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Table 1:
Do you oversee overall product development for your company or are you personally responsible for product development, management or marketing of a product or service at your company?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Yes
81
22  
59  

90.00%
91.67%  
89.39%  
No
9
2  
7  

10.00%
8.33%  
10.61%  
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Table 2:
What is your title

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
CEO/President/General Manager
8
2  
6  

8.89%
8.33%  
9.09%  
VP Engineering/CTO
3
0  
3  

3.33%
0.00%  
4.55%  
VP Marketing/Product Developme
15
0  
15  
nt
16.67%
0.00%  
22.73%  
Engineering, Director/Manager
1
0  
1  

1.11%
0.00%  
1.52%  
Product Dev/Mgmt, Director/Man
50
18  
32  
anger
55.56%
75.00%  
48.48%  
Marketing, Director/Manager
4
1  
3  

4.44%
4.17%  
4.55%  
Sales/Business Development
3
2  
1  

3.33%
8.33%  
1.52%  
Consultant
6
1  
5  

6.67%
4.17%  
7.58%  
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Table 3:
Which of the following best reflects how often your company sets strategic direction for the company overall?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Set strategy annually with no
4
2  
2  

4.44%
8.33%  
3.03%  
Set strategy annually with opp
42
9  
33  

46.67%
37.50%  
50.00%  
Set strategy semi-annually
14
6  
8  

15.56%
25.00%  
12.12%  
Set strategy quarterly
8
2  
6  

8.89%
8.33%  
9.09%  
Change strategy frequently
17
4  
13  

18.89%
16.67%  
19.70%  
Set strategy annually with ad
2
0  
2  
hoc revisions
2.22%
0.00%  
3.03%  
Set strategy annually, review
0
0  
0  
monthly, revise as necessary
0.00%
0.00%  
0.00%  
Other
3
1  
2  

3.33%
4.17%  
3.03%  
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Table 4:
Which of the following best reflects how often your company sets product strategy?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Set strategy annually with no
0
0  
0  

0.00%
0.00%  
0.00%  
Set strategy annually with opp
24
5  
19  

26.67%
20.83%  
28.79%  
Set strategy semi-annually
14
6  
8  

15.56%
25.00%  
12.12%  
Set strategy quarterly
26
8  
18  

28.89%
33.33%  
27.27%  
Change strategy frequently
19
2  
17  

21.11%
8.33%  
25.76%  
Set strategy annually with ad
3
1  
2  
hoc revisions
3.33%
4.17%  
3.03%  
Set strategy annually, review
2
1  
1  
monthly, revise as necessary
2.22%
4.17%  
1.52%  
Other
2
1  
1  

2.22%
4.17%  
1.52%  
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Table 5:
In the past 18 months, has your company set or changed corporate or product strategy:

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
More often than in the previou
47
14  
33  
s year
52.22%
58.33%  
50.00%  
Less often than in the previou
4
0  
4  
s year
4.44%
0.00%  
6.06%  
About the same as in the previ
32
10  
22  
ous year
35.56%
41.67%  
33.33%  
Not applicable (been in busin
7
0  
7  
ess less than one year)
7.78%
0.00%  
10.61%  
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Table 6:
Which of the following factors determine which projects/products get funded at your company today?   Please rank order the top 3 factors with 1 being most important, 3 least important.

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
2795
746
2049
NPV (net present value) or oth
340.00
96.00
244.00

12.16%
12.87%
11.91%

3.78
4.00
3.70
Strategic value
255.00
62.00
193.00

9.12%
8.31%
9.42%

2.83
2.58
2.92
Market timing
392.00
105.00
287.00

14.03%
14.08%
14.01%

4.36
4.38
4.35
Market share capture
388.00
101.00
287.00

13.88%
13.54%
14.01%

4.31
4.21
4.35
Competitive response
376.00
94.00
282.00

13.45%
12.60%
13.76%

4.18
3.92
4.27
Organizational political struc
401.00
109.00
292.00

14.35%
14.61%
14.25%

4.46
4.54
4.42
Fit within current product/ser
341.00
95.00
246.00

12.20%
12.73%
12.01%

3.79
3.96
3.73
Strategic Customer/Partner req
302.00
84.00
218.00

10.81%
11.26%
10.64%

3.36
3.50
3.30
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Table 7:
Has your company's approach to deciding which projects/products get funded changed in the past 18 months?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Yes
39
9  
30  

43.33%
37.50%  
45.45%  
No
51
15  
36  

56.67%
62.50%  
54.55%  
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Table 8:
How were projects funded previously?    Please rank order the top 3 factors with 1 being most important, 3 least important.

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
3255
884
2371
NPV (net present value) or oth
439.00
117.00
322.00

13.49%
13.24%
13.58%

4.88
4.88
4.88
Strategic value
400.00
109.00
291.00

12.29%
12.33%
12.27%

4.44
4.54
4.41
Market timing
439.00
120.00
319.00

13.49%
13.57%
13.45%

4.88
5.00
4.83
Market share capture
395.00
105.00
290.00

12.14%
11.88%
12.23%

4.39
4.38
4.39
Competitive response
407.00
106.00
301.00

12.50%
11.99%
12.70%

4.52
4.42
4.56
Organizational political struc
394.00
112.00
282.00

12.10%
12.67%
11.89%

4.38
4.67
4.27
Fit within current product/ser
395.00
102.00
293.00

12.14%
11.54%
12.36%

4.39
4.25
4.44
Strategic Customer/Partner req
386.00
113.00
273.00

11.86%
12.78%
11.51%

4.29
4.71
4.14
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Table 9:
Which of the following best reflects the organizational changes your company has experienced in the last 18 months?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
87
24  
63  
No organizational changes
8
3  
5  

9.20%
12.50%  
7.94%  
Grew headcount in company/divi
36
13  
23  
sion/department
41.38%
54.17%  
36.51%  
Downsized across the board
47
14  
33  

54.02%
58.33%  
52.38%  
Eliminated division
13
5  
8  

14.94%
20.83%  
12.70%  
Eliminated product line
16
6  
10  

18.39%
25.00%  
15.87%  
Reorganization
45
15  
30  

51.72%
62.50%  
47.62%  
Mergers
10
4  
6  

11.49%
16.67%  
9.52%  
Acquisitions
29
12  
17  

33.33%
50.00%  
26.98%  
Increased reliance on channels
4
2  
2  
to reduce sales force
4.60%
8.33%  
3.17%  
Increased reliance on partners
7
0  
7  
to reduce sales force
8.05%
0.00%  
11.11%  
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Table 21:
18 months ago

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
8993
2396
6597
Account management/Sales/Suppo
326.00
93.00
233.00
rt staff feed back
3.63%
3.88%
3.53%

3.66
3.88
3.58
Beta test period and analysis/
541.00
146.00
395.00
evaluation
6.02%
6.09%
5.99%

6.01
6.08
5.98
Changes/requirements identifie
516.00
135.00
381.00
d through process engineering
5.74%
5.63%
5.78%

5.73
5.63
5.77
Competitor analysis/review
414.00
110.00
304.00

4.60%
4.59%
4.61%

4.60
4.58
4.61
Cost/benefit analysis of featu
521.00
143.00
378.00
res
5.79%
5.97%
5.73%

5.79
5.96
5.73
Feature request button on web
612.00
168.00
444.00
site or technical support page
6.81%
7.01%
6.73%

6.80
7.00
6.73
Focus groups/qualitative resea
464.00
129.00
335.00
rch/one-on-one interviews
5.16%
5.38%
5.08%

5.16
5.38
5.08
Industry research/Secondary da
484.00
128.00
356.00
ta
5.38%
5.34%
5.40%

5.38
5.33
5.39
Participating in sales calls w
433.00
97.00
336.00
ith target customers
4.81%
4.05%
5.09%

4.81
4.04
5.09
Pilot programs
552.00
147.00
405.00

6.14%
6.14%
6.14%

6.13
6.13
6.14
Prototype evaluations with tar
523.00
133.00
390.00
get/current users
5.82%
5.55%
5.91%

5.81
5.54
5.91
Qualitative market research su
587.00
157.00
430.00
rveys with target/current user
6.53%
6.55%
6.52%

6.52
6.54
6.52
Use product 'bug' data
582.00
154.00
428.00

6.47%
6.43%
6.49%

6.47
6.42
6.48
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Table 21:
18 months ago

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
8993
2396
6597
Users groups
582.00
162.00
420.00

6.47%
6.76%
6.37%

6.47
6.75
6.36
Executive Decisions
615.00
168.00
447.00

6.84%
7.01%
6.78%

6.83
7.00
6.77
Internal Idea
617.00
164.00
453.00

6.86%
6.84%
6.87%

6.86
6.83
6.86
Strategic Client Requirement
624.00
162.00
462.00

6.94%
6.76%
7.00%

6.93
6.75
7.00
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Table 22:
Today

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
8977
2402
6575
Account mgmt/Sales/Support sta
349.00
88.00
261.00
ff feedback
3.89%
3.66%
3.97%

3.88
3.67
3.95
Beta test & analysis/evaluatio
535.00
157.00
378.00
n
5.96%
6.54%
5.75%

5.94
6.54
5.73
Changes/req's identified throu
542.00
150.00
392.00
gh process engineering
6.04%
6.24%
5.96%

6.02
6.25
5.94
Competitor review/analysis
430.00
105.00
325.00

4.79%
4.37%
4.94%

4.78
4.38
4.92
Cost/benefit analysis of featu
497.00
142.00
355.00
res
5.54%
5.91%
5.40%

5.52
5.92
5.38
Feature request button on webs
609.00
162.00
447.00
ite or technical support page
6.78%
6.74%
6.80%

6.77
6.75
6.77
Focus groups/qualitative resea
431.00
102.00
329.00
rch/one-on-one interviews
4.80%
4.25%
5.00%

4.79
4.25
4.98
Industry research/secondary da
500.00
135.00
365.00

5.57%
5.62%
5.55%

5.56
5.63
5.53
Participating in sales calls
420.00
97.00
323.00
with target customers
4.68%
4.04%
4.91%

4.67
4.04
4.89
Pilot programs
567.00
154.00
413.00

6.32%
6.41%
6.28%

6.30
6.42
6.26
Prototype evaluations with tar
499.00
136.00
363.00
get/current users
5.56%
5.66%
5.52%

5.54
5.67
5.50
Quantitative market research s
557.00
153.00
404.00
urveys with target/current use
6.20%
6.37%
6.14%

6.19
6.38
6.12
Use Product bug data
585.00
154.00
431.00

6.52%
6.41%
6.56%

6.50
6.42
6.53
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Table 22:
Today

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
8977
2402
6575
User groups
581.00
163.00
418.00

6.47%
6.79%
6.36%

6.46
6.79
6.33
Executive Decision
618.00
168.00
450.00

6.88%
6.99%
6.84%

6.87
7.00
6.82
Internal Idea
627.00
168.00
459.00

6.98%
6.99%
6.98%

6.97
7.00
6.95
Strategic Client Requirement
630.00
168.00
462.00

7.02%
6.99%
7.03%

7.00
7.00
7.00
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Table 24:
Of the sources you use today, which one of these methods do you feel had the most impact on product success, and why?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Account management/Sales/Suppo
10
2  
8  
rt staff feed back
11.11%
8.33%  
12.12%  
Beta test period and analysis/
6
0  
6  
evaluation
6.67%
0.00%  
9.09%  
Changes/requirements identifie
3
0  
3  
d through process engineering
3.33%
0.00%  
4.55%  
Competitor analysis/review
2
1  
1  

2.22%
4.17%  
1.52%  
Cost/benefit analysis of featu
7
0  
7  
res
7.78%
0.00%  
10.61%  
Feature request button on web
3
1  
2  
site or technical support page
3.33%
4.17%  
3.03%  
Focus groups/qualitative resea
35
10  
25  
rch/one-on-one interviews
38.89%
41.67%  
37.88%  
Industry research/Secondary da
3
0  
3  
ta
3.33%
0.00%  
4.55%  
Participating in sales calls w
10
4  
6  
ith target customers
11.11%
16.67%  
9.09%  
Pilot programs
2
0  
2  

2.22%
0.00%  
3.03%  
Prototype evaluations with tar
9
4  
5  
get/current users
10.00%
16.67%  
7.58%  
Qualitative market research su
8
2  
6  
rveys with target/current user
8.89%
8.33%  
9.09%  
Use product 'bug' data
2
0  
2  

2.22%
0.00%  
3.03%  
Users groups
8
1  
7  

8.89%
4.17%  
10.61%  
Other:
1
0  
1  

1.11%
0.00%  
1.52%  
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Table 25:
How often are 'internal' customer requirements responsible for new products, versions or releases?  (i.e., lowering cost of production, improving operational performance, simplifying product/service provisioning?)

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Always
12
4  
8  

13.33%
16.67%  
12.12%  
Sometimes
70
19  
51  

77.78%
79.17%  
77.27%  
Never
8
1  
7  

8.89%
4.17%  
10.61%  
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Table 26:
Overall, how has your company's approach to prioritizing product features changed in the last 18 months?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
More focused on strategic visi
6
0  
6  
on
6.67%
0.00%  
9.09%  
More focused on cost/benefits
16
4  
12  
or financial return
17.78%
16.67%  
18.18%  
More customer focused
25
6  
19  

27.78%
25.00%  
28.79%  
More focused on competitors/in
6
3  
3  
dustry data
6.67%
12.50%  
4.55%  
More structured/process driven
13
5  
8  

14.44%
20.83%  
12.12%  
More focused on core opportuni
3
0  
3  
ty
3.33%
0.00%  
4.55%  
No change
21
6  
15  

23.33%
25.00%  
22.73%  
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Table 28:
Which one, if any, of the following segment's feedback is weighted more heavily than other segments in terms of prioritizing overall  product functionality? (Check only one.)

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
No one segment dictates produc
15
4  
11  
t functionality
16.67%
16.67%  
16.67%  
Heavy users of product/service
14
6  
8  

15.56%
25.00%  
12.12%  
Highest revenue customers
28
9  
19  

31.11%
37.50%  
28.79%  
Most profitable customers
5
0  
5  

5.56%
0.00%  
7.58%  
Reference customers
11
2  
9  

12.22%
8.33%  
13.64%  
Industry verticals
3
1  
2  

3.33%
4.17%  
3.03%  
Application horizontals
2
0  
2  

2.22%
0.00%  
3.03%  
Strategic partners
7
1  
6  

7.78%
4.17%  
9.09%  
Channels
0
0  
0  

0.00%
0.00%  
0.00%  
Other
5
1  
4  

5.56%
4.17%  
6.06%  
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Table 29:
For which segments, if any, does your company develop segment specific products or services? (Check all that apply.)

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
87
23  
64  
Do not develop segment specifi
28
7  
21  
c products or services
32.18%
30.43%  
32.81%  
Heavy users of product/service
24
7  
17  

27.59%
30.43%  
26.56%  
Highest revenue customers
29
10  
19  

33.33%
43.48%  
29.69%  
Most profitable customers
6
2  
4  

6.90%
8.70%  
6.25%  
Reference customers
15
6  
9  

17.24%
26.09%  
14.06%  
Industry verticals
23
7  
16  

26.44%
30.43%  
25.00%  
Application horizontals
8
2  
6  

9.20%
8.70%  
9.38%  
Strategic partners
17
5  
12  

19.54%
21.74%  
18.75%  
Channels
0
0  
0  

0.00%
0.00%  
0.00%  
Other
0
0  
0  

0.00%
0.00%  
0.00%  
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Table 30:
In designing new products or services which of the following statements best reflects your company's approach?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24
66
1
8.00
1.00
7.00
Rapid Prototype
8.89%
4.17%
10.61%

1.00
1.00
1.00
2
18.00
8.00
10.00

20.00%
33.33%
15.15%

1.00
1.00
1.00
3
16.00
2.00
14.00

17.78%
8.33%
21.21%

1.00
1.00
1.00
4
14.00
3.00
11.00

15.56%
12.50%
16.67%

1.00
1.00
1.00
5
20.00
5.00
15.00

22.22%
20.83%
22.73%

1.00
1.00
1.00
6
13.00
5.00
8.00

14.44%
20.83%
12.12%

1.00
1.00
1.00
7
1.00
.00
1.00
Define Thoroughly
1.11%
.00%
1.52%

1.00
.00
1.00
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Table 31:
Did your company take steps to speed up introduction of new products or services to the market in the last 18 months?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Yes
71
21  
50  

78.89%
87.50%  
75.76%  
No
19
3  
16  

21.11%
12.50%  
24.24%  
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Table 32:
If yes, what were the primary motivators? 

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
71
21  
50  
Response to the Internet momen
13
4  
9  
tum
18.31%
19.05%  
18.00%  
Be first to market
27
6  
21  

38.03%
28.57%  
42.00%  
Gain more market share
35
11  
24  

49.30%
52.38%  
48.00%  
Take advantage of the economy
10
2  
8  

14.08%
9.52%  
16.00%  
Necessary for IPO
7
1  
6  

9.86%
4.76%  
12.00%  
Part of growth strategy
45
14  
31  

63.38%
66.67%  
62.00%  
Beat competitors to market
31
10  
21  

43.66%
47.62%  
42.00%  
Create buzz
23
8  
15  

32.39%
38.10%  
30.00%  
Lock down best strategic partn
21
5  
16  
erships
29.58%
23.81%  
32.00%  
Lock down best distribution ch
4
1  
3  
annels
5.63%
4.76%  
6.00%  
Burn rate/funding challenges
4
1  
3  

5.63%
4.76%  
6.00%  
Executiv/operational directive
3
0  
3  

4.23%
0.00%  
6.00%  
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Table 33:
Which one of the motivators you selected was most important? 

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
70
21  
49  
Response to the Internet momen
6
1  
5  
tum
8.57%
4.76%  
10.20%  
Be first to market
10
1  
9  

14.29%
4.76%  
18.37%  
Gain more market share
17
6  
11  

24.29%
28.57%  
22.45%  
Take advantage of the economy
1
1  
0  

1.43%
4.76%  
0.00%  
Necessary for IPO
1
1  
0  

1.43%
4.76%  
0.00%  
Part of growth strategy
22
8  
14  

31.43%
38.10%  
28.57%  
Beat competitors to market
5
2  
3  

7.14%
9.52%  
6.12%  
Create buzz
2
1  
1  

2.86%
4.76%  
2.04%  
Lock down best strategic partn
2
0  
2  
erships
2.86%
0.00%  
4.08%  
Lock down best distribution ch
0
0  
0  
annels
0.00%
0.00%  
0.00%  
Other
4
0  
4  

5.71%
0.00%  
8.16%  
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Table 34:
Did you succeed in introducing products at a faster pace?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Yes
36
11  
25  

40.00%
45.83%  
37.88%  
No
11
2  
9  

12.22%
8.33%  
13.64%  
Too soon to tell
43
11  
32  

47.78%
45.83%  
48.48%  
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Table 35:
What do you consider to be the primary reasons for why you were able to successfully introduce products more quickly?  (Check all that apply.)

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
68
20  
48  
Implemented use of Product Lif
8
2  
6  
e cycle software tools
11.76%
10.00%  
12.50%  
Increased marketing research e
13
3  
10  
fforts
19.12%
15.00%  
20.83%  
Reduced feature set to lessen
30
8  
22  
development efforts
44.12%
40.00%  
45.83%  
Made use of strategic partners
21
5  
16  

30.88%
25.00%  
33.33%  
Increased engineering resource
27
7  
20  
s to meet milestones
39.71%
35.00%  
41.67%  
Outsourced development
9
2  
7  

13.24%
10.00%  
14.58%  
Used off-the-shelf software or
10
4  
6  
hardware
14.71%
20.00%  
12.50%  
Reduced QA/Beta test efforts
2
1  
1  
Started promotional/advertisin
2.94%
5.00%  
2.08%  
Increased budget of promotiona
1
0  
1  
l/advertising campaigns
1.47%
0.00%  
2.08%  
Started promotional/advertisin
6
3  
3  
g campaigns before GA
8.82%
15.00%  
6.25%  
Acquired companies or product
13
5  
8  
lines
19.12%
25.00%  
16.67%  
Improved internal processes
10
4  
6  

14.71%
20.00%  
12.50%  
Enhanced/increased management
5
2  
3  
focus
7.35%
10.00%  
6.25%  
Other
1
0  
1  

1.47%
0.00%  
2.08%  
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Table 37:
What do you consider to be the primary reasons you were not successful in introducing products more quickly?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
12
2  
10  
Tried to go to fast/cut too ma
3
0  
3  
ny corners
25.00%
0.00%  
30.00%  
Changing strategic direction
2
1  
1  

16.67%
50.00%  
10.00%  
Ineffective processes
3
0  
3  

25.00%
0.00%  
30.00%  
Poor scheduling/planning/estim
2
1  
1  
ating
16.67%
50.00%  
10.00%  
Didn't try
2
0  
2  

16.67%
0.00%  
20.00%  
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Table 38:
What incremental percent of market share were you able to gain?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
33
11  
22  
1% - 5%
12
6  
6  

36.36%
54.55%  
27.27%  
6% - 10%
9
3  
6  

27.27%
27.27%  
27.27%  
11% - 15%
4
0  
4  

12.12%
0.00%  
18.18%  
16% - 20%
3
1  
2  

9.09%
9.09%  
9.09%  
25% or higher
5
1  
4  

15.15%
9.09%  
18.18%  
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Table 39:
If no, why not?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
18
3  
15  
Sales cycle/economic or market
3
1  
2  
conditions didn't warrant it
16.67%
33.33%  
13.33%  
Not a corporate priority
4
0  
4  

22.22%
0.00%  
26.67%  
Insufficient resources
5
0  
5  

27.78%
0.00%  
33.33%  
New proces still being impleme
2
2  
0  
nted
11.11%
66.67%  
0.00%  
Too new company/product
4
0  
4  

22.22%
0.00%  
26.67%  
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Table 41:
Part of your process?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
88
23  
65  
Sizing market opportunity
45
10  
35  

51.14%
43.48%  
53.85%  
Segmentation analysis
32
5  
27  

36.36%
21.74%  
41.54%  
Creating product positioning a
56
14  
42  
nd unique selling proposition
63.64%
60.87%  
64.62%  
New product pipeline screening
15
2  
13  

17.05%
8.70%  
20.00%  
Requirements research
56
17  
39  

63.64%
73.91%  
60.00%  
Competitive analysis (current
60
16  
44  
and historical)
68.18%
69.57%  
67.69%  
Technical feasibility
50
17  
33  

56.82%
73.91%  
50.77%  
Risk management
24
4  
20  

27.27%
17.39%  
30.77%  
Cost/benefit analysis
31
7  
24  

35.23%
30.43%  
36.92%  
Requirements validations
38
11  
27  

43.18%
47.83%  
41.54%  
Product definition/feature pla
63
17  
46  
nning/prioritization
71.59%
73.91%  
70.77%  
Design
47
12  
35  

53.41%
52.17%  
53.85%  
Development
52
15  
37  

59.09%
65.22%  
56.92%  
Quality assurance
46
13  
33  

52.27%
56.52%  
50.77%  
Beta test
39
9  
30  

44.32%
39.13%  
46.15%  
Deployment/installation
35
10  
25  

39.77%
43.48%  
38.46%  
Market launch
44
12  
32  

50.00%
52.17%  
49.23%  
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Table 41:
Part of your process?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
88
23  
65  
Selling
34
10  
24  

38.64%
43.48%  
36.92%  
Servicing
24
7  
17  

27.27%
30.43%  
26.15%  
Training/education (both inter
37
10  
27  
nal and external)
42.05%
43.48%  
41.54%  
Post release feedback/analysis
25
8  
17  
/testimonials
28.41%
34.78%  
26.15%  
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Table 63:
What percent of new products or services that your were responsible for achieved or exceeded   revenue projections within the past 18 months?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
0-25%
25
7  
18  

27.78%
29.17%  
27.27%  
26-50%
11
2  
9  

12.22%
8.33%  
13.64%  
51-75%
17
4  
13  

18.89%
16.67%  
19.70%  
76-100%
9
2  
7  

10.00%
8.33%  
10.61%  
Not applicable - no product in
28
9  
19  

31.11%
37.50%  
28.79%  
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Table 64:
Which of the following best reflects the competitive environment your company operates in?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
No direct competition
3
0  
3  

3.33%
0.00%  
4.55%  
Acceptable alternative solutio
13
6  
7  
ns but otherwise limited compe
14.44%
25.00%  
10.61%  
Indirect competitors
8
1  
7  

8.89%
4.17%  
10.61%  
Some competitors
21
2  
19  

23.33%
8.33%  
28.79%  
Many competitors/fragmented ma
28
10  
18  
rket share
31.11%
41.67%  
27.27%  
Entrenched dominant market lea
17
5  
12  
der(s)
18.89%
20.83%  
18.18%  
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Table 65:
In what year was your company founded?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
2001
3
0  
3  

3.33%
0.00%  
4.55%  
2000
5
0  
5  

5.56%
0.00%  
7.58%  
1999
14
3  
11  

15.56%
12.50%  
16.67%  
1998
10
4  
6  

11.11%
16.67%  
9.09%  
1997
4
0  
4  

4.44%
0.00%  
6.06%  
1996
12
2  
10  

13.33%
8.33%  
15.15%  
1995
4
2  
2  

4.44%
8.33%  
3.03%  
1991-1994
8
4  
4  

8.89%
16.67%  
6.06%  
1965-1990
22
9  
13  

24.44%
37.50%  
19.70%  
before 1965
8
0  
8  

8.89%
0.00%  
12.12%  
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Table 66:
Would you classify your company as 'new economy' or 'old economy'?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
'New economy'
73
21  
52  

81.11%
87.50%  
78.79%  
'Old economy'
17
3  
14  

18.89%
12.50%  
21.21%  
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Table 67:
If 'new economy' please select one of the following categories:

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
72
21  
51  
Etailer
0
0  
0  

0.00%
0.00%  
0.00%  
B2B
35
7  
28  

48.61%
33.33%  
54.90%  
B2C
0
0  
0  

0.00%
0.00%  
0.00%  
Web-based service
18
6  
12  

25.00%
28.57%  
23.53%  
Software
7
4  
3  

9.72%
19.05%  
5.88%  
Systems Integrator/Outsourced
2
0  
2  
engineering
2.78%
0.00%  
3.92%  
Infrastructure
4
2  
2  

5.56%
9.52%  
3.92%  
Telecom
2
0  
2  

2.78%
0.00%  
3.92%  
Other
4
2  
2  

5.56%
9.52%  
3.92%  
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Table 68:
Number of employees

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Less than 10
6
1  
5  

6.67%
4.17%  
7.58%  
10 - 49
16
2  
14  

17.78%
8.33%  
21.21%  
50 - 99
15
4  
11  

16.67%
16.67%  
16.67%  
100 - 499
26
6  
20  

28.89%
25.00%  
30.30%  
500 - 999
5
3  
2  

5.56%
12.50%  
3.03%  
1000 - 4999
10
3  
7  

11.11%
12.50%  
10.61%  
5000 or more
12
5  
7  

13.33%
20.83%  
10.61%  
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Table 69:
Annual Revenues

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
No revenue yet
10
1  
9  

11.11%
4.17%  
13.64%  
Less than $5 million
22
5  
17  

24.44%
20.83%  
25.76%  
$5 - 49 million
26
6  
20  

28.89%
25.00%  
30.30%  
$50 - 99 million
4
2  
2  

4.44%
8.33%  
3.03%  
$100 - 499 million
10
4  
6  

11.11%
16.67%  
9.09%  
$500 - 999 million
2
1  
1  

2.22%
4.17%  
1.52%  
$1 billion or more
16
5  
11  

17.78%
20.83%  
16.67%  
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Table 70:
Which of these categories best describes the revenue growth rate your company has experienced over the past 18 months?

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
(100%) Decline
0
0  
0  

0.00%
0.00%  
0.00%  
(50-99%)
0
0  
0  

0.00%
0.00%  
0.00%  
(25-49%)
11
3  
8  

12.22%
12.50%  
12.12%  
(0-24%)
9
4  
5  

10.00%
16.67%  
7.58%  
0-24% Increase
35
8  
27  

38.89%
33.33%  
40.91%  
25-50%
13
3  
10  

14.44%
12.50%  
15.15%  
50-99%
11
3  
8  

12.22%
12.50%  
12.12%  
100-499%
8
2  
6  

8.89%
8.33%  
9.09%  
500% +
3
1  
2  

3.33%
4.17%  
3.03%  
Not applicable - no revenues y
0
0  
0  
et
0.00%
0.00%  
0.00%  
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Table 71:
Sample Lists

Source of Respondents

—————————————————————

Total
SVPMA
All Others


—————
——————————
——————————

            Base
90
24  
66  
Personal
6
0  
6  

6.67%
0.00%  
9.09%  
PDMA
24
0  
24  

26.67%
0.00%  
36.36%  
$20 M or more
16
0  
16  

17.78%
0.00%  
24.24%  
$20 M or more
20
0  
20  

22.22%
0.00%  
30.30%  
SVPMA
24
24  
0  

26.67%
100.00%  
0.00%  
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