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Key Points

 Portfolio Management is a Process

The key link among strategy, product development, and
operational processes.

Multiple portfolios of markets, offers, products/platforms, and
technologies.
« Roadmaps and Roadmapping

Help product teams link business strategy, product plans,
and technology development.

Enable clear communication with customers and suppliers,
and serve as a guide for the team.
« Roadmaps and Portfolio Management

Roadmaps clarify the unknown future and provide
information for intelligent decisions

Roadmaps help manage offer, product and technology
portfolios

Roadmapping and Portfolio Management are continuing,
cyclical processes.
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Portfolio Management:
In the Context of Business Processes

« Portfolio Management: a critical linking process
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A Corporation’s Several Portfolios

Market

Marketing S ~ Tens e MUI“ple pOr'[fO|IOS
e Correlated elements
 Portfolio Measures
Marketing — Value
& Product ~ Tens — Hundreds

— Balance

\ — Strategic Alignment

Management

 Roadmaps support portfolio
management

Products/ — A roadmap defines a product —
Product Platforms TR with links to strategy, market,
Management technology.
r — Roadmaps for offers link products,
markets, strategy.
— Roadmaps include the drivers and
Tesnaloscs plans to manage the technology
portfolio.
R&D ~ Thousand(s)
Primary Responsibility (Order of Magnitude)
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Roadmaps and Roadmapping

A Roadmap

— 1s the view of a group of how to get where they
want to go, or achieve their desired objective.
(Discipline)

— helps the group make sure the capabilities to
achieve their objective are in place at the time
needed. (Focus)

Roadmapping
— Is a Learning process for the group.

— 1s a Communication tool for the group.
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Product-Technology Roadmap

A Business Planning Tool
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Roadmap Planning in Four Steps

Market and Competitive Strategy

Understand customer buying behavior (customer drivers) and
feasible strategies. Target key segments.
Identify competitors, complementors, and partners.

Product Roadmap

Push Pull

Decide how the product will be differentiated to win in key
segments. Translate overall customer drivers into product drivers

for this specific product. Set multi-year targets.

(requirements,
drivers)

(capabilities)

Technology Roadmap

What technologies are most important? Link product drivers
to hardware, software, and manufacturing technologies. Identify
multi-generation technology investments to maintain
competitiveness.

Summary and Action Plan

What resources and investments are needed? Plan projects with
the highest priorities. Are technology investments in the most
important areas? Identify and track risk areas.

(Sources: Tom Kappel; Phaal, R., Farrukh, C., and
Probert, D., Fast-start Technology Roadmapping; “KnOW'When”
Richard Albright.)
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1. Market and Competitive Strategy:
Wireless Handset Example

Wireless Handset Example

Competitive Landscape

Customer Driver
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Wireless Handset Example

2. Product Roadmap:

Product Drivers link Customer Needs to Technologies and Targets

Target Cost and Price

Wireless Handset Example
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Wireless Handset Example

Using the Past to Forecast the Future

Experience Curves Capture Many Drivers
WIRELESS HANDSET PRICE
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3. Technology Roadmap Wireless Handset Example
Organized by Drivers
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Roadmaps Drive Many Process Steps
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Roadmaps and Portfolio Management

A Product-Technology
Roadmap

— Defines the measures for

portfolio management

* Value, Strategic
Alignment, Balance

— Links strategy, market,
technology

Example:

Roadmap

Roadmap of Roadmaps

Wireless Solution

Wireless Services
Roadmap

Wireless Handset
Roadmap _—

Wireless Infrastructure

Roadmap

Wireless Solution *‘
Roadmap

Technology Investment
 Roadmaps Manage
Multi-Product Offers & Disruptive | <Soft Radio T\ Antearfa
. g basis of competition Monitor Integrated Aslc
« Roadmaps are the basis |& Attack
O ~. ..
for the_ technology — | = ower Sun
(o]
portfolio g —
8 Battery Ltz Voice Coder
g la
Acquire Partner Develop
Technology Source
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Some Learnings from Roadmapping Experience

« On Roadmaps
— Product-Technology Roadmaps.

— Linked (strategy to product to technology) roadmaps, not parallel
marketing and technology roadmaps -- with increasing emphasis
on strategy front end.

— Focus on the 2 - 3 most important drivers, technologies and
investments/actions.

— Extend to joint roadmaps with customers and suppliers

« On Roadmapping
— The product manager (with P&L) owns and drives.
— A strong leader makes or breaks.

Resource:
— Cross functional team. MATI (Management of
— A facilitator is important. Accelerated Technology
_ _ Innovation): Best practices
— Use the roadmap to guide the journey. in Technology Management.
— Renewing the roadmap: Buy ‘em lunch! http://mati.ncms.org
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Why Roadmap?

 Roadmapping is just good planning, with a heavy dose of
technology (not just an afterthought).

 Roadmaps link business strategy and market data with product
and technology decisions using a series of simple charts.

 Roadmaps reveal gaps in product and technology plans.
« Roadmaps prioritize investments based on drivers.

 Roadmapping helps set better targets: more competitive and
more realistic.

« Sharing roadmaps allows strategic use of technology across
product lines.

 Roadmapping communicates business, technology and product
plans to team members, management, customers and suppliers.

 Roadmaps provide a guide to the team, allowing the team to
recognize and act on events that require a change in direction.
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Summary: Key Points

 Portfolio Management as a Process

The key link among strategy, product development, and
operational processes.

Multiple portfolios of markets, offers, products/platforms, and
technologies.
« Roadmaps and Roadmapping

Help product teams link business strategy, product plans,
and technology development.

Enable clear communication with customers and suppliers,
and serve as a guide for the team.
« Roadmaps and Portfolio Management

Roadmaps clarify the unknown future and provide
information for intelligent decisions

Roadmaps help manage offer, product and technology
portfolios

Roadmapping and Portfolio Management are continuing,
cyclical processes.
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Summary:

Discipline & Focus

Learning & Communications
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