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A key action in breaking the cycle of broken promises and strengthening your product development system is a decision to bring discipline and innovation to your PD efforts through a sustained improvement initiative.

A critical success factor for such initiatives is to make them real – not abstract—thorough the collection of data and metrics which establish past and current status baselines and identify commitment to change.

The following is a brief description of a ten step life cycle aimed at strengthening your product development system. It is supported by a list of useful metrics for monitoring each step.

	Lifecycle STEP
	Monitor your effort and results in each step with metrics like… 

	1. Decide to Improve
The first step in strengthening your innovation engine is to build support for the urgency to get “better.”
	As you consider the priority you want to place on improving your success at new product development explore your trends in the following areas:
          % of products successful/ unsuccessful 
          Time to market (TTM)
          Time to Break Even (TTBE)
          % of revenue you receive from new products ("new" = half the period of  your product life cycle)

	2. Know thyself 
Once you decide to make products a priority, assess your status in greater depth and compare how you stack up vs. others. 
	Examine these metrics:
          # of products released vs. Competition
          Ratio of your typical development cycle to competitors development cycle
          % of your development effort on major vs minor enhancements, new product platforms etc.
          % improvement in development productivity and TTM and TTBE in last 3 years

	3. Fuzzy Front End – Get it Right in The beginning
Plan to invest an increased proportion of your time and your people's time in the early stages of a new product or verison’s concepting-- when you can make the greatest difference at the least cost. 
	Check how well you're doing by tracking:
          Ratio of management time spent in first 1/3 of development program vs. last third.
          %/# of customer understanding efforts (surveys, focus groups competitive analyses, customer visits) undertaken in first 1/3 of program
          % of past feature changes or delays attributable to requirements changes
          % of projects with financial study, approved requirements, market size estimate; financial value proposition prior to start of full scale development.

	4. Define the Process – Get everyone in the Same battle

Get everyone in position to contribute by organizing and clearly communicating your process for getting the right products to the right customers at the right time. If you have a process and it’s bloated or ignored… pare it down. 
	Evaluate how well you’re doing in this area by measuring:
          Degree/Quality of documentation of your development process
          % of projects which are "special cases" and don't follow the standard development process
          % of projects which slip greater than 20% and how much slip.
          % milestones achieved across all projects
          % of employees who understand the procedure for suggesting an important new product feature or who can accurately describe the overall product process.

	5. Less is More – Use Resources selectively
As your process matures, pay especially close attention to your screening and filtering criteria to make sure you don't clog the development arteries. 
	Consider your maturity in this thing areas by reviewing:
          % of new product proposals rejected after feasibility study
          % of projects/effort in the development portion of the funnel which focus on new vs. current customers.
          % of projects canceled after starting full scale development
          # of product ideas proposed
          # of projects undertaken without an explicit link to overall strategy
          3 year value of projects in your pipeline.

	6. Invest in Understanding the Customer 
Build knowledge and understanding of your customers and your competitor's customers. 
Eventually begin using more advanced methods for crawling inside the customer's skin.
	Consider:
          % of overall product cost spent on customer understanding.
          # Customer understanding tools used regularly and consistently.                 
          % Requirements changed after start
          Time to achieve agreement on product definition.
          Headcount: ratio of development to marketing/product planning
          % of effort or features spent on "delighters", "linear" and "must have" (catch up) features
          # of competitor's customers contacted to understand needs, values, attitudes

	7. Institutionalize A Customer Centric View 
Make sure that customer insight is reaching all corners of the organization, be sure there is plan to archive insight.
	Evaluate:
          % of developers visiting customers in last year. (“An externally exposed employee will often change the question”)
          Degree of cross functional agreement on top customers; why they buy; top order winning & losing criteria. (Executive and working level)
          % of customer intelligence archived and reusable

	8. Measure & Continuously Improve
Establish a commitment to tracking your progress. Then Start over again… aided by a foundation of actual data.
	Measure:

· % of New products with “referenceable” customers after 6 months
          % of metrics which were agreed to that are actually tracked and reviewed  regularly.
          # projects which concluded with formally capturing lessons learned
          % of PD problems which previously occurred on other projects.
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