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Software product roadmap development

Case study
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BA established a software development strategy and multiple product
roadmaps for a global solutions provider

Client Background

® The client is a leading global solutions provider with deep capabilities in managed services, BPO, data center management, cloud
services and management consulting among many other offerings

B The client wanted to gain a market based view of potential solutions to inform development for new categories of software. The
company has aggressive revenue goals and wants to minimize the risk in development by adopting a market management approach.
This was also the company’s first major foray into software development and required a disciplined approach to draw distinctions
between services capabilities and software functionality

Key Highlights

m BA conducted a multi-phased approach to evaluate create a market based stack that included an market based view based on
customer pain points, an ecosystem view to understand emerging technologies and the company’s internal view

B As aresult of BA’'s work, the client was able to define its product strategy for multiple products with insights on “hygiene” functionality
and “differentiators” that drive competitive value.

B The client also was able to understand how adopting recommended actions would improve the market positioning of the portfolio

What is the process for defining a
market based view that drives
software development priorities?

Key Business Questions

What are the industry Whatis happening in the
pain points that drive competitive ecosystem
use cases and how do in terms of emerging and
pain points map to innovative technologies
software functions? and upstart competitors?

What are the priority
software functions that
need to be built and
how do | differentiate?
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BA developed a process for product strategy development based on a
“market-in” view of the product stack

What s the process for defining a
market based view that drives
software development priorities?

We applied three “lenses” to drive the product strategy analysis —
Demand Side, Supply Side and Internal View

BA established a process to evaluate over 300
separate software functions across the portfolio

il P
stack P —— = Define Solutlon Sisok for CHl (Analrbos & Loyally) and DG
definition = =
=
(Defined ) T - B4 oapabiliies defined
—— 2ED
= =i A “Generalized Solution Stack” for each solution was developed

across industry at module level based on supply / demand

Anslysis of sch stack slement (capabiitysoftwars Tunchionaity) P— Banting cw
T YN T er
- TSt loyaty = forouz remm, = TES cumer] Commerce | Markesing Mansgement |

markeers analyst commarTs. MEAS mrnashis & roaeTy
W SE GRS EESIED BT w Degres of oetmeniEnon o st = TCSwew Marizting [ Sramal Edleing |
= L program TEOs funcTionaltes focus sres
g —— = = EouTas Tenmector weostes snmyst w Valgatio c

ERala =ty v Earcech Sub-level functionalities were defined for each capability to describe
Fomesier, Gamner, 00 Trenas ul | Enanking Piatiorm | | Ecommence Plationm | | rurFCrand P u
SRR b distinctive software components
' [ Crmikcnannel Experience
imagratad modRls cevaload S0 anh SoLDN Stack S ongoing rioriizaton, anslysis sl cooy | - =
’ B Each capability has an underhying s=t of

e W Ragiaen & Comalanze Eam—— functionalities
3 e R
T == o §
e . .

whick By A

M
=

I

L [ Fronat Detection & Mg Cisriouion & Fuliment | [ Revermae

m Flleat Managemen: Solns
Efficiany Imariory Mgt & Opfimiz.
Facliles Managemen:

| "Workdoros Collsnoraion

-
1
)
]
1
|
1
1
1
]
A market based stack emerged Source: T8 s i o |} Sunie,
]
]
]
]
]
]
]
]
]

#

i

1

)

1

1

1

: ‘Our lexicon ussd throughout the anatysis:
| ' Capablitty- A st of regquirements defined by

Crlra Payrasrm. Packoms. : e marke! Tt drie software dewekpment.

1
1
1
1
i
1
i
1
i
]

through extensive market and
competitive research validated by
subject matter experts

A capallRy ks equbalent to 3 skeatle
module

B Funchonaity - High lael sofwane
components  at define The software product,
L. winat meads B0 Do Uik

B Featurs - Lower kel sotware Snctionsiny
(u5ed In S5sessing Loyaly stack)

Bt Cutmea g
B L Coamoie Cam Maageman

froe: TOS mrpestors DOSUONANALTICY

High level stack requirements were
further defined at a functional level as
the basis for analysis
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Customer pain points were identified across industry and mapped to
functions that support product use cases

(3]
What are the industry

pain points that drive

use cases and how do

pain points map to

software functions?

)
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Customer pain points across industry were identified and assigned a
criticality score based on market research assessing impact

Industry heat maps were created to
establish the priority software
functions driven by pain points

\VAl

various functions that would drive
solutions to address the pain point
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Mapping pain points to capabilities provides insight on the
importance of specific capabilities
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An ecosystem view of competitors provided insight on emerging
technologies, competitors and areas of convergence/maturity

Whatis happening in the
competitive ecosystem
in terms of emerging and
innovative technologies
and upstart competitors?
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Emerging customer needs indicate loyalty vendors need to go beyond
superior platforms and provide engagement-focused solutions
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Last, recommendations to identify differentiating functions and gaps
in “hygiene” functions were prioritized to create product roadmaps

What are the priority
software functions that

need to be built and
how do | differentiate?

Market in-view of Product Stack with High Priority Modules Identified l
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Formare information, please contact us at: |,
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+1- 617-415-1691
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Boston Analytics (A division of Pythhos Technology (P) Ltd.)

Boston New York Gurgaon

396 Washington Street, 15 Schuyler Hills Road 18th Floor, Tower-B,
Suite 351, Loudonville NY 12211 DLF Building No. 5
Wellesley, MA 02481 United States DLF Cyber City, Phase-llI
United States Gurgaon— 122002

Haryana, India

Disclaimer: No part of this presentation may be reproduced, stored in a retrieval system, or transmitted in any
form or by any means—electronic, mechanical, photocopying, recording, or otherwise without the permission
of Boston Analytics.

All materials in this presentation have been sourced from Boston Analytics’ databases. For detailed sourcing

information contact Boston Analytics. bOStOn AN ALYTICS
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