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Key Points

« Roadmaps and Roadmapping

Plan for the right features, at the right costs, using the
right technologies, at the right time.

 Product-Technology Roadmaps

Enable product teams to link business strategy,
product plans, and technology development.

Help coordinate across product lines and functions.

Make clear communication with customers and
suppliers.

e Technology adoption with roadmaps

Coordinate across product lines and functions for
sharing of technologies and collaboration in
developing and adopting new technologies.
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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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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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Product-Technology Roadmap

A Business Planning Tool
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1. Market and Competitive Strategy:
Wireless Handset Example

Wireless Handset Example
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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
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3. Technology Roadmap Wireless Handset Example
Organized by Drivers
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Action Plan: Adopting New Technologies

e

Action Summary

Risk Categories
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Using and Deploying Roadmaps

Risk Roadmaps
— Track plan-changing events
 Technology Collaboration and Reuse
— Cross Roadmap Reviews
— Technology database Teach Deploy
« Vertical Application
— Manufacturing capabilities
— Components and subsystems
— Coordinate with suppliers
— Align with customers
 Roadmapping metrics

— For an individual roadmap:
avoid common failure modes.

— For deployment in a corporation: ! | | !
the % complete trap. Integrate Plan

— Corporate value creation: N o
with growth, cost reduction, efficiency, timing.

« Portfolio Management
— Integrate/align product and technology portfolios

Corporate Roadmapping Roles

Business Units
sdewpeoy
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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:

To Learn More:

Discipline & Focus

Learning &
Communications

%%
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Product-Technology Workshops
(1 day case-based training)
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