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e There are many different activities and dates to consider at different stages of product lifecycles - these are World class pI'OdUCt management

shown in‘the 4 exarrllples below. Another view is shown in our Product Ménagement Life.cycle.infographic. Training | Resources | Reviews | Leadership Forum focus
* We use a'bell-curve'to show changes in revenue levels. Most products will not have this idealized curve. Also, it : :

other metrics, such as adoption rates, may be more important for you. info@productfocus.com | www.productfocus.com
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e AnMVP (Minimum Viable Product) comes from the Lean development approach for software products.

® |t means getting a product with limited functionality into the market quickly. The product has to be valuable to customers so they will buy it. This
allows you to get feedback and develop further versions until you get to the Optimum product.

® The Optimum product is your view of the product (at the time you present your business case) that will deliver the best outcome for your organization
after aroadmap of releases has been delivered. It's likely that your view of what is optimum will change over time.

® The Break-even point is the point where the revenue coming in is equal to the costs in a specific month or quarter. It does not take into account any
previous investment.

® The Payback period shows how long it takes for a product to pay back all the investment and running costs so far. From that point on you're making a
clear profit. This is often used as a key measure in business cases - if the Payback period is too long the business case is not approved.
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® Splitting a product launch or withdrawal into separate stages gives you more control.

® Ready to Tellis the point at which you tell the market you will be launching something in the future. Ready to Trial is asking customers to be trialists.
This is followed by Ready to Sell and finally Ready for Service which is when the product can be delivered and used.

® Ataproduct’s end-of-life several stages often exist, these are Stop Developing, Stop Selling, Stop Supporting and Stop the Service.

® The stages at the start and end-of-life will be close together for some products, possibly on the same date, while for others, they might be far apart.
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