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1. Introduction
1.1. Document Objective
The Market Requirements Document (MRD) describes the product and the market
into which the product will be introduced.
<Comment: The information contained here forth is used for business worthiness
and technological feasibility approval.>

1.2. Executive Summary

suggestions noted throughout this document.
<Comment: This section is the last section to be filled in and comple
rest of the MRD is complete. Focus on the key elements of thep
exceed two pages.>

1.2.1. Business Objectives
<Based on the corresponding section,
business objectives and overall fit with t

1.2.2. Market/Customer Overview

pfoduct’s strategic
IS mission.>

1.2.3. Customers Use Cases
<Based on the correspondjng (jon, describe how various users will put
the product to use.>

1.2.4. Product Requirem
<Based on the
functional requireém

1.2.5. Success Criteria
<Based on h @ onding section, describe the criteria used to define

e uct’s level of success.>
1.2.6. E nal 3

v corresponding section, describe financial and budgetary
soCiated with the product from both cost and revenue

section, describe the general product

€s.>

“Bdsed on the corresponding section, describe the estimated product

delivery timeline.>
. Risks And Consequences

<Based on the corresponding section, describe the risks and consequences
associated with the decision to develop and market the product.>

1.2.9. Supporting Data
<Based on the corresponding section, describe data in support of claims,
assertions, assumptions, and statements made throughout this document.>
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2.Business Objectives
2.1. Section Objective
This section describes the product’s strategic business objectives and overall fit
with the company’s vision and mission.

2.2. Background
<Describe the rationale for building the new product, such as environment, history

and decisions that lead to the recognition that the product should be built.>

2.3. Market Problem and Opportunity
<Describe the market opportunity that exists or which will be create
relevant market problem that will be solved with the help of the pye
<Comment: The market problem is a situation (dzﬁ‘zculty) i
marketplace and requires change. The market opportuni
and sizable marketplace situation in which customer need

2.4. Product Problem and Opportunity
<Only if relevant, describe the product problem\and prod
<Comment: The product problem is an ind dtion in which product
requirements’ are unmet. The product opportunity”is a market opportunity
dependent, lucrative, lasting, and siz industry situation in which product
requirements’ are unmet.>

dt opportunity.>

2.5. Technology Problem and Opportunit
<Only if relevant, describ téchnolg problem and technology opportunity.>
<Comment: The techn is challenges in applied science. The
technology opportunity t opportunity dependent; challenges in applied
science.>

ic purpose and how it helps the enterprise achieve its long
jéctives. Will the product: Demonstrate a new technology?,

Benefits to Company
%cribe the value or benefits the product will generate for the company (not the
mer). These include repositioning, improved offering, market penetration, or
emonstrating technology.>

.8. Value and Benefits to Customer
<Describe the value or benefits the product will generate for the customer.
Describe the value in terms such as: productivity, automation, cost savings,
efficiency, marketability, profit, new or improved abilities, and conformance to
standards.>

| PMTK_Market_Requirements_21.doc | Page 5 of 12 Pages | Monday, September 04, 2006

Copyright © 2006 280 Group, LLC. Content Copyright © 2006 Blackblot. Used by permission. All rights reserved.

This document is provided "as-is" with no explicit or implicit guarantee or warranty as to the accuracy of the information contained here.
The author claims no responsibility, implied or otherwise, to anyone wishing to act or follow the content of this document.



280 Group Product Manager’s Toolkit™ www.280group.com

3. Market/Customer Overview
3.1. Section Objective
This section describes the target markets and customer profile to which the product
is targeted.

3.2. Target Market Description
<Describe the market to which the product is targeted.>
3.2.1. Target Market Characteristics
<List and describe the key characteristics of the target market.>
3.2.2. Target Market Trends
<List and describe influential trends taking place in the targe
the technological, economic, political, and competitive la

ote

3.2.3. Target Market Segmentation
<Complete the table below. Define and
market segmentation, such as geographic/

Market Segment Key Characteristics

3.2.4. Target Market Size and Deman‘ji,RrBtection
< Complete the table below. sC 'be\@estimated market volume and the
projected demand for product unii r each segment.>
Market Segment Projected Demand |
ANNSY,
3.2.5. Target Market Time Constraints
<Describe apyAHm ihe_constraints affecting the introduction of the product

plete the table below and rank the needs in order of importance.
line the target customer needs and explain how those needs will be met
by the product. Describe what the customer is presently doing to satisfy the

needs.>
Meed” Description Present Method Of Satisfying The Need
%
¢
3.3.2. Target Customer Segmentation
<Complete the table below. Define and describe any form of applicable
segmentation such as geographic, demographic, and behavioral. Describe
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any distinct customer categories are there and what are their
characteristics.>
Customer Segment | Key Characteristics

3.3.3. Target Customer Profile
<Complete the table below. List and describe the target customer profile.
If applicable, describe the typical customer profile.>
Customer Segment | Customer Profile Valued Features Notes

O\
~\\

Y
its
preducty over the

nfluencers on the
uencers, such as price
hion, trends, or income

3.3.4. Target Customer Motivators
<Define and describe the reasons why customers will b
own right. Explain why customers would prefer_the
competition.>

3.3.5. Target Customer Influencers

sensitivity, selectivity, culture, peer intera
level.>

3.4. The competitive Landscape
<Complete the table below. Des
similar applications to the prodyc
direct competitors to the é uat

product.> A
Competing | Description KQ%E@M Price | Strengths and | Market

Product ature Weaknesses Share/
. ( )ifferences Dominance
OF

deedment describes how various customers will put the product to use and
which scenarios.

se Cases
<Describe the various scenarios in which customers will employ the product or are
currently employing similar products.>
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5.Product Requirements

5.1. Section Objective
This section describes the product’s functional specification.
<Comment: In the entire requirements section, avoid providing detailed design or
implementation requirements.>

5.2. Product Overview
<Provide a general description of the product and its purpose and functionality.
Explain how the product fits in to the overall corporate product strategy.>

5.3. Product Technology Overview
<Provide a general description of technology and innovation fo
itself, as well as those which will be employed in the making o

5.4. General Product Requirements
<Complete the table below. Provide a list of requi
and constitute the environment in which the pr
software, these are elements such as API sets, d
platforms, GUI interfaces, compatibility and
standards.>

tools, operating system
e issues, or supported

Requirement Name Description / ,\\ Priority Level

5.5. Physical Product Requir tg
< Complete the table § 1cable, provide a list of requirements that

detail the product’s ph tes such as size, weight, color, dimensions, or
construction materials.>

Requirement Name U/j)qsé;zptlon Priority Level

AN )
o Py
5.6. Function oduct Requirements

e table below. Provide a list of the product’s operational
iCs and its abilities. This is effectively a list of what the product “can
e each functional requirement separately.>

,Ke%m:g}}ef;t Name Description Priority Level

/\

7

5.7. Performance Product Requirements
<Complete the table below. List the quantitative and qualitative demands placed
on the product. These requirements reflect the need for certain levels of speed,
usability, capacity, or scalability. These requirements are sometimes referred to as
non-functional requirements.>
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Requirement Name Description Priority Level

5.8. Product Process Requirements
<Complete the table below. List the internal procedures and routines which
govern how various modules or parts of the product interact with each other.
These requirements explain an internal course of action within the product itself.>

Requirement Name Description Priority Level .

O

=\

5.9. Product Distribution Requirements

<Complete the table below. List all implications that a product’s
distribution channels and the resulting requirements. Theg iements deal with
how the product is transported to the customer’s possess i Jé elements,
such as regulatory barriers, legal restrictions expor ansport limitation
(e.g., land only).>

Requirement Name Description \\\Bﬁqfity Level

A
O

5.10.Support and Training Requirepients
<List all implications that_affj c@ eed for support and training structures
because of the product.>

5.10.1. Internal Supporba inning Requirements
<Complete th B@;lbw. List all support and training requirements
that inte y functions will require. These function

depart sually sales, business development, consulting,
custoén\\ , and support.>

erRs
Requirement Namé | Description Priority Level

5/072., External Support and Training Requirements
O omplete the table below. List all support and training requirements
hat external company functions will require. These entities are usually

the customer, partners, external/indirect sales channel, consulting
/> companies, VAR’s or solution providers.>

Requirement Name Description Priority Level

5.11.Miscellaneous Product Requirements
<Complete the table below. List all requirements not covered in other sections.>

Requirement Name Description Priority Level

| PMTK_Market_Requirements_21.doc | Page 9 of 12 Pages | Monday, September 04, 2006 |

Copyright © 2006 280 Group, LLC. Content Copyright © 2006 Blackblot. Used by permission. All rights reserved.

This document is provided "as-is" with no explicit or implicit guarantee or warranty as to the accuracy of the information contained here.
The author claims no responsibility, implied or otherwise, to anyone wishing to act or follow the content of this document.



280 Group Product Manager’s Toolkit™ www.280group.com

Requirement Name Description Priority Level

5.12.Product Features and Benefits
<Complete the table below with the key benefits and their supporting features.
Map the notable benefits the customer will get, to the product’s major features
sets. See the section titled “Value and Benefits to Customer” for a list of benefits
the product will generate for the customer. In addition, complete the table
below.>
Customer Benefits Supporting Features .

N\
Zax\

6. Success Criteria
6.1. Section Objective

This section describes the criteria used to define a u@
success.

6.2. Success Criteria and Metrics
<Describe the applicable and chosen success criteriaand metrics that will be used
in evaluating the product’s performangg umonly used criteria are unit price,
unit production cost, deviance from™b

market, feature set scope, sales ls
market share.> <>

6.3. Factors of Impact
The following are facto i
success.
<Comment: These @‘or may also be considered as constraints and
dependencies.>
6.3.1. Internal Factors of Impact

C\%ff’}kfors that are likely to affect the product’s success and are

r thedirect control of the company.>
6@&{\' Factors of Impact

(ém%f%ribe factors that are likely to affect the product’s success and are not

er the direct control of the company. These are factors such as third-

party vendors, marketplace competition, user acceptance, implementation

challenges, specific technologies, development partners, or other business
relationships.>

e the greatest impact on the product’s potential
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7.Financial Data
7.1. Section Objective
This section describes all financial and budgetary issues associated with the
product from both cost and revenue perspectives. <Present, at a minimum, a two
year timeline.>

7.2. Sales and Revenue Forecast
This section describes the estimated sales volume and revenue the product will
produce for the company.
7.2.1. Direct Sales Channel Forecast
<Describe the sales and revenue forecast for the direct sales ¢
7.2.2. Indirect Sales Channel Forecast
<Describe the sales and revenue forecast for the indirect g3

7.3. Cost and Budget Estimates
<Describe the cost and budget estimates for the p t. t, at ayfinimum, a

two year timeline.>

7.3.1. Product Development Costs
<Describe the cost and budget estimates iated with designing and
developing the product.>

7.3.2. Product Production Costs
<Describe the cost and
production costs 2& th¢
completed.>

7.3.3. Product Marketi
<Describe the t \an dget estimates associated with all product
marketing arketi communication activities including product
launch.>

7.3.4. ProductEdu Q and Training Costs

esCH &cost and budget estimates associated with the education and

nal and external entities.>

vice and Support Costs

Me the cost and budget estimates associated the product service and

t functions.>

ates associated with the on-going
tVvonce design and development are

{8. Product Schedule

y Section Objective
This section describes the estimated product timeline.
8.2. Product Schedule and Critical Milestones
<Describe the estimated product timeline. The period reflected in the schedule for

the purpose of this document should begin at the start of the design and
development stage and end when the product launch stage is officially complete.>
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9. Risks and Consequences

9.1. Section Objective
This section describes the risks and consequences associated with the decision to
develop and market the product.

9.2. Product Risks and Consequences
<Complete the table below. Describe what could negatively happe
company if it does decide to develop the product. Explain if product fai
marketplace will have far reaching strategic consequences to #ie
Explain how the risks could be mitigated. For clarification, thi ioim~does\ not
deal threats affecting the development process such as resourcm .
Risk Name | Description Severity ,Miﬁ‘g@fion)dptiohls

AN

/
>\ )
~—

10. Supporting Data
10.1.Section Objective

statements made throughout this docum

10.2. MRD Assumptions
<Describe any assumption
the assumptions that i
solution.>

de Y writing this document. Be specific about
ill alter the direction of the MRD and resulting

10.3. Research Inform
<If relevan cribe_amd list the type and scope of research conducted in the
cour g thisdocument.>

10.4. Preduct Diagram/Architecture
< @a Mescribe the product’s architecture and modules accompanied by a
e iagram.>
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