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DEVELOPING A PRODUCT OR SERVICE
Purpose
To help finalise our behavioural analysis so we can refine goals and objectives.

Before deciding on what behaviours you want your audience to adopt, it is important to look at what they are doing already, why they are doing it and also examine any evidence that might help you encourage them to do something different. We can use a combination of research and existing behavioural and marketing theory to help inform our decisions.
How to use or apply
In the light of the scoping work, and focusing on the ‘actionable insights’ gathered as to what will ‘move and motivate’ the target audience (s), consider what the underlying (or core) benefits that you want the customer to receive.  These are the benefits that the product or service will need to deliver to your customer in order to move behaviour in the desired direction.  

Then consider whether or not you can change or refine existing services or products in order to make them attractive to the customer, or whether a new product or service is required. Think about what the ‘actual’ product might be and how this can be ‘augmented’ to encourage and support uptake by the target audience(s). 

Check that you have explored whether the target audience feel that a certain product or service would help them achieve the desired behaviour.

During scoping you should have tried to identify (if appropriate) existing services and provided some insight into why they are not being used to capacity.

Note that it is often far more economical to improve an existing service than develop a new one.
Source(s)/Reference(s)
· www.thensmc.com 
Principle of delivering ‘valued benefits
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	Examples
	The social marketing task
	A sports car
	NHS Stop Smoking Service

	CORE benefits
	Ensure the benefits offered will be of value to the target audience
	Feeling great!

Social status

Sense of freedom

Speed
	A sense of achievement Feeling positive about self Having more disposable cash 

Supporting the family

	ACTUAL key features
	Make sure the ‘product’ or intervention features deliver the ‘valued benefits’ that will encourage the desired behaviour
	Fast four wheeled transport that looks good
	NRT

One-to-one counselling

Group clinics

	AUGMENTED added value features
	Ensure the  ‘product’ or intervention maximises its potential to be taken up and valued by the audience(s)by offering extra value eg: flexible options and choices
	Customised interiors    Choices of paint finishes Service package              Warranty
	Flexible opening                      A social environment               Friendly positive service Accessible location

Discreet participation


	CORE PRODUCT

	The underlying benefit(s) that the consumer obtains by ‘buying’ the product or service

· 

	ACTUAL PRODUCT

	The product or service that you develop to deliver the core product benefits

· 

	AUGMENTED PRODUCT

	Additional features that encourage and support uptake of the actual product or service
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