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Notes appear in this style are to assist the writer. These notes can be deleted from the final \*

document.
(o)

The tag <body> is used as a placeholder for entering text. These are to be replaced with ho
actual content of your document.

How to Use This Document &

If a specific section or requirement category isn’t applicable to your project, it sho | be
included in the final document. Use the notation ‘N/A’ (not applicable) and possi rief
reason why the section isn’t needed. If needed, add sections to cover issues fic to your
company and product, following the style in this document. You may wish t rd your

assumptions and references in the last section of this document as you

o,
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» Avoid duplication

- Best content container 0= o&
— Different stages, authors, purpose 0& o

» Maintain history throughout Product Life Cy

— Revise one document, and only w éﬁcess
= Works in Waterfall and Agile org
» Separate strategy from executu&

— Ensures you have eveml g m;&nt to product’s success

= Documentis notag

—  How much/lit 0>u in

— Each do@ﬁt cou

Purpose s document

s heavily dependent on situation

e as short as a dozen pages

This %ment describes the vision of the product beyond the next release. This vision helps to
guide tvelopment and marketing groups, keeping them in alignment. A roadmap serves two

cument and should not be shared outside of the company, and may even limited to product

akeholders within the company. It captures the highest level of objectives and the underlying
strategy of product releases. Secondly is an external roadmap that can be created as a
marketing tool and presented to sales, analysts, and if appropriate, for customers. This second
roadmap, often a simplified one-page graphic without much detail, is based on the information
contained within this document.

é ses. The first, and most important, is for product planning. This is a highly confidential
t

Bottom line — a roadmap is a strategic outline of a sequence of product release
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