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https://venngage.com/blog/inspiration-marketing-product-roadmap-templates/

2021 /// Monthly Timeline + Project Milestones

Significant Public Relations
Announcement / Event Milestone

e Announce project
partnership with "Jitter
Bean Coffee".

e Run news releases,
release interview with
CEOs Leon Kaplansky
and Tiffany Raddish.

\

e Finalize testing for
new corporate
website launch.

e Demo company

e Implement

e Highlight new and
ongoing company
projects.

e Presentimportant
dates and
quarterly
expectations.

Announce new website
launch and online game
release.

Drive engagement and
preview new product,
‘The Golden Donut".

campus to partner,
‘Jitter Bean Coffee” \
marketing campaign
for 'The Golden
Donut'release.
e Begin production of
'The Golden Donut".

e Release The Golden
Donut’ at all flagship
bakery locations.

Release 'Jitter Bean
Coffee' selections.

e Runsocial media
campaign to drive
virality.

|

o=

Source : https:

e Gauge responses to

'The Golden Donut'.
Prepare full release to
all bakeries, along with
‘Jitter Bean Coffee’
(dependent on
performance). Enter
second phase of
marketing campaign.

[

venngage

e Host 'The Bakers of
Bunstown' conference.

Record conference for

YouTube Channel
release in September.

o Finalize Halloween
marketing content for

'The Scary Baker' exhibit.

/

Release 'The Bakers of
Bunstown' Conference
content online.

Release marketing
campaign for 'The
Scary Baker' exhibit.

(/

r' exhibit/

Prepare forj
Baker' festj
companyj

¢
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https://venngage.com/blog/inspiration-marketing-product-roadmap-templates/

4 Months 3 Months 2 Months

» Get advice e Create launch plan and e Beta test
* Customer development content marketing « Start building anticipation
e Messaging and e Prep marketing team ¢ Finalize launch content
positioning » Develop go-to-market « Gather reviews from beta
strategy test subjects
e Find promoters and
affiliates

1 Month 3 Weeks 2 Weeks

* Announce the o Check in with affiliates * Set up shopping cart
launch « Start seeding social * Research paid traffic
media via Instagram

1 Week Launch Week After Launch

« Set up product storefront Advertise your launch as a o Celebrate!
 Test and verify all of your special event « Follow up testimonials
web links e Keep sharing on social « Take feedback and improve
media & email list product

Source : https://venngage.com/



https://venngage.com/blog/inspiration-marketing-product-roadmap-templates/

BATCAVE

Yor—aon







“...the only morality in a cruel world... is “...Introduce a little anarchy, you upset
. Unbiased. Unprejudiced. Fair.” the established order and everything
becomes . | am agent of chaos...”

Two-Face, in The Dark Knight (2008) The Joker, in The Dark Knight (2008)
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“As a man, I'm flesh and blood. | can be
ignored. | can be destroyed. But as a
— as a symbol, | can be incorruptible. | can be
everlasting.”
Bruce Wayne, in Batmen begins (2005)




A product

roadmap is an

that shows

how a product is




Direction and

Empowerment
| -informed
Alignment
driven
Progress
Updated
Impacts Increase
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Future Near term In progress Complete
o BATCAy E Feature-based roadmaps focus

\ x more on feature Output rather Feature Feature Feature Feature
F TOOL "% than on the outcome of those

,».featu res. Feature Feature Feature Feature

FEATURE BASE

Feature Feature Feature

t uses a product feature as a

+
'a central point of your roadmap T
T TOOL > and it’'s usually very detailed
G TOOL > : - ' Source :
H TOOL >
Oriented ) . Not knowing
due to innovations and [ those features are

needs changes meant to be.


https://www.aha.io/roadmapping/guide/templates/product-roadmap

Release 1.0 1 Release 1.2

 BATCAVE

\ \
F TOOL b

FEATURE BASE

Y-
T TOOL >
G TOOL > :
H TOOL >

Source :

Oriented - due to ~ Not knowing
,? innovations and needs @ those features are
' changes " meant to be.



https://www.appcues.com/blog/choosing-the-right-product-roadmap-type

A roadmap should be a high-

 BATCAVE

—~— ey level blueprint of a team'’s
F TOOL > goals and plans as they relate

to the product strategy. It

. should provide a clear and

T TOOL \/: compelling answer to the

uestion: Why should we build
¥ this product in this way?

THEME BASED' |

It-the feature based roadmap

G TOOL > groupéd inclusters.

H TOOL >

Oriented

Usually consists of

Theme-Based Roadmap

Theme
The highest-level strategic objectives for the product.
Epic
A subset of a theme; a body of work built on a number of smaller tasks.

Story

Usually a subset of a product, feature, or epic

Story

Sometimes described as the smallest logical unit of work

Source :

Often grouped along



https://www.appcues.com/blog/choosing-the-right-product-roadmap-type

Impacted teams Confidence Level
@
ROADMAER Hen  Medum  Low

« Producer mgt « Order Link

 BATCAVE

+ DestroyCard O.T. 3 « Promo -display
@ - Stkrtransfert « Update monitoring .
+ Discount display « MOE0 content update A
> + ERGO . * ERGO - View eCredit .
N T T « MO20 -enrolment .
F TOO L « API:upd. Contact 2
L+ API: upd. Contract_3 : + Implicit Order Item 3 20. ;

T TOOL B

G TOOL >

H TOOL >

Oriented ~Usually consists of Often grouped along



https://roadmunk.com/roadmap-templates/feature-roadmap

\-*

F TOOL

Upgrade Kit

T TOOL

Archi Refactoring
First acceccory on main one
Preparation

C-FIND

G TOOL

> ! T DDD  implementation i ‘
’ P EEm

H TOOL

SOLUTION Oriented | Usually consists of | Often grouped along
¥§ several goals Fy with



https://roadmunk.com/roadmap-templates/feature-roadmap

BATCAVE It Combines goals and features When will the goal be met?
R in a novel way, making it -

M, . . . If meeting the goal results in a new major
\ x Idea"y suited for ag||e7 releaselor product verslilon, what inl ii called?
dynamic environments. [ ; ‘
F TOOL > ‘ What OUTCOME should be achieved, or which

“Goals or outcomes are at the [[@ specific BENEFIT should be offered?
eart of thIS plan’ not features e | Why is the product being developed?

T TOOL ¢ Other pleces Of funCtIonaIIty What OUTPUT is required to achieve the desired
outcome and meet the goal?
What are the 3-5 key FEATURES or DELIVERABLES?
G TOOL 1. Desired outcomes & benefits

How do you know that the goal has been met?

2. ldentify- the 'metrics

GOAL BASED 3. List the features

Source :

H TOOL >

Oriented and in time as Focus on goal
driven oV the problem we want to at a time but can be
“  solve is there - several


https://www.romanpichler.com/blog/goal-oriented-agile-product-roadmap/

e L T

- BATCAy E Year 2020

\ — | October
> ‘ 1st _ 1st

F TOOL
= - =

20

Release | Release

T TOOL >,;

b : A
G TOOL \ - s | - ,
+ Attractive user interface * Improvement in Design
* +10000 Users in 1% * +25000 users in next 3 Text Here Text Here
month months
o -
™

12

GOAL BASED ’
£ . w ,

*  Push Notification
+  Feedback Bun_on *  Bright and bold colour
*  In- App Advertisement themes

Text Here Text Here
*  Your Text Here « Your Text Here

H TOOL >

Source :

Oriented and in time as Focus on goal
driven ~ the problem we want to “ at a time but can be
solve is there ' several

- )

|


https://www.appcues.com/blog/choosing-the-right-product-roadmap-type

BATCAVE Lay out ASSUMPTIONS about
b= W what’s on the HORIZON (nhow-
- - next-later), and check those
‘\FTOOL ? am sumptions with others to
, ake sure the team has a full

icture of what PROBLEMS,
OPPORTUNITIES, and

T TOOL | By
' HALLENGES lie ahead

G TOOL )l,.l NOW =-currently being tackled

NEXT.= what are we doing next
H TOOL % - LA:FER backlog that may not

" be u-r-genj but is still worth Source :
HORIZON BASED "'S”a"z'“%r-u‘

“‘ ""J""
Oriented as it’s Don’t show
& (%) assumption-driven @ something will be

available


http://www.prodpad.com/

l TCAV E Completed (validation)

F TOOL

Immediate problem to be solved Top priority for next work Likely months away, but aligns
opening with your vision

Result: Immediate problem to be solved
Increased by $200

T TOOL

Result:

G TOOL ' | No change in #

H TOOL p Result:

Decreased by 10%!

HORIZON BASED

Oriented as it’'s Don’t show
assumption-driven ,? something will be
- available



https://www.prodpad.com/resources/guides/ditch-the-timeline-roadmap/intro-to-lean-roadmapping/
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1%

Start with WHY

- Identify your AUDIENCE

Start SMALL



Make it VISUAL and use COLORS
Tell a coherent STORY and be ASSERTIVE
Make it TRANSPARENT

Adjust it REGULARLY

Tips < Tricks
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BACKLOG

tool TACTICAL tool
Desc’ribQ the product is Describes WHAT will be done in
likely to through time the product to CREATE values

INCONSISTENCY

Source :


https://www.romanpichler.com/blog/10-tips-creating-agile-product-roadmap/




