


In The Tyranny of Too Much, we explain how too much choice is a problem, a significant problem even. Reca-
pitulating, too many options to choose from will increase our expectations and decrease our satisfaction with the 
choice we've made. Barry Schwartz's book, The Paradox of Choice, explains it in great detail and is well worth 
a read.


This presents a problem for businesses, because it means that to satisfy customers they ought to give them less 
to choose from; however, our western society is so focused on offering choice that this almost certainly seems 
like a poor business decision. After all, choice is — for better or worse — transparently linked to freedom, and 
freedom is what today's society is all about. But the fact of the matter is that less choice, and consequently less 
freedom, is what actually liberates us as customers because it gives us greater satisfaction.


Apple is one of the very few companies that get this — and yet, they get chided for it much more so than 
praised.


When the iPod first came out, it was written off as a failure-to-be because it didn't offer various features. It was 
a choice-limited product and therefore it couldn't possibly succeed in a market that was all about choice. Rob 
Glaser, CEO of RealNetworks, even used its choice-limited characteristics as an argument to predict its down-
fall "five years" later. Funny, that: it's five years later, and iPods have just passed 100 million sales.


The biggest mistake many technology companies make, whether they're hardware– or software-oriented, is 
thinking that consumers want choice, because choice equals freedom. However, what consumers want is satis-
faction, and as explained above, too much choice leads to less satisfaction.


The Secret behind Apples Loyal Customer Base


Carl Howe
from an article 
http://seekingalpha.com/article/32022-the-secret-behind-apple-s-loyal-customer-
base







If you compare Apple's iPod offerings to those of, say, SanDisk (SNDK) or Creative (CREAF), the one thing 
that really stands out is that Apple essentially offers only three music players: the iPod shuffle, the iPod nano, 
and the regular iPod. What do their competitors offer? Ten and sixteen players, respectively. That's a lot of 
choice — too much choice.


When a consumer has to choose between the Zen Vision W, Zen Vision, Zen Vision:M, Zen Neeon, Zen Neeon 
2, Zen V, Zen V Plus, Zen Nano Plus and so forth, what are the chances they'll actually figure out which one is 
right for them? Their names are as differentiating as their feature sets are, with sometimes only miniscule differ-
ences between the various players.


This leads to less customer satisfaction, because if you buy the Zen Neeon, it's not hard to imagine that the Zen 
Neeon 2 might have been a better player for you. This is not the case with Apple's iPod offerings. Its three iPod 
types are clearly distinguished from each other, making it less likely that you'll think a different model was 
more suitable than the one you bought.


Apple's limited choice creates more satisfaction. Less time is spent trying to find the right player, less time (if 
any at all) is spent wondering if the chosen player was actually the right one, and as a result, more time is spent 
simply enjoying the purchase.


This is exactly why, when Apple releases a new type of iPod now, it replaces an existing line, so as to keep the 
number of choices to a bare minimum. The iPod nano easily could have lived next to the iPod mini, one being 
flash-based while the other still uses hard drives. Instead, the mini was replaced because both products fit the 
same rough customer desire: an extra small music player that still had a decent amount of storage space (and a 
screen).


The same scenario plays out with the Macs on offer. Go to Dell or HP and you can find an absurdly large num-
ber of computers to choose from, most all of which differ from one another in only the slightest details. With 
a Mac, these small differences in CPU speeds or screen size are "hidden" from the consumer by being placed 
after the choice stage, not in the middle of it. When you get to choose between a 17", a 20" and a 24" iMac, 
you've actually already made the choice that really matters: you've chosen an iMac. That screen size is only an 
afterthought in the process, a personal customization step that seemingly has nothing to do with your choice of 
machine.


All this leads to the obvious but often overlooked fact that it makes the customer happy when they've finally 
purchased their product. Product quality, while important, is only a part of what makes a customer satisfied; the 
other part lies in knowing that you made the right purchase to begin with.


Apple's "loyalists" are no more than very happy, deeply satisfied customers, and their competitors should learn 
from that.








The secret of making things work
By Max Gadney 
Head of Design, BBC News website


Consumers forever grumble about products and services making 
their life difficult, but there are some shining examples leading the 
way. As World Usability Day approaches, what are the best doing 
right? Fumbling haplessly while trying to open a compact disc or 
a packet of ham has become a daily headache of modern life. And 
anyone buying electronic goods for Christmas could still be 
mulling over the instructions long into the New Year.


World Usability Day on Thursday hopes to draw attention to an often overlooked part of modern industry and 
one that is responsible for changing the way products are created.
With thousands of products and services to choose from, ease of use is still a bonus factor rather than a norm 
and those that possess this elusive quality often go on to dominate markets.


 The world has so far to go in making technology usable


Google, Amazon and eBay are successful brands not just because of their financial models but the ease with 
which their users are able to achieve their goals on these sites, be they searching, buying or selling.
Staff at Google develop many products apart from their search, but keep the homepage free of clutter.
Amazon signposts the buying process by using only yellow buttons to guide its customers.
Such examples of good practice are invisible to most consumers, but the bad stick in the memory.


Follow the yellow button road...
How many people, while trying to book a holiday online, have got 
one detail wrong on the form, only to see that it has deleted all the 
details and dumped them back to the beginning?
A company’s “brand” does not just mean their logo or icon, but the 
gut feeling a customer gets from their products. This gut feeling 
is communicated by many elements including what the company 
says about itself, its advertising and, of course, the ease of use of 
its products.


Positive experiences with products and advertising seek to remind you of a brand’s good qualities, and this 
responsibility has shifted away from marketers and advertisers, thanks to work done years ago by the pioneers 







of usability.
As far back as the 1970s, many current giants of the computer industry set up some of the earliest “usability 
labs”, where typical users of those products were asked to carry out tasks under observation.


Lab tests
If they couldn’t achieve those tasks - for example, opening a spreadsheet - it was noted and the product changed 
accordingly.
Martin Hardee, director of web experience design at Sun, worked for technology company Sun Microsystems in 
its early days.
“When we created our first web pages, we immediately realized that nobody yet really knew anything how to 
present information in this online medium  - it was just too new. Luckily, usability expert Jakob Nielsen had just 
joined Sun, and he immediately launched into a series of tests in our usability labs.
“We quickly learned what things work and what doesn’t on the web. Some of the things we learned in those 
early tests are still fundamental design principles for any website.”


 When Staples observes users in their natural environments, they behave in natural ways that they may not when 
sitting in a lab


Critics say this approach is too controlled and simple usability only 
answers a few questions demanded by the marketplace. A more 
recent term, user experience, coined during the 1990s, covers many 
forms of research and design, from surveys to detailed field inter-
views, from logo design to system architecture. Sun and many other 
companies now practice this broader approach to customer research 
and design. It reflects how the process of designing for ease of use 
has evolved into a broader practice that requires companies to rethink 
how they work, combining design, marketing and research with strat-
egy and product development.


This wider view is what’s needed to fully meet the needs of users, says Colin Hynes, head of usability at office 
retailer Staples. He says: “The best research is most often done in context. When Staples observes users in their 
natural environments, they behave in natural ways that they may not when sitting in a lab, away from their own 
desk, computer and materials.”


Slogan change
A mission to consider and understand the whole user experience is under way across all of Staples’ “channels” - 
their shops, call centres and web sites.


Staples introduced “easy” into its branding


“Staples first started conducting usability in our stores when we 
introduced kiosks back in 2000,” says Mr Hynes. “The executives 
- and the usability team - saw clearly that we had an opportunity 
to extend usability to make our overall shopping experience easier. 
To us, that experience might include interactions with a catalogue, 
store signage or a coupon we send.”







This process led the firm to change their marketing strapline from “We’ve got that” to “That was easy”, 
launched with a fanfare in adverts broadcast during the 2004 Superbowl in the US.
But the industrial world is still structured around the defined areas of marketing, design, audience research and 
product development.


‘Get mad about bad usability’
And how a “cross-channel” approach fits into that model hasn’t yet been definitively established, says Phil Terry 
of New York consultancy Creative Good.
“These divisions are so strong that in many cases an outsider can draw an internal organization chart based only 
on the website, store, or computer chip,” he says. “We call this ‘showing your organizational underpants’.
“The bad news is that the only thing that typically unites marketing, design, product development, strategy, etc 
is that they are all not looking at the business from the customers’ point of view.”
The companies that succeed will be those that learn from the pioneers in the field of usability and break down 
these barriers, ultimately putting the user at the centre of their approach.


It seems that making something easy to use is not as easy as it seems.


From an article by Max Gadney
to see the article use this URL http://news.bbc.co.uk/1/hi/magazine/4393468.stm







