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How Do You Timebox?
[ ]

B Revision List
W Revision $s

M Priorities
e Must have
e Niceto have
e Parking lot for next version
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Why Timebox?
[T ]
W Ensure you deliver on priorities

W Avoid “fluff” requirements, time, and cost

B Consensus buy-in regarding utility of the
features and functionalities you deliver
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The RAD-vantage!

M Increased buy in from the development
team

M Increased buy-in from end-users
B Time for change

B Early creation, testing, and marketing of
brand and identity
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Agenda
[ ]

\/Describe factors that influence users to
adopt new innovations.

v'Describe the stages of concern that affect
users as they adopt new innovations.

v'Describe why the implementation effort
must begin on “day one.”

‘/Apply the Rapid Application Development
(RAD) approach to ensure buy-in.

v Weave marketing and branding activities
throughout RAD activities.
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ISD versus Marketing Processes

ISD

MARKETING

Needs Assessment

Market Research

Design

Segment and Position

Development

Develop Marketing Mix

Implementation

Implement

Evaluation

Respond to Feedback
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--Internet Time Group, in Dublin & Cross (2002)
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Marketing Activities within RAD

# Formative # Summative

* Impact. # RO

Evaluation

+ Change Management # Shaping Expectations

+ Technology/Logistics # Readiness

Implementation

Phase

ing

Design L

Development
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& Alignment Meeting

RAD & lterative Prototyp
\

Activities Deliverables

€ Needs Assessment.

Critical Success Factors

Messures of Suceess

Risks and Mitigation Factors

Roles:

Project Plan

€ Joint Requirements
Planning (JRP) Workshops.

€ Micro-Level Task Analvsis

Performance Requirements
Logical and Data Models
Business Processes
LMS/LCMS Requirements
Change Management Plan

ceccce cceeccee

e

© Joint Application Prototypes
Design (JAD) Workshops © Processes, Templates, Toals, Standards,

© |Rapid Prototyping Development Metrics.

# ¢ Usability Testing ¢ Usability Test

© Timeboxed Usability Test Results
¢ Evaluation Plan

~|C Final Branding | | Fineas Desin fo ol End Dsvorables |

& Production LI_/
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© Component Development  § EPSS/E-Learning Components
© Component Production & Sempenent Reviews

’ € Pilot Tests
€ Develop Marketing € Market Mix Development

36
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Putting It All Together
ISD Meets Marketing and Branding

M Target Population

B Responsibilities/Processes/Tasks
B Performance Gap(s)

B Constraints

B Intervention Design

M Branding

W Packaging
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Summary
[ ]

B Describe factors that influence users to
adopt new innovations.

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

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

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

B \Weave marketing and branding activities
throughout RAD activities.
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Open Discussion

Your questions and comments.
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