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PRODUCT LIFECYCLE
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	Product Lifecycle at-a-glance: Research

	· What is the problem? 

· Definition

· Possible causes

· Effects (on individuals, families, communities, etc.)

· Incidence or prevalence

· Who is affected by it? (Market)
· What groups exist within the affected population? (Market segmentation)
· Characteristics that may define market segments: behavioral, cultural, demographic, physical, psychographic.

· Where can you seek data on these groups?

· How are they affected by the problem?

· What is their ability to solve the problem on their own?

· How aware are they of the negative effects?

· How receptive are they to a possible solution?  How motivated are they?

· What are they willing to do or give up to solve the problem?

· Where can you access members of these groups for advisory boards/ interviews/ surveys/ focus groups?

· What can be done / is being done to solve the problem? (Competitive analysis)
· Who else is working on this problem or with this population? (Competitive analysis)
· How well does their solution work?

· What have they learned?

· What are some of their obstacles in implementing the solution?

· What else is needed?

· Are there any issues in the environment that are potential obstacles to your endeavors?

· What are some best practices that could be adopted by your team?

· What valuable services/ products / resources differentiate you from others in this field?

· What opportunities exist because of your unique services/ products / resources?

· What substitutes exist for solutions that might be offered by your organization or others?

· Are there any experts in the field, in addition to your team, that might be useful to your project?

· Who can you help right now? 

· How did you select this group? (Target market)
· Characteristics that may affect your decision to prioritize market segments to target: 

· Geography

· Group currently not served by other programs

· Receptiveness to solution

· Readiness or desire for behavior change

· Skill set / cognitive or physical ability/ adequate education to implement solution

· Ability to access or pay for service or product

· Match with your organization agenda / expertise/ resources

· How do they want to be helped? (Consumer preferences)
· Do they have a belief they are in need of assistance?

· What do they perceive to be the solution to their problem?

· Where do they want to receive assistance?

· What are they willing to do to receive assistance?

· What is their ability to purchase products or pay for services?

· Are they able/ willing to overcome emotions attached to the issue?

· How much time are they willing to spend to seek out and implement the solution?

· How much training or education are they willing to undergo?

· How engaged are they willing to be in the solution?

· Do they want to implement the solution themselves?

· Do they prefer that someone else implement the solution for them?


	Product Lifecycle at-a-glance: Planning and Strategy

	· What is your organization capable of delivering? (Company)
· What expertise/ resources / partnerships can you access, from within and outside your organization?

· What barriers exist from within your organization?

· What experiences of your faculty and staff gives your project team an advantage in this area?

· Is each aspect of this project consistent with organization-wide endeavors?

· How do your efforts build on your organization’s other endeavors?

· What do you plan to accomplish by the end of this project? (Product / Position)

· Specific, measurable individual behavior change in what percept of the target market

· A measurable decrease in problem incidence within the target market

· Policy changes that affect the target market

· Complete this sentence: For [the target market], the [product /service /training] provides [the most important benefit] because of [the most important supporting benefits]. (Positioning statement)
· What needs to be done in order to accomplish your objectives? (Product)

· By when will you have each step accomplished?  

· Who will be doing activities that will support the program?

· How will you measure your success?

· Who will determine the degree to which you are successful?

· What will happen after the end of the funding period?

· What barriers might your project face? (Competition/ Company / Customer)

· External obstacles

· How does the funding agency view the problem?

· How does the agency stance on the problem affect the way your project goes about presenting products/ services that may be a possible solution?

· Are any misconceptions or “blind spots” about the problem or the groups affected by this issue?  What can your project present to inform them of the current 

· How many other parties are vying for your target audience’s attention?

· What can you do to make the benefits of your products/ services more widely known?

· Are there any misconceptions about your organization or your products/ services that should be corrected?

· What policies/ regulations/ systems make it difficult for your target audience to access your products/ services?

· Internal resistance

· What are reasons why members of your organization might have difficulty with your project?

· How do these barriers affect how your customers perceive and interact with various parts of your organization?

· How can you align the different interests of key individuals within your organization?

· Is your staff adequately prepared to carry out your plans?

· What training have you provided?

· What resources are available to your staff?

· Does your staff understand how their actions impact the project and the people it serves?

· What is the contingency plan?

· What aspects of your project are beyond your immediate control?

· What can you do to mitigate some of the negative results if these aspects do not play out as you intended?

· At what point will you decide to go to “Plan B”?
· How will you reach your stated goals within the given timeframe and budget in the worst-case scenario?


	Product Lifecycle at-a-glance: Product Development

	· What solutions are possible?

· What do your content experts say the solution should be for this group?

· What does your advisory council say the solution should include?

· What do members of your target market say what the solution should be for them?  And how should it be delivered to them?

· What is to be achieved through each element of your proposed solution?  

· How should the solution be delivered to your target market?

· Does each aspect of your proposed solution contribute to attaining the project goal, given what you know about the type of changes the target audience can and will make?

· How can you create a supportive environment for changing behaviors?

· How can behavior changes be motivated, persuaded and enabled within the target audience?

· How can you support long-term behavior change?

· Possible elements of the solution: 
· Communication, Products /Service delivery, Training, (audience members, staff, care providers, etc.), New technology, Policy changes

· Should there be more than one element of the solution?

· How does each element reinforce the main goal of the project?

· What is the best medium for each element: print, video/audio, electronic document, seminar?

· What medium will best convey the necessary content?

· What medium is the most accessible to your target audience?

· What medium is the most cost-effective?

· How long will it take to implement or distribute?

· How will you keep track of individual participants or recipients for evaluation?

· Are these individuals who may be interested in other products/ services/ training from your organization?

· What are the costs involved in packing, shipping or transmitting the product?

· Should the service be delivered in a certain type of setting?  

· What is the most effective kind of setting?

· Will a third-party be involved in the implementation of your plan?

How will you ensure quality and consistency or service/ product/ training delivery?

· What is feasible, given the timeframe? 

Will you be able to see results during the funding period?

· How cost effective is your proposed plan of action?

· How much will it cost to assist each person?

· How much will it cost to raise awareness of your service/ product/ training before members of your target audience order/ sign up?

· Will all of these costs be covered by the grant or your organization?  

· Will members of the target audience have to pay to receive the service/ product/ training?  

· What can they afford to pay?  What are they willing to pay?  

· Does the price affect their perception of the value of the service/ product/ training?

· Prototype testing

· Is the content/ look/ feel of the prototype consistent with other service/ product/ training from your organization?

· Does the prototype cover all of the topics recommended by your content experts?

· What does your advisory council say about fit of the prototype and the communities they represent?

· Is the prototype something members of the target audience can see themselves using?  

· Do members of the target audience identify with the images and photographs?

· Is the text in the correct language and at an understandable reading level?

· And how should it be delivered to them?

· What refinements can you make to satisfy all project stakeholders and still meet budget/ time constraints?


	Product Lifecycle at-a-glance: Dissemination

	· How will you deliver the solution to the target audience?

· Who will pack and ship the item or register participants?

· Will the materials be mailed or can they be accessed locally/ online?

· Will participants need to assemble for training or service provision?

· Will it be helpful for participants to have access to each other or is confidentiality preferable?

· In the actual delivery of the product/ service/ training, should you go to them or will they be able to come to you?

· Where does your target audience go to solve similar problems?

· Who does your target audience rely on for information?  Can this person/ organization help by lending their name to your promotional campaign?

· What does your target audience read on a regular basis?

· Are there any places where your target audience will gather for events or special occasions?

· How will the target audience find out about your solution?  

· What media (printed materials, radio PSAs, TV PSAs, word of mouth campaigns, billboards or bus side-panels, email listserves, etc) will be the most accessible/ most easily received by your target audience?

· What media can your organization afford?

· How many times will your target audience need to see messages about your product/ service/ training to consider registering or ordering?

· What do you want them to know about you?

· What are some barriers that might keep them from finding you? 

· Who can help you overcome these barriers?

· Does your solution assist the interests of any other organization? 

· What can they do to help?

· Advertising and promotion

· How far in advance does your target audience need to know about your product/ service/ training in order to order/ use/ participate?

· What preparation is necessary before your target audience is ready to use your product/ service/ training?

· Does your target audience need to be educated about your organization and your product/ service/ training?

· Are there any misconceptions that might keep your target audience from thinking your product/ service/ training is not for them?

· Are there any stigma or social customs that might make your target audience hesitate about using your product/ service/ training?

· What emotions will your target audience experience or need to overcome in order to consider using your product/ service/ training?

· How much time will your target audience have to read/ look at your materials?

· Will your materials be available at a time when your target audience can take action?

· How will you support your target audience in remembering to register or order?

· Are there any words, phrases or images you should avoid when communicating with your target audience about the product/ service/ training?

· Are there any words, phrases or images that would help your target audience understand the benefits and advantages of your product/ service/ training?

· Follow up: customer service

· Who will be available to answer questions or assist individuals who need technical help?

· What are some special requirements to offering that assistance? (translation, availability evenings/weekends, special technical skill, ability to visit the individual, mediation services, etc.)

· After your target audience receives the product/ service/ training, what needs to happen?

· Notification of subsequent training, data collected during the course of product or service use and/or duration of training, evaluation of efficacy of product/ service/ training, offering of an alternative solution if the problem persists



	Product Lifecycle at-a-glance: Evaluation

	· Were you successful?  How do you know?

· What feedback did you receive from your target audience?

· What did your target audience say about your solution?

· Did they tell their friends /colleagues about you?

· Did anyone’s behavior change? 

· Were there any permanent changes?

· What support systems did you put in place for these changes?

· What impact did the solution have on individuals?

· Were there any reported side benefits, such as quality of life, better rapport with community members, etc?

· What changes were you able to observe?

· How many people were helped by your solution?

· What is the geographical scale of your target audience?

· What previously underserved groups did you assist?

· Are other organizations helped by your solution?

· What alliances/ partnerships were you able to produce?

· Will these relationships last outside of the funding period?

· What legislation was passed?

· What system or infrastructure changes were you able to influence?

· Were you able to produce a model for other programs addressing similar or related problems?

· Were you able to gather any insights about how to best serve/ access this particular population?

· Were there any surprising applications of your product/ service/ training found by your target audience?

· Were there any other unintended user groups that emerged?

· Are there any projects who are using part/ all of your work in their endeavors?

· If you were not successful as you hoped, what lessons did you learn?

· Did you gain any insights into the source of the problem?

· Were you able to get a greater understanding of the complexity surrounding the process of solving the problem?

· Can you educate other projects that address this problem about your efforts in order to help them be more successful?

· Were you able to discover weaknesses in your product/ service/ training 

· Were you able to discover weaknesses your organizational infrastructure? 

· How did you collect information about outcomes?

· Did you survey or correspond with your target audience?

· Did you incorporate a third-party to measure data?

· By what criteria did you/ they benchmark your outcomes?

· How did the endeavor enrich/ benefit your organization? 

· If you had to do it again, what would you change?


Testing Messaging and Distribution Channels - Development and Evaluation of Health Promotion Materials for Diverse Populations

Adapted from: Development and Evaluation of Health Promotion Materials for Diverse Populations
Deborah Glik, ScD., UCLA School of Public Health, Health & Media Research Group, Teleconference of March 17, 2004

Literacy

· Half of all adults read at the 8th grade level or less, based on surveys among the general public – materials are often offered at the 10th grade level – 2,000,000 native English speakers are functionally illiterate

· Reading comprehension is a highly complex process involving logic, language and experience

· Lower literacy persons think in more concrete terms, have less vocabulary, are less able to interpret nuanced expression and need more time for the reading process

· As persons age, literacy goes down

Common Readability Formulas – All of these can be manually calculated

· SMOG – based on number of polysyllabic words compared to the number of sentences

· FRY – based on numbers of syllables per 100 word passages

· Flesch Reading Ease Score – based an average sentence length and average number of syllables/word

· Flesch Kincaid – a variation in formula based on average sentence length and average number of 

syllables/word

Readability formulas

· Two variable formulas based on word variable complexity and sentence structure are most common

· More than 40 readability formulas are available

· Do not capture or account for all of the characteristics of print materials that influence reading levels such as conceptual difficulty, organization of material, content or reader characteristics

· Calculating readability

· MS Word uses Flesch Kincaid

· Readability scales are intercorrelated but are not exact replicas

· The accuracy of some scales have been critiqued as a differential of 1.5-5 grade levels, a wide range has been observed

· SMOG vs. RAIN

· According to Judy Singh, reading levels and readability are two distinct concepts

· RAIN – involves 14 variables

· Global coherence structure

· Local coherence pronoun reference

· Signaling devices

· Substitutions

· Connectives

· Unity

· Audience appropriateness

· Adjunct questions

· Writing style

· Illustrations

· Typography-print size

· Print style

· Color of print

· Highlighting of titles and subtitles

Microsoft Word Readability Scores

When Microsoft Word finishes checking spelling and grammar, it can display information about the reading level of the document, including the following readability scores. Each readability score bases its rating on the average number of syllables per word and words per sentence.

Flesch Reading Ease score

Rates text on a 100-point scale; the higher the score, the easier it is to understand the document. For most standard documents, aim for a score of approximately 60 to 70.

The formula for the Flesch Reading Ease score is:

206.835 – (1.015 x ASL) – (84.6 x ASW)

where:

ASL = average sentence length (the number of words divided by the number of sentences)

ASW = average number of syllables per word (the number of syllables divided by the number of words)

Flesch-Kincaid Grade Level score

Rates text on a U.S. grade-school level. For example, a score of 8.0 means that an eighth grader can understand the document. For most standard documents, aim for a score of approximately 7.0 to 8.0.

The formula for the Flesch-Kincaid Grade Level score is:

(.39 x ASL) + (11.8 x ASW) – 15.59

where:

ASL = average sentence length (the number of words divided by the number of sentences)

ASW = average number of syllables per word (the number of syllables divided by the number of words)

Display readability statistics

1. On the Tools menu, click Options, and then click the Spelling & Grammar tab.

2. Select the Check grammar with spelling check box.

3. Select the Show readability statistics check box, and then click OK.

4. Click Spelling and Grammar on the Standard toolbar. 

When Word finishes checking spelling and grammar, it displays information about the reading level of the document.
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