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ABOUT US

Experts in technology
product management.
Product marketing and
Data Science.

Specialize in training.

Trained hundreds of
thousands of people at
companies around the
world since 1993.
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Today’s Speaker

Jim Semick
Co-founder and
Chief Strategist,
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~ What roadmapping challenges do you




Why do we need roadmaps?
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The Roadmap vs the Backlog

Big Picture Detailed

Longer term horizon Shorter term horizon

No dates / rough dates Often has dates

Communication focus Execution focus

Prioritize less often Prioritize frequently

High-level estimates Granular estimates

Communication Tools: ProductPlan, Project Mgmt. Tools: JIRA, Pivotal
PowerPoint Tracker, Spreadsheets
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Top-Down Strategic Planning
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Aligns internal stakeholde_'“”

Facilitates discussion of options and scenarios
Communicates progress of development
Shares strategy with external stakeholders




Theme-based Roadmap

A\

Premature convergence on

features is risky.

Stakeholders want feature -

based roadmaps.

A theme-based roadmap is
a new concept for many
people and feels

counterintuitive.



‘How many of you have moved to theme &
based roadmaps? i




A Theme-Based Roadmap

Theme: Customers Complete First Purchase Faster

Mobile Support Credit Card Processor API
New Admin Console UX Improvements




Group Features Into Themes

Tenant leasing software—a case study

Our feature -based One possible theme...
roadmap...

v Move in renters 50% faster

Move in workflow
Lease info

Move-in checklist
Tenant screening
Online rental app

Lease info

Online Rental App

bR~

Tenant Screening

Move-in Workflow
The problems: overly optimistic, not
highest customer value, hard to shift ?7??
priorities, presumed we knew all
answers




North Star Framework

Customer value created Business impact the
by the Product team CEO cares about

Product Analytics
New User
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App Redesig
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Questions about Themes and
North Star Metrics?




Strategies for Prioritizing Your
Roadmap



Prioritizing: Roadmap vs Backlog

Specifics not known yet Details typically known

Based on strategic goals Dev order not yet known

Prioritization based on many factors: Prioritization based on fewer factors:

» E.g. customer value, competitive « E.g. customer value, story points,
differentiation, development effort, available resources

support cost, risk, business goals,
stakeholder needs
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Value vs. Effort Model

Weigh business value against complexity to implement.
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Weighted Scoring

Score initiatives based on value versus cost.
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Kano Model

Prioritize customer delight versus type of feature.

Customer Delight vs Product Function
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RICE Scoring Model

Reach. How many people your initiative will reach in a given time

Impact. Quantitative or qualitative goal (e.g. how many new conversions)
3 = massive impact, 2 = high impact, 1 = medium impact, .5 = low impact

Confidence. Solid data vs intuition?
100% = high confidence 80% = medium confidence 50% = low confidence

Effort. Resources to complete initiative over a given time

https://www.productplan.com/glossary/rice-scoring-model/



https://www.productplan.com/glossary/rice-scoring-model/

How to Choose?
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Aligning Stakeholders
Around Prioritizing
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Engage Stakeholders at Every Stage
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Justify Decisions with Metrics

- Customer success and product

Business-oriented metrics

engagement metrics

Bl sl i o e W AP i B 2%

- Product vsage/adoption (sign in + Customer Acquisition Cost (CAC)
frequency. sharing, etc) . Lifetime Value (LTV)

- Percent of users who take o + Honthly Recurring Revenue (HRR)

specific action that matters

+ Annual Recurring Revenue (ARR)

- Feature vsage (usage versus
per customer

other Features)
« Which customer bype is using - Average Revenue per User (RPU)
certain Features + Conversion (e site visit to
- Retention or churn rate lood conversion)

+ Quality (eg. average bugs.
net promoter score)




Communicating the Roadmap
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From Big Picture to Focused Execution

2017 =
Entarprise Marketing
Jan Feb Mar Mar 21, 2017 May Jun

Infrastructure

Native emofl support  Emofi Plcker
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Roadmap Milestones <-> Release Marker

Current Iteration/Backlog
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Hide 2 accepted stories ~
checkout, ization is ful, show

order number and confirmation message to

shopper (DP)

admin, checkout, shopping Send notification email of

order placement to admin (DP)

orders Shopper should be able to check

status of order by entering name and order number (DP)

orders Shopper should be able to ask
question about order (DP)

admin, orders AGmin can review all order  Start ()
questions and send responses to shoppers

shopper accounts Signed in shopper should  Start )

be able to save credit card and address information used
in checkout

deployment Set up Engine Yard production Start ()
environment

Finish ' W

signup / signin Shopper should be able to  Start ()

sign up for an account with email address

~ 34+13-19 Mar 6 points « &%

signup / signin Shopper should be able to  Start )
reset forgotten password

signup / signin Shopper should be able to  Start )
log out

signup / signin When checking out, shopper Start (v}
should have the option to sign in to their account
shopper accounts Signed in shopper should  Start ()
be able to review order history

shopper accounts Signed in shopper should  Start ()
be able to save product to favorites

shopper accounts Signed in shopper should = Start {v]
be able to review and remove product from favorites




Communicate Visually
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Live Q & A
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Check out our great content

www.productplan.com
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Join us for our next
webinar:

Product Portfolio
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with David Meerman Scott

Marketing
Plan

Events

Product

Profitability

Requirements

w

2019

Innovation

Distinctive
Competencies

Stakeholder
Communications

Product
Portfolio




	Slide Number 1
	ABOUT US
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Why do we need roadmaps?
	The Roadmap vs the Backlog
	Top-Down Strategic Planning
	Goals of a Strategic Roadmap
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Prioritizing: Roadmap vs Backlog
	Weigh business value against complexity to implement.
	Score initiatives based on value versus cost.
	Prioritize customer delight versus type of feature.
	Slide Number 21
	How to Choose?
	Slide Number 23
	Aligning Stakeholders
Around Prioritizing
	Engage Stakeholders at Every Stage
	Evangelize Product Goals
	Slide Number 27
	Communicating the Roadmap
	From Big Picture to Focused Execution
	Communicate Visually
	Slide Number 31
	Slide Number 32
	Slide Number 33

