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How Do You Timebox?

nRevision List

nRevision $s

n Priorities
l Must have
l Nice to have
l Parking lot for next version
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Why Timebox?

n Ensure you deliver on priorities

nAvoid “fluff” requirements, time, and cost

nConsensus buy-in regarding utility of the 
features and functionalities you deliver



©2003 by DLS Group, Inc. All rights reserved. Aside from instances of fair use, all approaches and 
content herein may not be used or distributed without the prior written consent of the authors. 

17

33
©2003 by DLS Group, Inc. All rights reserved. Aside from instances of fair use, all approaches and content herein may not be used or 
distributed without the prior written consent of the authors. 

P:\001\dls \presentations\conferences\1120 ISPI 2003\Marketing E-Learning.ppt

The RAD-vantage!

n Increased buy in from the development 
team

n Increased buy-in from end-users

n Time for change

n Early creation, testing, and marketing of 
brand and identity
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Agenda

üDescribe factors that influence users to 
adopt new innovations.

üDescribe the stages of concern that affect 
users as they adopt new innovations.

üDescribe why the implementation effort 
must begin on “day one.”

üApply the Rapid Application Development 
(RAD) approach to ensure buy-in.

üWeave marketing and branding activities 
throughout RAD activities.
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ISD versus Marketing Processes

--Internet  Time Group, in Dublin & Cross (2002)

Respond to FeedbackEvaluation

ImplementImplementation

Develop Marketing MixDevelopment

Segment and PositionDesign

Market ResearchNeeds Assessment
MARKETINGISD
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Marketing Activities within RAD
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Putting It All Together
ISD Meets Marketing and Branding

n Target Population

nResponsibilities/Processes/Tasks

n Performance Gap(s)

nConstraints

n Intervention Design

nBranding

n Packaging
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Summary

nDescribe factors that influence users to 
adopt new innovations.

nDescribe the stages of concern that affect 
users as they adopt new innovations.

nDescribe why the implementation effort 
must begin on “day one.”

nApply the Rapid Application Development 
(RAD) approach to ensure buy-in.

nWeave marketing and branding activities 
throughout RAD activities.
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Open Discussion

Your questions and comments.


