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Linked m Account type: Basic v Przemek Berendt  Add Connections Fa

Home Profile Contacts Groups Jobs Inbox  Companies  More People ~ || E Advanced (LUXOFT
v'-lﬂ"hﬂ in Soffware Serviom

EMC BRS Funds? - We can guide you through the approval process to achieve tangible results ! - From Markit 4 Lid

Edit Profile | WView Profile

+ Forward this profile to a connection

Przemek Berendt
= B E

Luxoft Poland Managing Director at Luxoft
Poland | Computer Software

Ads by Linkedin Members

Online Master in 1 year

Przemek Berendt Our marketing recruitment campaign just launched! Check Online MA in Leading Innovation and Change from
it out on our Facebook Fan Page! 200 vacancies awaits for best engineers. If York St John University
wou are not from Krakow but willing to relocate we will help you with that! wanw.college.ch
- Luxoft Poland | Facebook m facebook com From: Dr. David Costa
CLUXOFT Facebook helps you connect and share with the people in
v_ your life. Part of a Virtual Team?
Sococo makes web meetings better. Clear phone

14 day=z ago - Like (2) - Comment - Share - See all activity lines, Screen sharing.

WWW.S0C0C0.CoMm
Frem: Sococo Team Space

Current « Luxoft Poland Managing Director at Luxoft Cf
Past + Business Development Manager at Betware

+ Branch Manager at Betware Przemek’s Activity edit

+ Systems Manager at Procter & Gamble [T

Il . . . . . .

............................................................................................................................................................. sesal Przemek Berendt is returning from a trip to Kiev, Ukraine, via
Education + Szkola Gldwna Handlowa w Warszawie Triplt.

+ DePaul University 7 days ago - Like - Comment

- WYZSZE Szkola Biznesu - Mational Louis Uniu‘ersity W Ng,wym ........................................................................................................................

Saczu Przemek Berendt joined the group Frivate Placements
see dll... Poland

Recommendations 16 people have recommended Przemek 8 days ago - Find a group for you
Connections 432 connections Przemek Berendt Our marketing recruitment campaign just
............ |aunched[ Check lt U-Ut Ul"l UUl’ Facehﬂ-ﬂk Fan page[ 200
Websites + My Strenghts vacancies awaits for best engineers. If you are not from

+ Company Website Krakow but willing to relocate we will help you with that!

* Luxoft Poland Fan Page
......... _A Luxoﬂ Poland | Facebnok m.fﬂc&bclclk.cl:lm
Public Profile hitp://pl.linkedin.com/in/pberendit CLUXOFET Facebook helps you connect and share with

W= the people in your life.

Source: http://www.linkedin.com/in/pberendt
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Luxoft CLUXOFT

v Experizig in Software Servicr

A Founded in 2000 in Moscow A Custom application A Automotive

A Subsidiary of IBS Group (Xetra: IBSG) development and A Aviation

A Serving world-leading companies across _ maintenance A E-Commerce

_ theindustries A Application support A Energy & Utilities

A Solid financial performance: A R&D/Product engineering A Financial Services
I FY 2009 revenues: $149M A Re-engineering and A Heavy Industries &

I FY2010 forecast: $190M migration Manufacturing
Global headcount: 4000+ Independent QA services Telecommunications
Global presence: 17 locations worldwide Performance engineering Travel

Best-of-breed processes: A IT Consulting

I Europeods first SEI CAMME/CWMNMICansuliimgy el 5

I 1SO 9001:2008/ISO 27001:2005

I Agile, XP, Lean, Kanban

Recent Luxoft Recognition

T I> >
> >

2009
m LOBRALSERVICES
1A% L

2009: nLeaderso cat eyod9: of# 1 hien t he 0 En2009g#Al T @utsourcing Service

2009 Global Outsourcing 100 list European Mar ket so CaRrawideoim Bastarnmand Central

by IAOP Global Services 100 rating Europe 7 by Black Book of
Outsourcing
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Diffusion of inhovation <LUXOFT
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A What influences spread of new idea:

A The innovation
A Communication channel A
A Time , 100
A Social system
75
<
Q
5
50 3
®
X
25
0
Innovators  Early Early Late Laggards
2.5% Adopters Majority Majority 16 %
13.5% 34 % 34 %

Source: http://en.wikipedia.org/wiki/File:Diffusionofideas.PNG
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A Knowledge Five Stages in the Decision Innovation

é\ Exposed to innovation, Process
A Lacks information

A Not inspired to seek more infg
Persuasion N
A Interested

A Actively seeks detail

Decision

Decision
A Evaluate concept E
A Advantages / disadvantages
A Adopt or reject Source: http://en.wikipedia.org/wiki/File:Dol_Stages.ipg

Implementation

A Employ innovation to a varying
degree

A Determine usefulness
A Search further info

Confirmation

A Decision to continue using innovation
to its fullest potential



http://en.wikipedia.org/wiki/File:DoI_Stages.jpg
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A Rate of adoption speedwith which members of a social system
adopt aninnovation

A Measured by time required for % of social system to adopt
Innovation

A Critical masg point where enoughndividuals have adopted an
Innovationso further adoption is sefustaining




Adopter categories

A Innovators

A First to adopt

A Willing to take risk

A Youngest

A Interaction with other innovators
A Early Adopters

A Second to adopt

A Opinion leadership

A More socially forward than late
adopters

A More discrete in choices than
Innov:

2.5%

Innovators Early

Adopters
13.5%

Early Majority
34%

A
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A Early Majority
A Take time to adopt
A Seldom hold opinion leadership
A Late Majority
A Adopt afteravaragemember ofsociaty
A High degree of skepticism
A Laggards
A Last to adopt
A No opinion leadership

Late Majority Laggards
34% 16%

Gour: Evirud Rogen (iWiescn of Ancsaoss mocl

Source: http://en.wikipedia.org/wiki/File:DiffusionOflnnovation.png
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Examples:Poor adoption

A[ AdaldSR | &ahe2l§ S 2
Biggest Tech Failures of the Last
5S50FRSéE 068& CAYS

A 100milion USD for product
development

A Only 30 000 units sold from 2001
to 2007
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Facebook compared to countries

400 million

% 141 million 123:”1
ﬁu IE E*n
From 300 to 400 million users
A Launched 2004 nzqugs,pgdﬂayﬂ
A Today > 500 000 million :
A 2010 revenue est. in 21 million

new users per month

7P 630 million

estimated total users by 2011 at current rate

Source:rhttp://www:penn-olson:com/2010/02/10/infographic-facebooks-amazing-growth/
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A Years to reach 50 million users
A Radioc 38years
ATVc 13years
Alnternetc 4 years
AiPodc 3 years
A Facebook 175million usersn lessthan 11 months




Crossing the Chasm

A Chasm (Gap, Crater) between Early
Adopters (enthusiasts / visionaries) and
early majority (pragmatists)

A Visionaries and pragmatists have
different expectations

Late
Majority

Early Early

|
|
|
InRaySIOrS Adopters | Majority
|
|
|

"The Chasm" }\

%,

Technology Adoption Lifecycle

Source: http://en.wikipedia.org/wiki/File:Technology-Adoption-Lifecycle.png

Laggards
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GEOFFREY A. MOORE

S o wam Be wonde bl g B Sl e

A BuasinessWeek Bestseller

[ |

Area under the curve
represents
number of customers

Pagel4
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A Choose target market

A Understand whole product
A Position the product

A Build market strategy

A Choose distribution channel
A Pricing
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A Thestagegate modelwas developed and first suggested
by Robert G. CoopgMcMaster Universityin his bookNinning
at New Productspublished in.986

A StageDI 1St A & tladeN®BKIA & 0§ SNBR

A Stage gate ia technique in which a (product, process, system)
development process is divided indtagesseparated bygates

A The stagegate model may also be known as stdigeited
commitment or creeping commitment

Discovery Build Testing and
Stage Empm Business Case Dmlnpmant Ufallditlm Launch

Idea Screen Second Goto Goto Goto Post Launch
Screen Development Testing Launch Review

Source: http://www.prod-dev.com/stage-gate.php Page17
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A 70-85% of leading U.S. companies uses S@Gate to drive new products to
market

Optimize cost

Optimize final product

|dentify problems early

Increase likelihood of product success

<

v v v D

Cost

/Cost of Change

>
%/

Project Costs

Time
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A Stagec phase of the project where team undertakes activities to
advance the project to next gate or decision point

A All business functions are involved

A Investment grows as project proceeds through stages =
Incremental commitment

A Structure of stage:
A Activities
A Analysis of results

A Stage deliverables presented at the Gate
Stages

@+0=-©

Activites Analysis Deliverables

Source: http://www.prod-dev.com/stage-gate.php
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A Typical model (organizations adopt it to their business)
A Stage @ Discovery/Ideation
A Stage I Scoping
" : : Ideas Checls
A Stage Z; Build business case * Consumer Need
- Stage e © Morket Size
A Stage I Development Assessmen\ \- PO i
A Stage 4 Testing and Validation - Technical Feasibilit
. s ' (;osting
A Stage 5 Launch Developrﬁggn{ Project Estimaes
Make
Stage Test
Tést Break?
Concept Bank
e e
Launch

Source: http://sites.qoogle.com/site/biosenseqglobal/idea-funnel
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A Gatec review point, where Deliverables from Stage are assesse
against Criteria

A Gate ends with an Output:

r

A Go
A Kill
A Hold
A Redo/Recycle
Gates
Deliverables Criteria Output

Source: http://www.prod-dev.com/stage-gate.php
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Gates'Decision Criteria CLUXOFT _

A Strategic Alignment

A Isthe project still aligned with corporate strategy?
A Adoption

A Will usersadopt it?
A ProductionFeasibility

A Will it work and can we supply it?

A Financial Value
A Will it create value?
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Sample:Stag&ateprocess
In practice

The aim of marketing is to know and understand the customer so well the
product or service fits him and sells itself.

- Peter F. Drucker

*Following slides are my recommendations for stage gate techniques adaptation,
it is based on my personal experience, not Product Development Institute Inc guidelines

- Pagez3
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Stages:

A Discovery

A Design

A Development
A Ready

A Launch




. &
Discovery CLUXOFT

A Stage question:

A What exact idea are we considering to fund?
A Stage activities

A Identify target group

A Identify benefits

A Validate idea

A Architect review

A Stage output/Gate review criteria

A s target group clearly defined?

A Are we clear on benefits we want to deliver to user?
A Do users see value in using our idea?

A Are users willing to use/buy our product/service?

A ls it technically feasible to develop product/service?

. PageZS
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A Identify target group
A Analyze existing data
A Segment into multiple groups based on many dimensions
A Profile (age, sex, nationality, educati@ic)
A Need
A Technology use

A ldentify benefits
A Day in a life technique

r

A User scenarios







