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Our mission 

Seven Marketeers was established to execute part of 
the course deliverables of an undergraduate class in 
Digital Communications at the University of 
Wollongong in spring 2010. 

 

Seven Marketeers’ mission was to engage in detailed 
research to provide relevant, insightful and useful 
recommendations to two real world clients. The goal 
was to undertake an analysis of current and future 
online behavioural trends and provide actionable 
insights into how these trends can best be utilised to 
inform improved online user interface design and 
communications, with user satisfaction as the key 
objective. Seven Marketeers aimed to deliver a set of 
fully grounded and researched recommendations to its 
clients, so as to enable them to effectively meet the 
needs of a user-base that is continually modifying its 
expectations of information consumption as 
technology evolves. 

Meet the team 

Vincent Chetcuti 

Vincent is currently in the final semester of a Bachelor 
of Communications and Media Studies, specializing in 
advertising and marketing. 
Vincent has previously worked 
in the sponsorship section for 
NRL team the South Sydney 
Rabbitohs and as a sales 
consultant at Dovinat Pty Ltd. 
Upon completion of his 
degree, Vincent plans to enter 
the field of market research or 
engage in postgraduate study.  

 

 

Dane Cutler  

Dane is a Bachelor of Media and Communications 
Student at the University of Wollongong. He is in his 
final session of study and will major in Digital 
Communication, Screen Studies, and Advertising and 
Marketing. Dane has previously worked for three years 
as a games channel coordinator at Two Way TV, 
working closely with the 
interactive TV (iTV) 
departments of Foxtel and 
Austar. After graduation Dane 
plans to work in Social Media 
Marketing, helping 
organisations build their 
brands through online social 
networks. 

 

Chris Brennan 

Chris is a Bachelor of Communication and Media 
Studies/Bachelor of Arts student at the University of 
Wollongong, majoring in 
Journalism, Digital 
Communication, Politics, and 
English Language and 
Linguistics. He currently writes 
for associatedcontent.com 
and plans to work in the print 
or online media when he 
graduates.  

 

David Stenlake 

David is currently in his final year of a Bachelor of 
Communication and Media 
Studies. His majors are Screen 
Studies and Digital 
Communication. He has 
worked with Musicoz editing 
television advertisements and 
managing social media. After 
graduation David plans to 
work in video games journalism. 
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and video games industries.  
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Samuel is a Bachelor of Media and Communications 
student at the University of Wollongong. He is 
originally from Kenya, but 
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Wollongong. He is majoring in 
Marketing and Advertising and 
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analysis firm such as AC 
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graduates at the end of the 
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Matt is in the final year of his media and 
communications degree, 
majoring in Digital 
Communication and 
Advertising and Marketing. He 
has more than 5 years of sales 
and customer service 
experience and plans to 
pursue a sales career in the 
media or financial services industries. 



 
 

    
  

 

This report provides V-Stores with a set of user interface recommendations. 

The recommendations are aimed at advancing the V-Stores brand through 

improved customer experience in three key categories: navigation, comparison 

and checkout. The focus of this report is the Digital Camera Store, however 

many of the same approaches could be applied to future stores established 

under the V-Stores brand.  

The recommendations are grounded in a wealth of primary data including in-

depth observational analysis, two surveys, a semi-structured focus group and 

detailed consumer feedback. This data has been triangulated with an extensive 

range of secondary sources. Research findings are outlined in the final report.  

The research undertaken has been utilized throughout the report to 

benchmark key domestic competitors and international e-commerce leaders, 

identify consumer barriers to online shopping, and explore the importance of 

cultivating trust and loyalty in customers. These findings are used to map the 

key ingredients for V-stores’ future success. It is upon this platform that user 

interface recommendations are built. 

It is believed these recommendations will assist V-stores to obtain brand 

differentiation and increase its ratio of repeat customers. 

The final user interface recommendations are as follows: 

 Implement a ‘greetings page’ that welcomes customers to the website 

and offers them a choice of service. 

 Use an ‘image survey’ to assist customers in selecting products by 

providing a unique selection experience. 

 Provide options for live customer service, allowing customers to 

choose video, text or audio format. 

 Initiate a community awards program through Facebook. 

 Implement a Facebook version of the Digital Camera Store. 

 Implement a V-stores catalogue via YouTube. 

 Encourage customers to join the V-stores community by providing the 

opportunity to share their photographs and win prize.

Overview 



 
 

    
  

 

This section of the report draws on the research outlined in previous sections 

and provides V-Stores with specific User Interface Recommendations. 

Recommendations are geared toward 3 key categories of customer 

experience; navigation, comparison and checkout. 

Many of the following user interfaces are designed specifically to complement 

each other through a holistic approach. However it is suggested that 

recommendations are geared toward the following concept of prioritization of 

implementation as is practicable; 

 Low cost, high impact recommendations should be implemented first, 

followed by 

 

 High(er) cost, low(er) impact recommendations. 

It is recommended the latter only be auctioned once the benefits of the initial 

actions are visible. 

User Interface 

Recommendations 



 
 

    
  

 

 

 

The greeting page is the first part of the website the customer views. On this 

page the customer is greeted in a warm and friendly manor to the website by 

an avatar of a V-stores customer service representative in the form of a pre-

recorded video of a real person. The representative will then direct the 

customer to links to two versions of the website - the full-service version and 

the self-service version. 

The full-service version provides expert advice in the form of the V-stores 

‘image survey’ and other features designed to assist the customer in choosing 

the camera or accessory that is right for them. The self-service option is for 

customers that already know what they are looking for or prefer just to 

browse. It offers regular search word and category listings as is the case with 

most e-commerce websites. 

Benefits 

Customer: A greetings page provides two main benefits to the customer. The 

first is that it promotes comparison to a small specialist community store 

through a greeting which mimics the way customers would be greeted in a 

bricks and mortar store. This will reduce the psychological barrier for those 

who are less comfortable with online shopping, such as older demographics.  

The second is that it increases the interactive quality of the website by 

providing the customer greater with a greater choice of service. This also 

mimics the experience customers have in a bricks and mortar store, by 

allowing them to ask for assistance if they require it or just browse the store 

themselves. 

V-stores: The major benefit is that a greetings page will provide a positive first 

impression to potential customers. This will encourage customers to continue 

the transaction through to the purchase stage.  

Secondly, the interface will provide V-Stores with a point of differentiation to 

other e-commerce website. It will give V-stores a professional, innovative, 

future-oriented brand image built around customer service.  

Implementation 

This interface will be built into the user’s experience of the website through 

the homepage, essentially splitting the website in two. There would be an 

initial start-up cost in programming this layout; however it would require very 

low maintenance once implemented 

1. Greetings Page 
Navigation 



 
 

    
  

 

 

Below is a wire frame of the V-stores greeting page. The shop assistant would 

be a pre-recorded avatar of a real life V-Stores customer service representative 

(not a photograph) and will speak the message in the text bubble when the 

site loads.  The representative might say something like this: 

“Hello. Welcome to V-Store’s Digital Camera Store. If you would like help or 

advice selecting a camera or accessories, click the full-service button. If you 

would prefer to browse our products for yourself, click the self-service button.” 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pros 

 It will mimic the experience 
customers have at a small 
specialist store 

  It will reduce the barriers to 
online shopping for some 
demographics. 

 It will provide V-stores with a 
point of differentiation. 

 It could increase the click 
through rate by creating a 
positive first impression. 

 It increases the ability for 
customers to personalise 
their service. 

 

Cons 

 If the representative is auto 
play this might irritate some 
customers. 

 The difference between the 
two options may not be 
sufficiently clear. 



 
 

    
  

 

The V-Stores ‘image survey’ is based on the VisualDNA software by London 

based developer Imagini. The software is used quite successfully by a number 

of institutions including Art Institute of America, The British Army, PepsiCo, 

and eHarmony. It was originally implemented in pop-up style advertisements 

with significantly higher than average click-through and completion rates 

(Stern, 2010; Imagini, 2010). It uses image-based quizzes and “behaviour 

tracking inference technology” to create a customer profile which marketers 

can use to tailor their advertising (Imagini, 2010).  

Imagini’s software could be a powerful selling tool if used correctly. In the 

Digital Camera Store, customers would be given the option of completing an 

image-based survey, choosing the picture/s that best visualize/s the type of 

images they plan to take with their new camera out of 8-12 options. Customer 

inputs will be analysed and cross-referenced to V-Stores’ database of cameras. 

The customer is then presented with the top 10 cameras that best suit them. 

Benefits 

Customer: The simplicity and interactivity of the purchase process is attractive 

to consumers because it does the product research for them in a fun and 

interesting way.  

V-Stores: By providing a point of difference to other stores there is a greater 

potential for word-of-mouth sharing of positive opinions which will attract 

more customers to the website.  

Implementation 

In order to implement such an idea, V-Stores would have to purchase the 

appropriate software from Imagini or alternatively hire coders to generate 

similar software. Either way there will be an implementation cost involved. 

Below is a wireframe what the interface will look like. 

2. Image Survey 
Comparison 



 
 

    
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pros 

 It creates consumer 
engagement. 

 It provides a point of 
difference. 

 No long term costs. 
 

Cons 

 High cost for initial software 
purchase/development. 

 May take time to implement if 
coders are hired to develop 
software. 

 Customers may prefer to do 
more in-depth research with 
high cost and high involvement 
purchases. 



 
 

    
  

 

The option of talking to a customer service representative will be featured as a 

static optional sidebar across all pages of the website.  Customers will be able 

to select between video, audio and text options to ensure that their privacy is 

being upheld and that the process is not intrusive. To minimise expense 

communications could be provided offshore to maintain low cost per sale. 

 

The representative would be available to offer expert camera advice, assist 

users in navigating the website and could also up-sell to the consumer assisting 

with a purchase.  

 

Benefits 

Customer: The customer would benefit highly from being able to engage with 

a real person who had substantial product knowledge. This would enable the 

customer to make more-informed choices and feel reassured during the 

decision-making process. Specifically this suits V-stores target market, which 

will not have as great a knowledge of the product or website navigation as 

many other e-commerce users might. 

 

At the same time, being an ‘opt-in’ service allows customerss who avoid retail 

shopping for this reason to not be pestered by customer service 

representatives. This solution ensures customers are only engaged with 

customer service when they choose.  

 

V-Stores:  

V-stores will also benefit highly from the implementation of this idea, as it 

provides the company with a point of difference from other retailer and the 

ability to up sell as in a bricks and mortar store. 

 

It also fosters closer customer relationships. This can be used to build more 

detailed information about a customer as the representative can make notes 

on a customer to be used as a future sales tool. It also encourages a 

community feeling that will encourage customer loyalty. 

 

Implementation 

 

This idea would be implemented through website integration; this could work 

in unison with the ‘greeting page’ approach of having a choice between a 

guided user experience or a self-service approach.  

3. Real-Time Customer 

Service 
Comparison 



 
 

    
  

 

The chat/video box would be built into the side of the website and be available 

on all frames once selected. The customer service rep (technology permitting) 

would have the ability to view which V-stores page you were on and what 

products you were viewing to assist communication. 

 

The implementation of this idea involves some HR costs with the need to 

employ onshore and offshore customer service representatives. However this 

will be offset somewhat through incentives for upselling. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pros 

 It creates consumer 

engagement. 

 It is a point of difference. 

 It will lead to increased 

customer satisfaction. 

 Ability to up sell. 

 

Cons 

 There is a high HR cost. 

 Some customers are online 

specifically to remove 

themselves from a ‘sales’ 

environment. 

 Video chat may seem an 

invasion of privacy. 



 
 

    
  

 

An online catalogue on YouTube will allow channel subscribers to watch 

product demonstrations of the product before buying it. V-Stores customer 

service representative show the camera to the customer from various angles, 

pointing out its various features and demonstrating the camera in use. 

 Many companies have advertisements and reviews on their YouTube 

channels; however this video catalogue will allow customers to choose the 

product they wish to buy and simply click on the links in the video to buy the 

desired product from V-Stores. 

This is a new use of YouTube and the only company currently offering this 

service is French Connection’s online store in the United Kingdom. YouTube 

channel subscribers are able to watch a model wearing the clothes and then 

click to buy the relevant piece of clothing from the French Connection website. 

Benefits 

Customer: The use of video allows the viewers to gain a better understanding 

of the physical look and feel of the camera before they purchase, which will 

reduce one of the barriers to online shopping. A YouTube page also allows 

viewers to have a social platform to engage with the company and this helps 

exploit customer relationships. 

V-Stores: This would be a unique selling point, providing a point of difference 

to competitors. It also takes advantage of YouTube’s potential for cheap viral 

adverting. 

Implementation 

Currently YouTube only allows Annotations to link to other YouTube pages and 

this is an exception made for French Connection. Despite the uniqueness of 

this campaign V-Stores can easily contact YouTube and arrange a similar. This 

may be expensive; however V-stores could begin by implementing simple 

videos with a text reference to an outside URL before implementing this 

strategy to test its effectiveness. 

This is a risky venture for V-stores and a good starting point would be to 

implement a simple YouTube channel explaining what the store does with links 

to thedigitalcamerastore.com.au. With time the channel can encourage 

members to make their own videos, encouraging user generated content 

before finally adopting a video catalogue service.

4. V-Store YouTube 

Catalogue 
Comparison 



 
 

    
  

 

Below is a screenshot of the French connection channel and a wireframe of 

how the V-Stores channel might look. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1 Example: French Connection YouTube Store 

http://www.socialtimes.com/wordpressnew/wp-content/uploads/2010/10/French-Connection-YouTique.jpg


 

 

Pros 

 It will provide a point of 
difference. 

 V-Stores will benefit by being 
one of the first to implement 
this strategy. 

 It provides V-Stores with 
cheap viral advertising, while 
offering a service 
simultaneously. 

 

Cons 

 It may cost a lot to strike a 
deal with YouTube. 

 There would be a need for 
multiple videos due to the 
large number o 

 Customers may prefer to view 
videos on the actual website. 

 



 
 

    
  

 

It is proposed that V-Stores use a third party application ‘Payvment’ to launch 

a store on its Facebook page. ‘Payvment’ is a free third party application that 

allows companies on Facebook to establish a storefront on their Facebook 

profile. This means that fans of the company can do their shopping as they 

interact with the company’s profile on Facebook.  Currently, V-Stores does not 

have a Facebook page, but once a page is implemented a Facebook store is 

feasible. 

 

Benefits 

Customer: With Australian internet users spending an average of 7.55 hours a 

month on Facebook (Ac Nielsen, 2009) a storefront on Facebook allows the 

user to buy items in a familiar environment. This may particularly appeal to 

older demographics which are the largest growing user segment of Facebook. 

 

Users can also add comments and reviews to Payvment-enabled storefronts. 

This allows for a sense of community engagement with other customers and 

provides the user with varied opinions on product quality. 

 

V-Stores: It will increase brand loyalty and sales by having incentives for 

Facebook users to become fans of your brand and also provide an 

infrastructure for unique marketing promotions such as discounts for fans who 

‘like’ your page through the Facebook ‘like’ integration. The formation of a V-

Stores store on Facebook will further enable word of mouth advertising 

through an already existing network. V-Stores can add its storefront to an 

unlimited number of Facebook pages and this is good for V-stores once other 

stores are opened. 

 

It will also provide V-Stores with further brand differentiation as no company 

in Australia has yet embraced the storefront (Payvment, 2010).  

 

Implementation 

 

Implementation of this proposal is easy and relatively fast. Sign up to 

Payvment beta is free. The first step is obviously for v-stores to establish a 

Facebook page. It can then download the application at Payvment.com and set 

its preferred currency and shipping specifications. 

 

Below is an example of what a Facebook storefront for V-stores would look 

like. It is a screenshot of the current adult swim storefront. 

5. Facebook Store 
Comparison 



 
 

    
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pros 

 Promoting your product to 
more than 8 million Australian 
Facebook users provides a 
fertile audience. 

 Free promotion through 
customer’s word of mouth. 

 Being one of the first to 
implement this approach will 
give V-Stores a significant 
competitive advantage in the 
future. 

 It is low-cost. 

Cons 

 Searches on Facebook are not 
optimized for commerce. 

 A Facebook storefront may 
reduce visits to actual Digital 
Camera Store website. 

 It is a relatively new concept 
and this carries the risks 
associated with start-up 
companies. 

 Most people don't use 
Facebook to shop and may 
resent the invasion of their 
social space. 



 
 

    
  

 

This idea is designed to assist V-stores in building a virtual community. In the 

final stages of purchasing, an internal pop-up box would present itself to the 

customer. This pop-up box would ask the customer if they would like a 

discount on their camera in return for ‘liking’ thedigitalcamerastore on 

Facebook.  

If the customer ‘likes’ V-Stores, the pop-out box would change and offer the 

customer a further discount for every friend they suggest the Facebook page 

to. 

Benefits 

Customer: This idea would benefit the customer greatly as they are essentially 

getting something for nothing. Facebook users usually ‘like’ things all of the 

time but are never offered something in return.  

V-stores: While from the customer’s perspective they are getting something 

for nothing, this will greatly benefit V-Stores. Customers will be doing the 

advertising for the company. When someone likes a page it will show up on 

the wall of the customer. Friends of that customer will see what they have 

liked and may investigate this for themselves. This is a cheap and easy way to 

stimulate word of mouth advertising. 

 Implementation 

The box would take up about 1/3 of the browser screen which will prompt the 

consumer to 'like' the page with text underneath as follows; "If you have 

Facebook you are eligible for 50 reward points for your next purchase. Click on 

the 'like' button to receive this discount.". The customer would log in to 

Facebook and receive the discount. If the customer does not want to 'like' the 

page they can just close the box. 

 

If a customer chooses to like V-stores, a box would appear containing a list of 

the customers friends and text along the top of the box saying; "For every one 

of your friends you suggest our page to you will receive a further 5 points for 

next purchase (Maximum 50 points off total purchase).". 

 

The cost of implementing this program will be dependent on the reward 

offered by V-Stores. What to offer the customer for liking the page is 

completely up to the website owner. ‘Reward Points’ merely stands in for 

something real that would need to be offered. Alternatively, a dollar amount 

off their next purchase, free postage or a free accessory could be offered. 

Strategies involving price flexing could balance the amount the website could 

lose when implementing this idea.

6. Facebook Checkout 
Checkout 



 
 

    
  

 

Below is a wire frame of the recommended interface. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pros 

 Low-Mid cost for 
implementation. 

 It will provide viral 
advertising. 

 It will extend the V-stores 
community via the Facebook 
page. 

 
Cons 

 An initial loss of profit. 

 Price flexing. 

 It would require coders. 

 Customers may not like pop-
ups. 

 

 



 
 

    
  

 

Post purchase sharing involves V-stores customers being able to share the 

photos they take through an online community setting after purchase. After 

customers purchase a camera on the Digital Camera Store, a username is 

automatically assigned (and allows the customer to create a password) based 

on name entered in the purchasing phase. After the customer begins taking 

photos with his or her camera, they are able to access their account on the V-

stores website and upload the images they have captured around Australia, 

tagging them geographically and entering the specifics of how they captured 

the image (flash, zoom, camera type etc). V-stores can further encourage this 

community by offering incentives for posting photos online and commenting 

on other user’s photos. 

V-Sores could also implement a user agreement that would allow V-stores to 

use the photos uploaded by users which can be used to sell products to 

prospective customers. When a customer is looking at the details of a specific 

camera, V-stores can offer that customer a link to the photos that have been 

taken with the selected camera. This will assist the customer in their purchase 

and advertise the camera’s capabilities to the user by selecting the best photos 

for customers to view. 

Benefits 

Customers:  This allows serious customers to showcase their work to others in 

an enjoyable way and create a sense of community by allowing users to 

comment on photos posted and generate discussion. Customers can also win 

prizes for their work. 

It also benefits users who do not wish to share their photos by allowing them 

to see how others are using the cameras that they have purchased or are 

about to purchase. Through this customers will gain a greater understanding of 

what each camera is capable of and the various strengths and weaknesses of 

each. This will assist customers in getting the most out of their purchase. 

V-Stores:  The implementation of this idea will strengthen V-stores’ 

relationship with its customers and create a favourable brand perception. It 

will also allow V-stores to gather key data regarding how customers are using 

the cameras they purchase and where, which data can be used by v-stores to 

alter the way its products are advertised. 

Creating a community also gives v-stores an audience they can target 

advertisements to increase sales. For example if a user is uploading photos 

with a camera, v-stores can advertise supplementary items for that camera 

(cases, lenses etc). 

7. Post Purchase Sharing 
Checkout 



 
 

    
  

 

Implementation 

Implementing this interface will have an initial start-up cost. After this the 

costs will be extremely low, as all content will be provided by the customers 

themselves. The only cost will be in prizes.  

Below is an image taken from the Tourism Australia website. This is an 

example of what the V-Stores interface might look like. 

 

 

 

 

 

 

 

 

 

 

 

Pros 

 It assists V-Stores in building 
a community and therefore 
gaining customer loyalty. 

 It provides V-Stores with 
low-cost advertising for its 
cameras. 

 

Cons 

 Customers may not want to 
share their photos online. 

 


