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Introduction

The product management template

The IBM® Rational® Focal Point product management template contains a
pre-defined configuration setup that you can use as a product management
solution. The template provides a library of tools that are based on best
practices and frameworks for product management.

With the template, product managers can capture business needs, do
win/loss analyses, and build product road maps to focus on delivering
customer value from the time an idea is captured until the product is
delivered.

The product management template is suitable for projects related to
consumer electronics, independent software vendors (ISVs), web developers,
medical devices, and pharmaceuticals.

By using the template, you can accomplish these objectives:

e Capture ideas from internal stakeholders, customers, win/loss or
competitive analyses, and other resources by routing their emails to
Rational Focal Point and using web-based capture and analysis tools.
By using these tools, you can ease the demands for reporting and
decision-making.

¢ Understand customer value when you make decisions about product
features and direction to ensure that your products are successful.

e Leverage best practices for product management activities, and
configure the activities to support your own processes.

Getting started

Before you use the product management template, you must create your own
workspace based on the template. Instructions are in the IBM Rational Focal
Point Information Center.

The examples and screen captures in this user guide are based on Gizmo
Inc., a fictional mobile device manufacturer. All demo data that is used to
illustrate product management is fictional.

Each user has a specific role in the product management template. When
users log in, they see their home pages, which include information that is
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specific to their roles. The role-specific home pages ensure that each user
sees the information that they need to do their work. For example,
stakeholders see a list of the business needs that they have raised. A product
manager sees the status of each release, and developers see the business
needs that they are assigned to. Users can personalize their home pages.
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The product management process

Product management is not an exact science. It includes a number of
disciplines, such as product development and marketing. You can follow the
process in the product management template to develop products in an
organized way. The following image shows the overall product management
process that is applied in the template.
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Figure 1. The product management process

Within the template, there are three different life cycles; one for products, re-
leases, and business needs, respectively. The life cycle for each of these
elements is driven by the overall product management process. In other
words, the overall product management process is carried out through the life
cycles of products, releases and business needs. However, the overall prod-
uct management process image also includes various other activities that are
carried out separately from the overall process. These activities include, for
example, competitive analysis, value analysis, road mapping and market
planning, as indicated by the circular arrows in Figure 2.

Life cycles
The life cycles are implemented based on the following attributes:
e For Products, the life cycle is specified in the Lifecycle Phase attribute.

e For Releases, the life cycle is specified in the Status attribute.
e For Business Needs, the life cycle is specified in the Status attribute
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Lifecycle Phase in the

Status in the Releases

Status in the

Products module module Business Needs
module
Proposed Concept In Planning New
Concept
Accepted
Business Concept In Planning Accepted
Feasibility
Technical Concept In Planning Accepted
Feasibility
Review and | Concept In Planning Accepted
Accept
Planned
Detailed Under Development In Planning Planned
planning
(PM) Planned
Detailed Under Development In Planning Planned
planning
(Tech) Planned
Develop Under Development Started Started
Completed To be tested
Completed
Launch Introduced Approved Completed
Maintain Growth Approved Completed
Maturity
Decline
Retire Terminate Approved Completed
Additional Postponed To Be Clarified
states
Duplicate
Rejected
Postponed
Delete

Each status value has an icon. Wherever an attribute is shown,

its status icon

is displayed. The following image shows the possible values for the status
attribute of a business need.
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HEW Mew

W Accepted

%=, Planned

g3 Started

To be tested
€ Completed
@ To be clarified
= Duplicate

€3 Rejected

M Postponed

@ Delete

Figure 2. Icons for business need statuses

In the template, the Delete status is used for a soft delete. Use the Delete
status to indicate to the workspace administrator which elements can be
deleted. Until an element is physically deleted, it is marked to be deleted and
is not visible in most views.

A product can have the following life cycle phases:

Concept

Under Development
Introduced

Growth

®@ 0000

Maturity
@ Cecline

P Terminate

Figure 3. Product life cycle phases

A release can have these states:

O In Flanning
45 Flanned

§e3 Started
Completed

@ ~pproved
Ay Postponed

Figure 4. States of releases
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History
All attributes that have the logged changes icon have an automated history.
Figure 5. Logged changes icon.

To see the change history for an element, click the logged changes icon of
an attribute. You can revert to a previous version by clicking the rollback icon.

0

Figure 6. Rollback icon

The Version attribute is automatically increased based on changes in the
attributes.

The process for business needs

The process from creating a business need to implementing it in a release is
shown in the following table and image.

Step Definition Description Output state

ER Elicit request Gather the New
business needs

AR Analyze request | Identify and To be clarified,
review new Accepted,
business needs Rejected, or
to ensure their Duplicate
quality and to
remove any
duplicates

PR Plan business Decide which Planned

needs for a accepted
release business needs

are added to a
future release
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DTW

Do the work

When a release
starts, the
developers
implement the
business needs.

Started or
Postponed

VR

Verify (Test the
business need)

After work is
complete and all
business needs
are implemented
and tested,
perform user
acceptance tests.

To Be Tested or
Completed
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This business needs process is specified in the Status attribute:

New

To Be
Clarified Accepted [

Rejected Duplicate

To Be
Tested

!

Completed

Figure 7. The process to implement a business need in a release

The process for business needs are supported by a workflow engine. The
workflow transition area is available only in the display views of some
business needs and only for some users, such as the product manager.
When the user clicks a transition for a business need, the business need is
transferred to that state.

This worlkflow supports the process around business needs.
Current State Transitions
Hew New ¥ Accept | @@ Clarify | = Duplicate | €3 Reject

Figure 8. Transitions for business needs

The following sections describe how this process is handled in Rational Focal
Point.
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ER: Elicit requests for business needs
You can collect business needs in three ways:

e Stakeholders who can access Rational Focal Point can add business
needs directly.

e Product managers can collect business needs from customers and link
the needs to customer elements.

e Product managers can create business needs directly.

For whichever method you use to create a business need, you complete a
similar form.

Add a business need

You can add a new business need by completing a simple web form. You
must specify information in the fields with asterisks. At a minimum, for each
business need you must specify a title, description, and justification. You can
also specify other attributes.

If the product manager recorded the business need on behalf of a customer
who cannot access the Rational Focal Point, the product manager might link
the business need to the element that represents that customer. To link the

business need, in the Links section of the business need, edit the customers
link.

If the business need was created by a customer who can access Rational
Focal Point, the Creator attribute records the name of the user in Rational
Focal Point. Both the user's name and their company are recorded; for
example, Giulia (Quality Communication Corp.).

Import business needs

Alternatively, you can import business needs from a spreadsheet. Each
column in the workspace can be mapped to an attribute in the product
management workspace. You can also import pre-existing or heritage data
into your workspace.

AR: Analyze business needs

Check the quality of each new business need during a review phase. If you
need more information about a business need, set the status to To be
Clarified, which indicates that the need is ambiguous, unclear, or lacks vital
information. After the business need is modified, its creator sets the status
back to New. At this point, a business need can be Rejected or marked as a

© Copyright IBM Corp. 1997, 2010 11 IBM Rational Focal Point product management template user guide



IBM Rational Focal Point product management template user guide

Duplicate. Rational Focal Point contains many display modes that can be
used to review business needs.

To select only business needs that have a certain status, you can use a filter

—+l

S

Figure 9. Filter icon

Review each new business need to ensure that the relevant information has
been recorded.

You can also review new business needs by using the Review feature. The
product manager can review the business needs against a set of checkpoints;
for example, Complete and Feasible.

Add
Display

Review
& Releases

@siness Meeds to Review }

Prioritize

Visualize

Reports

Figure 10. A business needs view in the Review menu

The product manager can change thee status of all business needs that are
accepted. Ife a business need does not pass the review, you can set its
status etc To be Clarified or Rejected.

PR: Plan business needs for a release

The product manager decides which business needs are developed in a
particular release.

After the product manager has a list of the accepted business needse, they
can prioritize the needs and make a series of release plans by selecting in
which release a business need is developed. If customers prioritize their own
business needs, the product manager can use the result of that prioritization
to decide which business needs to include.
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Prioritize
ks Products (Our/Competitors)
B Business Meeds (FM Prio)
% Qualities

Figure 11. The Prioritize menu

The top ranked business needs are those that provide the most value with the
least cost and risk. When the product manager has a list of the top ranked
business needs, the manager adds a link to the release in the Release
attribute for the business needs and changes the status for the business
needs to Planned.

Status and Planning
Status %=, Planned

Release O alpha

Figure 12. Setting the status of a business need

After the release is confirmed, set the status to Planned.

DTW: Do the work

After the content of a release is selected, the product manager assigns the
business needs to developers. The home page for each developer lists the
business needs that the developer must implement.

After the implementation work is complete for each business need, the status
for each business need must be set to Completed. Developers must update
the Actual Effort attribute, in hours, as the implementation progresses. The
product manager and other stakeholders use this data to monitor the
progress of the release.

VR: Verify business needs

After a business need is implemented, the developer transfers the business
need to the “To be tested” state. Acceptance testing is outside the scope of
the default product management template. After the business need passes all
tests, the status of the business need is set to Completed.

After the business needs are set to Completed, the related release must be
set to Completed. Product managers can use the Review feature to ensure
that all aspects of the release are addressed before they launch the release.
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User scenarios

User scenarios are often helpful to understand how to use a product. This
section contains a set of scenarios that outline a few activities that you can
complete by using the product management template.

Gizmo, Inc.

Gizmo, Inc. is a fictional consumer electronics company that specializes in
manufacturing mobile phone devices.

gilzZme

Figure 13. The logo for the fictional Gizmo Inc company.

The following user scenarios follow the actions of Pamela, the product
manager for one of the mobile devices. Pamela follows a typical process to
create products and deliver them to the market. She interacts with customers,
such as Claus; developers; and stakeholders, such as Eric, to ensure that the
right product is specified and delivered.

Gathering market data

Gathering data from customers

One morning, Claus, a customer, calls Pamela. He and his colleagues have
been trying to use the latest release of the software that they purchased from
Gizmo, without much success. After he enters all the required information, he
gets a time-out error. As a result, all of his information is lost and he must
enter everything again. Claus notes that if the product does not work, he will
no longer be a reference customer and will consider competitors when he
evaluates the next upgrade.

Pamela understands the problem. In fact, many other customers have
reported this problem, which has been targeted for a future release. Pamela
reviews the release calendar and decides to re-evaluate the scope of the next
release and to accelerate the performance improvements. However, she
wants to understand what plans might be moved from the release to a future
release in order to meet the schedule constraints.
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Pamela also views the list of customers that have requested this
improvement. She realizes that these customers account for a significant
portion of revenue.

As a last step, Pamela views the updated product road map to make sure that
it reflects the changes.

To gather market data, in Rational Focal Point, Pamela takes these steps:
1. Opens the list of customers by clicking Display > Customers.

2. Select a customer; for example, Wireless Mobile Devices.

3. View the revenue for the customer.

Revenue
Product 7
Revenue 2010 | [ o

2000 |

2008 | [

2007 | [

400000 600000 B00000 1000000 1200000 1400000 1600000
0 Product Revenue

Figure 14. The product revenue for a customer

4. View the business needs for the customer.
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Wireless Mobile Devices -
e E 7S
General Information
ID 001 E
MName Wireless Mobile Devices B &
Description E4
Enntau::t Contact Name Title Phone E-mail E| .u/)
ames A Goran Razordish WP +1 234 567 890 goran@example.com
B Claus Wunderlich CTO +1 234 567 899 claus@example.com
Status @ Active B
Geographical 4 sa B
Markets
1‘ A
1T EMEA
Industry T Medical Devices Sy
Markets
T Aerospace & Defense
Related ¥ ureq0002:Send text to multiple contacts =
Business . .
MNeeds ¥ ureq0003:kKey chain carrying case
%=, ureql004:Increase battery life, standby time to ==200 hours
wew Ureqld007:Ergonomic design

Figure 15. The General Information page for a customer

5. Pamela views the business needs that Claus raised. She clicks the
Increase battery life, standby time to >= 200 hours link to view the
details of that business need.
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Increase battery life, standby time to >=200 hours Z&E 7

General Information

1D ureg0O04 E

Title Increase battery life, standby time to ==200 hours E| ;,?

Description The standby time of the battery should be at least 200 E| ;_.?
hours.

Benefit The user can use the phone for a longer time without E| ;_.?

Statement having to recharge. They can bring the phane on trips.

It's always a good thing to have long standby time.

Justification The quality of the batteries are increasing rapidly and we |E| ;/"
must keep up with the changes on this market. Long
battery time i= also very crucial for the APAC market.

Background A battery, i.e. an electric cell, is a product that generates E| ;,?

Information electricity based on how different chemicals react to

each other.
Ilustration El4
Attachments EF4
Internal - S
Comments
External - S
Comments
Status and Planning
Status %=, Planned EF4
Release %, Alpha EF4
Included in PM Mo E4

Drin

Figure 16. Details of the business need

The feature that is related to the business need is to be in the Alpha
release. Because this release is still in its early phase, Pamela wants to
see if the feature can be delivered on an earlier date.

6. To view the schedules for upcoming releases, Pamela clicks Display >
Releases and clicks the Gantt chart icon.

Figure 17. Gantt chart icon.

7. Pamela views the plan and decides to add the feature to the next
release, Gizmo G890, which already started.

8. For the “Increase battery life, standby time to >= 200 hours” business
need, Pamela updates the Release attribute. That feature is now to be
implemented sooner than was planned.
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I

: Dates

1 Releases

: &V Target Start Date

| <[ Planned Start Dat.
| <1 Actual Start Date

! @ |V Target ConceptD.
: @ Planned Concept |
! & Actual ConceptD .|
I

I

I

I

I

I

I

I

I

. alpha & v Target Developm.|
& Y o & v & Planned Develop..
O Beta | &1 Actual Developme

0 [ &V Target End Date
[0 Garima | & Planned End Date

@ Actual End Date

G' tho Ga40 [ ] | ¥ |v Release Date
.. IZ‘D S ¢ v I Created Date

[Elcizma 6900 [ [~ Last Changed Dat
=hliEIZmo
&

l =
: Display Links

! I Product

: [ Target Market

1 ™ Development Proj)
\ I Related Business
! =

I

\ Values

1 O v Budgeted Effort

\ O [¥ Total Estimated Ef
I O ™ Total Actual Effort
: =

I

I

=

£}
| 2010-07-01 2011-01-01 2011-07-01 2012-01-0

Figure 18. The release schedule

Gathering requirements from prospective customers

A large medical group that is a prospective customer issues a request for a
new device. The request includes requirements that are atypical for Pamela's
product. She adds the medical group as a prospect type of customer and
adds the new requirements as business needs.

To add information about the request, in Rational Focal Point, Pamela takes
these steps:

1. Click Add > Customer.

2. Complete the form about the customer, and click OK.
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Enter information about the new Customer, then click OK.

General Information

I ZE2E
Mame | |
Diescription a.‘,’}' | Z B 1| U EE i=| [=[s= E_
Contact Names A B C D
|C0ntac.'| |Tit|e | |PthE | |E-n'|ai| |
ta || I I I |
26 || I I I |

Data range in rows from to
Data range in columns from t.:.
Display as [ Table [+]
Flip matrix axes |

Sratus + [Prospect  [v]

A potential future customer

Geographical Markets Click To Add Link{s)
Industry Markets Click To Add Link(s)

Related Business Needs -

Revenue
Product Revenue A B c D
|2007 ||2008 ||2009 ||2010 |
! [Produci | I I I |
[ ok | [ cancel | []create as Folder [ Add Multiple Customers |

Figure 19. The Customer information form

The development manager of the prospect exports the requirements
database to a spreadsheet and sends it to Pamela.
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DEHRSISRAIPH X LBR-F/9-0- @4 @ -@ BiE

e S | (@ ®y {2 | ¥¢Reply nith Changes... End Review... !

B12 - 23

A | | ¢ | o | E | F | & | #®H 1T 1

1 |Title Descriptior Justificatio Backgroun Attachmer lllustration Related URInternal Co Stakehold
2 |Web Site Agent Supp The user wMany user

3 |NMultiple Language Op The user s Current loc SA121006
4 [Member Email MNotific The user s NA prepare-en JP121408:

5 |Travel Advisory and In The user s Many of ou 0322-2_gif SA120306
6
T

B8

9

SMS Motification

SMS Check In

Online Upgrade

Member Profile and Information Interface
10 |API to Airline System Support

Figure 20. The spreadsheet contains the requirements for the request

To import business needs:

—

Click Display > Business Needs.
2. Select Table mode.

3. In the bottom frame, click Update Business Needs to update the
Business Needs information from excel file.

4. In the Update elements in the current view from Excel screen, click
Browse to select the file that contains the requirements.

5. Leave the rest of the attributes in this screen as is.
6. Click OK

7. Rational Focal Point matches as many columns in the spreadsheet to
attributes as possible. Pamela checks the data to ensure that the
columns map to the correct attributes.

8. After the import is complete, the new business needs are available for
use in product planning.

Submitting a suggestion by using email

Pamela receives an email from a customer who is raising a new business
need.
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~ B erhanca st rocest K

P f T e e e M AR Foawai ™ = | T = Mo

_— Fe: enhanoement request
I B Custamer Pamala DRARNI00E DB

Hi Pamela

We really need to be able to establish a wireless connection with printers from a Gizmo, This
- enhancement is something that we will definitely consider when purchasing or upgrading from our
current product This is an important enhancement that will bring benefit fo our business,

Kind Regards,
A Customer

Figure 21. Email with request from customer

Pamela formalizes the message and sends it to a certain email address so
that the email can be submitted to Rational Focal Point automatically. When
Pamela submits the business need from an email, the subject line becomes
the Title of the business need, the body of the email becomes the Description
of the business need, and the email attachments become files in the
Attachments attribute.

o B = W= A e MuElh i PAPECEREIEALFUALFD
W

(A | Beno - BendendFik. - SaeeasDrat Daben Opiione. = r} Cagpiap™ Mam™

b 5 b rennn regcd s S e rrp e oo

~ €,

E-I Wi kaas CE Bt K DIRIET

i

— | Enabie wireless connection to a printer)

@

i

Figure 22. Pamela sends the business need to Rational Focal Point in an email

Adding and prioritizing business needs

Jim Smith works for General Telephone, a customer of Gizmo, Inc. Jim has
several business needs to request. Because General Telephone is an
important customer, Jim can access the Rational Focal Point database for
Gizmo, Inc. Jim logs in to Rational Focal Point, views his previous business
needs, and adds a new business need.

© Copyright IBM Corp. 1997, 2010 21 IBM Rational Focal Point product management template user guide



IBM Rational Focal Point product management template user guide

After Jim adds a new business need, he views all his business needs and
prioritizes them based on their importance to his company. Finally, he
visualizes the results.

Pamela can use Jim’s prioritization as she plans her next release. The
prioritization indicates the issues that are important to General Telephone.

To add and prioritize business needs, in Rational Focal Point, Jim takes these
steps:

1. Click Add > Business needs.
2. Complete the form about the business need.

3. Display the business needs that were added by clicking Display >
Business Needs | Created.

4. Click Prioritize > My Business Needs (Prio). Jim can prioritize his
business needs by their importance.

5. During the prioritization, Jim views pairs of business needs. For each
pair, he decides which of the following situations apply:

¢ A and B are of equal importance.

A is weakly more important than B.

A is strongly more important than B.

A is very strongly more important than B.
A is absolutely more important than B.

After Jim has made a sufficient number of comparisons, the business
needs can be ranked.

6. Click Visualize > My Business Needs (Prio).

||7 ¥ Overthe Air upgrade
I

IF‘? Synchronize Calendar entries |

il?‘? Raspberry Synchronization |
il7 ¥ Media Keys |

il7 ¥ Send textto multiple contacts |

i|7 ¥ Headphone socket |

i.‘? Kaniji Suppart |

i. ¥ Seven Mega Pixel Came‘la

i.‘? Optical Zoom |

Figure 23. The results of the prioritization
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Pamela can now use this ranking to complete the overall prioritization
of features for the next release.

To display the results of customers’ prioritizations of their own
business needs, Pamela clicks Visualize > Business Needs (Ext
Prio).

Recording information about a win or loss

Pamela calls a prospect who has become a customer to conduct a win/loss
interview. During the call, the customer discusses business needs that they
want to submit. Pamela creates the new business needs directly from the
win/loss report. For tracking purposes, she links the business needs to the
win/loss report and to the customer. She also records the revenue that was
gained as part of the win. In the competitor section, Pamela adds a new
competitor that is associated with the deal.

To record data about the win, in Rational Focal Point, Pamela takes these

steps:
1.

2.

Click Display > Customers.

In the Status field, change the status of the customer from Prospect to
Active.

Status

d¢ | Prospect v
& potential future customer

Figure 24. Changing the status of a customer

3.

To record the details of the win/loss interview, click Add > Win/ Loss
Report, complete the form, and click OK.

The win/loss report form can be used to conduct a win or loss interview
and to record all the important information about the win or loss. That
information includes the value of the deal, the competitors, and what
affected the win or loss.

During the interview, the customer might mention business needs. To
record a business need, in the lower frame, click Add Business
Needs.

After the report is completed, it is displayed on the product manager’s
home page in the “Win/Loss reports that have been updated during the
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last 30 days” section. To open the home page, in the upper frame, click
Home.

Defining the next release

Pamela must suggest an appropriate set of business needs for the next
release of the product. She must present this to the product management
board for their approval.

First, Pamela visualizes a selection of accepted business needs. Previously,
Pamela prioritized the business needs based on information from the market
organization at Gizmo. She views the total score for all markets to see which
business needs are most valuable for all markets. She also considers the
implementation cost. Based on the overall result, she selects the optimal set
of business needs to use. These business needs are part of the next release.

To define the next release, in Rational Focal Point, Pamela takes these steps:

1. Click Visualize > Business needs (PM Prio). Pamela views the
results for a market; for example, the APAC market.

s fr APAC Fublich

|E ¥ 77 PRI (as0MiDn - & M papEstE |
R T 2 Compase |

% ¥ 42 Graup PuUsh-To-Tal

BT U s |

% ¥ 06 Bolor Dallery |

R ¥ = Flight Wode |
IE ¥ 51 inshan Wasaeing |
B ¥ 24:Bulk-in Flash |

E ¥ 15 BuE-n mep I

P ¥ 27: Erparamic design |
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Figure 25. The results of the prioritization of business needs
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2. Pamela selects the EMEA market and notes its priorities. To view
another market, under the list of business needs, she selects a market

from the drop-down list.
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Figure 26. Selecting the EMEA market

3. Pamela considers two other markets, NA and SA. She also considers
which markets match the product road map. Pamela views the total
score for all markets in a stacked bar chart by clicking the stacked bar

chart icon.

Figure 27. Stacked bar chart icon.
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Figure 28. The business needs for several markets and their relation to the road map

In the chart, the top business needs are those that provide the most
value for all markets and are also most in agreement with the road
map and company strategy. However, Pamela has not yet considered
the implementation effort and risk.

4. In the frame to the right of the chart, she selects the Effort and Risk
criteria.
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Figure 29. The business needs for several markets measured against Risk, Effort, and the road map

With the additional criteria selected, the top business needs in the list
are those that provide the most value and least effort and risk to all
markets. Pamela cannot implement all of the business needs because
of resource and cost constraints; she must select a few business
needs. She excludes the needs that provide less value and more effort
and risk.

5. Pamela clears the bottom business needs in the list, which have red
check boxes.

After those business needs are excluded from the scope, Pamela sees
that the value has been maintained between 80-90%. However, the
effort has decreased to 65% and risk has decreased to 62%. Pamela
includes the top-scoring business needs in the next release.

6. Pamela right-clicks the list and selects Edit All Checked Elements.

7. She updates the status to Planned and the release to Gizmo G900.
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Creating reports

One of the teams that Pamela works with is document-based. That team
wants a document that contains all the business needs and information about
why they are creating the product. Pamela decides to give that team the
business need document because it provides market and customer
background information.

To create the report, in Rational Focal Point, Pamela takes these steps:
1. Click Display > Business Needs.
2. Create a filter to show only the business needs that are in the release.

a. Click the Filter icon.

-+l
T

Figure 30. Filter icon.
b. For the Release attribute, click the Edit link.
c. Select a release.

d. Click OK twice to save the filter. This filter will show only the
business needs that are included in a certain release.

Define filter options for Release

= [] Releases
S [] Alpha
[} |:| Beta
[} |:| Gamma

S [] Gizmo G900

Figure 31. Defining a filter
3. Print a quick report of the business needs:

a. Click the Quick report icon.

Figure 32. Quick report icon.
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b. Select the format, paper size, and orientation. For the template,
select Standard Report Template. Click Next.

c. Specify the Header details and click Generate Report.

d. Open the report by clicking the here link.

Comparing performance and sales targets

The Gizmo G9 product is underperforming compared to its original targets.
Pamela and Eric, an executive stakeholder, receive an email about the poor
performance. Pamela reviews the geographical markets to see if the problem
can be isolated. The under performance is mainly in the APAC market. Her
analysis of wins and losses in the APAC market indicates that a new
competitor is perceived well because of its great performance and ease of
use.

To analyze product performance, in Rational Focal Point, Pamela takes these
steps:

1. Click Display > Our Products to view the information about products
in the APAC market.

2. In the Revenue Info section, view the product information. In an area
where the APAC market was targeted to have greater revenue, the
revenue is declining.
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Revenue Info

Target Revenue Yr1 Yr2 Yr 3 Yr4 Total Sy
EMEA 350 550 450 670 2 020
NA 300 200 100 100 700
SA 500 500 700 1000 2800
APAC 1100 1200 1000 900 4 200
Totals 3250 2550 22350 2670 9720
Actual Revenue Yr1 Yr 2 Yr 3 Yr 4 Total S
EMEA 400 500 500 700 2 100
NA 200 200 200 100 700
SA 450 500 300 1200 3050
APAC 1200 1000 750 400 3 350
Totals 3250 2300 2250 2400 9200
Performance vs Yri Yr 2 Yr 3 Yr 4 Total
Target EMEA 50 -50 50 30 30
NA -100 0 100 0 0
SA -50 0 100 200 250
APAC 100 -200 -250 -500 -850
Totals 0 -250 0 -270 -520

Figure 33. The Revenue Info section

3. The Links section indicates that the product has many competitors and
that it has lost two potential customers.
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Links
Competing A> winter Sy
Products Summer
Spring
@Fall
Company O Gizmo Corp B 4
Geographical T NA B
Markets 1 Evea
T APAC
Industry T Telecom E 4
Markets 1 Retail
etai
Win/Loss 4 Dubai 2009-01-18 =
Reports
P ’ London 2008-12-10
’ Mew York 2010-01-03
’ Paris 2010-02-18
& Tokyo 2010-04-25

Figure 34. The Links section

4. Click a win/loss report to analyze it in detail. Consider these questions:
¢ What qualities did the prospect think were important?
e What was the value of the account?

¢ Which features can be implemented to improve the position for
future deals to beat the competition?

5. To display details about the APAC market, click Display >
Geographical Market. View the details about the market size ($) and
potential growth. Analyze the data. For example, if the market is big
and potential growth is great but market shares are being lost to a
competitor, what actions must be taken?

Creating strategy based on visualization and prioritization

Pamela presents to the product strategy team once every quarter. For the first
quarter meeting, Pamela is asked to share her thoughts about the strategy to
change the positioning of the devices in the Gizmo portfolio.

The strategy team consists of the following individuals:

e The director of software development

e The senior solution architect
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e The vice president of sales

e The vice president of marketing

e The CEO

e The vice president of products
To prepare for the meeting, Pamela gathers the market information for each
geography. She prioritizes the qualities that the different regions think are

important. She also gathers information about competitors to provide an
overview of the market.

Pamela meets with the strategy team to ensure that they take a suitable
approach for the devices that are being developed and launched. Pamela
asks the strategy team to visualize the different markets. This visualization is
not based on a pairwise comparison prioritization, but on values.

To view and analyze market information, in Rational Focal Point, Pamela and
the strategy team take these steps:

1. Click Display > Markets.
2. Make sure that the following attributes have values:

o Competitive Saturation: Calculated automatically based on the
number of products that are linked to the market

e Market Growth: For each geographical market, the potential
growth in percentages

e Market Size: For each geographical market, the market size in
dollars

3. Click Visualize > Markets to display the ranking based on the values.
Click the stacked XY chart icon.
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Figure 35. The markets are ranked in the stacked XY chart

The strategy team prioritizes the product qualities based on each of the
markets.

4. Click Prioritize > Qualities.

5. Make pairwise comparisons of the qualities based on which has the
highest value for each geographical market. Make comparisons until
the number of completed comparisons is equal to or higher than the
number of recommended comparisons. Analyze the next market by
selecting the market from the Criterion drop-down list. Continue
comparing until all markets are evaluated.
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Figure 36. Making pairwise comparisons about the market

6. View the results of the prioritizations and the ranking of the overall
value of each quality for the different markets by clicking Visualize >
Qualities. Click the stacked XY chart icon again.
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Figure 37. The results of the prioritization, shown in a stacked XY chart

Based on the qualities, the strategy team prioritizes the Gizmo products
and competitor products.
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7. Click Prioritize > Products (Our/Competitors).
8. Compare the products based on the qualities.

e Compare the products until the number of completed
comparisons is equal to or higher than the number of
recommended comparisons.

e To compare against a different quality, select a quality from the
Criterion drop-down list.

After they compare the products, the strategy team can view the overall
ranking of the products in the market. They are pleased to see that the
overall top phone is the Gizmo G900.

9. Click Visualize > Products (Our/Competitors). Click the stacked XY
chart icon.
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Figure 38. The results of the prioritization based on qualities

The strategy team views a scenario in which the only two qualities of
importance are Usability and Performance. The Gizmo G900 product is in
second place; a competitor’s product, the Playful 8250, is in first place. By
switching the qualities, the team can view different scenarios.
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Figure 39. The results of the prioritization for usability and performance only

Updating the product road map with a new release

Gizmo requires product managers to maintain a rolling 18-month road map.
To update the road map, Pamela creates a release. With this release,
Pamela is introducing a new version of a product that will be aimed at the
outdoor pursuits market. She adds market information about the product, and
identifies its competitors.

To update the road map, in Rational Focal Point, Pamela takes these steps:
1. Click Add > Release.
2. Complete the form about the release.
a. Forthe Products attribute, select the existing product.
b. Enter the target dates for the release.
c. Click OK to save the form.
3. Click Display > Our Products.

4. For the selected product, update these attributes: Market Perception,
Geographical Markets, Industry Markets, and Competing Products.

5. Click Display > Releases and click the Gantt chart icon.
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The Gantt chart displays the releases on a time scale, with start and end
dates, milestones, estimated and actual resource values, and linked data.

Releasing the product

The development of the product has gone according to plan. In the last seven
weeks, the team increased the quality of the product by removing over 600
defects.

The stakeholders fulfilled all the checkpoints to launch the product. Pamela
schedules a final review of the deliverables that are related to the product
launch. At the meeting, no new issues are raised and Pamela decides to
release the product.

To review the product, in Rational Focal Point, Pamela takes these steps:
Note: To review the release, it must have the Completed status.

1. Click Review > Releases. The checkpoints that must be met to launch
the release are displayed. The review checkpoints are configurable
and might include these events:

Website updated
Documentation completed
Marketing material
Support training

Sales training
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Figure 40. Reviewing checkpoints for a release

2. Based on the question that is displayed, indicate how well the
checkpoint was met by selecting a score on the ranking scale. For
checkpoints that are not fulfilled, indicate the severity and the product
manager who must correct the problem.

3. Repeat step 2 until all checkpoints are analyzed.

Note: At any time during the analysis, click the Action List icon to view
the outstanding work for the checkpoints.

Figure 41. Action list icon.
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This element

Title Gizmo G700
Description

Version 2.0.0
Product

Release Date

Status ] Completed

AR Y

Development Project
Manager

Does Not Fulfill
Checkpoint Comment Corrected
Marketing Material Vs O

Support Training j’ O

Figure 42. Verifying that a checkpoint is completed

After all checkpoints are correct, the release can be launched.
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Notices

This information was developed for products and services offered in the U.S.A.

IBM may not offer the products, services, or features discussed in this document in
other countries. Consult your local IBM representative for information on the products
and services currently available in your area. Any reference to an IBM product,
program, or service is not intended to state or imply that only that IBM product,
program, or service may be used. Any functionally equivalent product, program, or
service that does not infringe any IBM intellectual property right may be used instead.
However, it is the user's responsibility to evaluate and verify the operation of any
non-IBM product, program, or service.

IBM may have patents or pending patent applications covering subject matter
described in this document. The furnishing of this document does not grant you any
license to these patents. You can send license inquiries, in writing, to:

IBM Director of Licensing
IBM Corporation

North Castle Drive
Armonk, NY 10504-1785
U.S.A.

For license inquiries regarding double-byte (DBCS) information, contact the IBM
Intellectual Property Department in your country or send inquiries, in writing, to:

Intellectual Property Licensing

Legal and Intellectual Property Law
IBM Japan, Ltd.

1623-14, Shimotsuruma, Yamato-shi
Kanagawa 242-8502 Japan

The following paragraph does not apply to the United Kingdom or any other
country where such provisions are inconsistent with local law:
INTERNATIONAL BUSINESS MACHINES CORPORATION PROVIDES THIS
PUBLICATION "AS I1S" WITHOUT WARRANTY OF ANY KIND, EITHER EXPRESS
OR IMPLIED, INCLUDING, BUT NOT LIMITED TO, THE IMPLIED WARRANTIES
OF NON-INFRINGEMENT, MERCHANTABILITY OR FITNESS FOR A
PARTICULAR PURPOSE. Some states do not allow disclaimer of express or implied
warranties in certain transactions, therefore, this statement may not apply to you.

This information could include technical inaccuracies or typographical errors.
Changes are periodically made to the information herein; these changes will be
incorporated in new editions of the publication. IBM may make improvements and/or
changes in the product(s) and/or the program(s) described in this publication at any
time without notice.
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Any references in this information to non-IBM websites are provided for convenience
only and do not in any manner serve as an endorsement of those websites. The
materials at those websites are not part of the materials for this IBM product and use
of those websites is at your own risk.

IBM may use or distribute any of the information you supply in any way it believes
appropriate without incurring any obligation to you.

Licensees of this program who wish to have information about it for the purpose of
enabling: (i) the exchange of information between independently created programs
and other programs (including this one) and (ii) the mutual use of the information
which has been exchanged, should contact:

Intellectual Property Dept. for Rational Software
IBM Corporation

5 Technology Park Drive

Westford, MA 01886

U.S.A.

Such information may be available, subject to appropriate terms and conditions,
including in some cases, payment of a fee.

The licensed program described in this document and all licensed material available
for it are provided by IBM under terms of the IBM Customer Agreement, IBM
International Program License Agreement or any equivalent agreement between us.

Any performance data contained herein was determined in a controlled environment.
Therefore, the results obtained in other operating environments may vary
significantly. Some measurements may have been made on development-level
systems and there is no guarantee that these measurements will be the same on
generally available systems. Furthermore, some measurements may have been
estimated through extrapolation. Actual results may vary. Users of this document
should verify the applicable data for their specific environment.

Information concerning non-IBM products was obtained from the suppliers of those
products, their published announcements or other publicly available sources. IBM
has not tested those products and cannot confirm the accuracy of performance,
compatibility or any other claims related to non-IBM products. Questions on the
capabilities of non-IBM products should be addressed to the suppliers of those
products.

All statements regarding IBM's future direction or intent are subject to change or
withdrawal without notice, and represent goals and objectives only.

This information contains examples of data and reports used in daily business
operations. To illustrate them as completely as possible, the examples include the
names of individuals, companies, brands, and products. All of these names are
fictitious and any similarity to the names and addresses used by an actual business
enterprise is entirely coincidental.
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If you are viewing this information in softcopy, the photographs and color illustrations
may not appear.

Trademark acknowledgments

IBM, the IBM logo, and ibm.com are trademarks or registered trademarks of
International Business Machines Corp., registered in many jurisdictions worldwide.
Other product and service names might be trademarks of IBM or other companies. A
current list of IBM trademarks is available on the web at
http://www.ibm.com/legal/copytrade.shtml.

Other company, product, or service names may be trademarks or service marks of
others.
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