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OUTLINE
1. A TEAM APPROACH
2. DOUBLE DIAMOND PROCESS
3. DATA & EVIDENCE
4. BEHAVIOUR CHANGE WHEEL
5. BEHAVIOUR CHANGE TECHNIQUES
6. ‘FLESH OUT THE INTERVENTION’
7. DEVELOPING A TRIAL
8. EVALUATION
9. SCALING FOR DELIVERY
10. DISCUSSION



Source: Campsall, 2018



DATA DRIVEN INSIGHT

Right Intervention

Right Place

Right People

(Armstrong, 2017)

(Bingham, 2007; Moller, 
2015; Portman, 2013)

(Phillips, 2011)





WHAT EVIDENCE ARE WE LOOKING FOR?

Aim for the best evidence available looking for risk factors associated with the end measure (typically collisions).

The diagram opposite shows a
hierarchy of evidence (adapted from
Greenhalgh, 1997). Look for the best
available evidence from the top of the
pyramid if it available.



WHAT WORKS?

• What other interventions have been designed to target this 
problem?

• Were they evaluated?
• What were the results?
• Can the intervention be replicated?



BEHAVIOURAL INSIGHT

• Who & what do we want to change?
• Personas
• COM-B



SEGMENTATION & PERSONAS

• Who are we designing the 
intervention for?

• People are not the same
• Behaviour will differ
• The reasons why they behave in 

different ways differs
• The way in which to change behaviour 

will differ



Step 1 Specify the behavioural target
Step 2 Identify what needs to change to 

achieve this
Step 3 Identify intervention functions
Step 4 Identify policies to achieve this
Step 5 Identify behaviour change 

techniques
Step 6 Flesh out the intervention

STEPS IN CONCEPT DEVELOPMENT





COM-B: STEP 1

• Define the problem in behavioural terms
• What behaviour?
• Where does the behaviour occur?
• Who is involved in performing the behaviour?



COM-B: STEP 2

• Generate a long list of candidate target 
behaviours that could bring about the desired 
outcome?

• What is the desired outcome?
• To reduce collision involvement…. Or
• To reduce the severity of a collision if/when it occurs?



COM-B: STEP 3
• Prioritise the behaviours

• How much impact changing the behaviour will have on 
the desired outcome?

• How likely it is that the behaviour can be changed?
• How likely it is that the behaviour will have a 

positive/negative impact on other behaviours
• How easy will it be to measure the behaviour?

Potential target 
behaviours

Impact of 
behaviour 
change*

Likelihood of 
changing 
behaviour*

Spillover score* Measurement 
score*



COM-B: STEP 4

Target Behaviour
Who needs to perform the 
behaviour?
What do they need to do differently 
to achieve the desired change?
When do they need to do it?
Where do they need to do it?
How often do they need to do it?
With whom do they need to do it?



BEHAVIOUR CHANGE

• Target audience identified
• Target behaviours identified
• What kinds of interventions might 

work?
• How might they be delivered?
• Which BCTs to use?





INTERVENTION FUNCTIONS

COM-B components

Intervention Functions
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Physical capability

Psychological capability

Physical opportunity

Social opportunity

Automatic motivation

Reflective motivation



POLICY CATEGORIES

Policy Categories

Intervention Functions
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Communications & 
Marketing
Guidelines

Regulation

Legislation

Service Provision
Environmental/Social 
Planning
Fiscal Measures



Behavioural Change Techniques used in road safety interventions for young people, 2014, Fylan & Stradling
www.researchgate.net/publication/261186752_Behavioural_Change_Techniques_used_in_road_safety_interventions_for_young_people

https://www.researchgate.net/publication/261186752_Behavioural_Change_Techniques_used_in_road_safety_interventions_for_young_people
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www.racfoundation.org/research/safety/behaviour-change-techniques-guidance-for-the-road-safety-community

https://www.racfoundation.org/research/safety/behaviour-change-techniques-guidance-for-the-road-safety-community


www.bct-taxonomy.com/

http://www.bct-taxonomy.com/


FLESH OUT THE 
INTERVENTION



INTERVENTION DESIGN

DELIVER



INTERVENTION DESIGN

What is our aim? (related to our 
desired outcome)
What our objectives? (related to our 

target behaviours)
What might a pilot intervention look 

like? (intervention functions, BCTs)
How are we going to measure success?



USING CUSTOMER INSIGHT

SEGMENTATION TARGETING POSITIONING



Channel Strategy

Marketing Factors

Behavioural Factors

Content Factors

Competitive Factors

Proximity

Efficacy

Affordability

Scalability

Receptivity

Desirability

Complexity

Quality

SEGMENTATION

TARGETING

POSITIONING

DO
SA

GE

DESIGN INFLUENCES



CATEGORIES & CHANNELS

Direct Marketing Interruption Education Advertising Content Partnership Digital
Door-to-Door Events Workshops TV PR Public affairs Email
Telemarketing Stalls Training Radio Research Sponsorship Internet
Surveys Pop-up Stores Coaching Billboard Video Influencer Social networks
Direct Mail eLearning Poster Editorial Social video

Digital Outdoor Community news Mobile app
Screen SEO / Pay per Click
Newspaper Influencer
Leaflet
SMS
Promotional materials



TRIALS / PILOTS



TESTING

• Small scale pilots and trials are 
important to:

• Establish proof of concept
• Demonstrate feasibility
• Demonstrate potential

• Encourages innovation –
opportunity to try new 
approaches, through 
experiments

• Examining:
• Affordability
• Practicability
• Effectiveness & cost-effectiveness
• Acceptability
• Side-effects/safety
• Equity



EVALUATION



EVALUATION DESIGN

What is our aim? (related to our 
desired outcome)
What our objectives? (related to our 

target behaviours)
What methodologies should we use?
How are we going to measure success?



SCALING FOR DELIVERY



FUTURE WEBINARS
ROAD RANGERS – FOUNDATION STAGE - WEDNESDAY 17TH JUNE
PRACTICE OF INTERVENTION DESIGN – TUESDAY 23RD JUNE
EVALUATING BEHAVIOURAL INTERVENTIONS – TUESDAY 30TH JUNE



AGEING & SAFE MOBILITY

• Safe roads and road use for an ageing population
• 18th June 2020 at 2pm

• Safer vehicles and post crash care
• 25th June 2020 at 2pm

• Technology and self-regulation for older drivers
• 2nd July 2020 at 2pm

http://oldermobility.com/webinars/

21ST CENTURY STREETS

http://oldermobility.com/webinars/


DAN CAMPSALL
+44 1295 731810
+44 7967 446506
dan.campsall@agilysis.co.uk

TANYA FOSDICK
+44 1295 731813
+44 7795 385770
tanya.fosdick@agilysis.co.uk
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