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The Corporate Phase Review process is one of the principal tools used in the Company to help us plan, 
coordinate, manage, measure, and communicate during the life cycle of our products. We started using 
this process in the mid 1970's and over the years, it has been updated to incorporate new learnings 
and maintain congruency with how we do business. 

The enclosed guide is a result of our continued effort to simplify the process, encourage more 
predictability, colla~boration, flexibility, and discipline in product life cycle management. The 
specific changes we have made to the process are as follows: 

Established Phase 1 exit as the Company's commitment to the product's function, cost and 
schedule. 

Modified DEC STD 130 [Product Business Plan Requirement1 and made the Phase I Business Plan the 
"Business Plan of Record" against which the business success of the product is measured. t 

- - - 

Created a TOP 100 process, to provide more corporate visibility and management support for 
products critical to the Company's longer term survival. 

Modified DEC STD 028 [Phase Review Policy] to clarify the intent of the process and articulate 
the Company's expectations of the roles played by the major functions involved in product life 
cycle management . 

The guide was developed by a cross-functional team and reflects the commitments made by each function 
to support smooth implementation of the process and eliminate surprises. The guide clarifies areas 
of responsibilities, focuses on deliverables and actions necessary to fulfill the requirements of 
each phase. It  does not tell you how to do your job. Ownership of how the work gets done resides in 
the responsible group. It is important that individual organizations develop their own management 
processes which reflect the needs of their individual businesses. Our expectation is that these 
processes will mirror the spirit and structure of the Phase Review Process. 

The guide does not have all the answers and is not a substitute for good management. I t  should not 
he used to stifle creativity or hinder progress. and is most helpful where used within the spirit of 
the process. Please feel free to contact Walter Soltysik. PT0::Soltysik with constructive 
suggestions for future revisions. 
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Preface 

- 

PURPOSE OF THE GUIDE 

Thi& pi& provides a framework that enables the product Team 10 develop and 
communicate mutual commitments to product plans, and to execute those plans in 
accardance with aped-upon objectives and schedules as required byDEC STD 
028-0 The C a p r a t e  Phase Rmview Policy. It Is also a ~ t r e n c e  fur individuals 
or groups who support the Product Tkam or who need a working howledge of 
the Phase Review Process, 

SCOPE 
This guide sbmld be used by all groups involved in product life cycle activities. 
The Phase Review J?mcess shall be wed whenever a specific product is being 
contemplated, but need not bt! used in ks mdrety when technical conrcepts are 
being ~ a l u ~ t e d  without a specific ptpduct in view. 

This guide provide8 a clear md concise structure of who is involved, what 
their responsibiilities are, and when these requirements SataJJ be executed It is 
NOT intended t~ explain HOW a specific group or oxganhtion mea Wse 
RQuirrmefitS. 

xlii 



TARGET AUDIENCE 
The primary audience for this guide is the Product 'I1pam and supporting functions 
involved in product life-cycle management. A copy of this guide should be made 
available to each Product Team member. 

HOW TO USE THIS GUIDE 
The purpose of this guide is to help product Tkarns sucoessfully execute the 
requirements of the Phase Review hocess. To accompiish this god, the guide 
has been designed in a rndular fashion to explain each Function's responsibilityF 
objectives, exit criteria, and activities for each phase. Memory joggers and 
outlines of required plans are alsio provided to help functions meet the exit 
criteria. 

NOTE 

Online versions of the required plans are available 85 templates from 
Standards and Methods Control. See the Required Documents section 
of each chapter for fu*r Momation for obtaining function specific 
pIan templates. Use W foliowing file specification to copy al l  of the 

JOKUR ::PHASE-REVTEW *PLANS.SDML 
JOKUR: :PWS E - R E V m  * PLANS .TXT 

requkd plans. 

Contact J0KzTR::SMC regarding problems copyhg ulese files. 



This guide is divided into seven chapters, followed by a matrix of Digital design 
standards to be addressed by phase, a glossary, a list of all refcllcnced docyments, 
and an Index. This guide docs not have to be read from beginning to end It is 
designed 50 that dre reader can "mm in" on the requiped information, 

Chapter 1 pmvides a general overview of the Phase Review Process and 
highlights the major dekiverables of each phase. 

CJmpters 2 though 7 describe respmsibiLities at a funclioaal level: 

9 Chap4er 2 Product Management 
9 Chrpter3Margeting - Chapter 4 Engineering 

chaptew 5 Manufacturing 
* - Chapter 7 cnstomer Semices 

Chapter 6 Corporate Product Operations - Sdes 

The main@ of Ihe guide consists of the following sections: 

The following clocuments pyide farlllcr information and should be use in 
conjunction with this guide. - 

* EL-SM498-00, Prodttctng International P m i u ~ ~  
* EL-CP595-00,Corporuk Product Intrdudon Guide 

EL-ENGRS-OM, Internof Guide tu Digital Orgonimtiom 
The Corporate Product In&r&ctim Guide 
EL-#I30-00, DEC STD I 3 0 4  ProducUSystem B~siiness Phm: Concent 
Requiremsn#s And F o m t  Gufdeiirtes 

Top 100 Process Ovrrvinv Manual (Contact Engineering M u c t  Ptamning) 
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Chapter I 

CORPORATE PHASE REVIEW 
PROCESS 

1 .I INTRODUCTION 

T ~ E  Phase Rwkw Process provides an operational guideline for managing 
products ulroughout their life cyde. It provides a m m c w  set of planning, 
measurement, and implementation tools to help product Teams deliver quality 
products to Digital’s customers, The prm;ess is simple, dynamic, and flexible. 
It encourages and facilitates effective cullatmalion among €unctional graups, 
snd improves the discipline and pledictability required far m effective product 
development and ddvery process. 

Tbe Phase Review Process defines the life cycle of products wer six phases 
(0 thmug 3, and provides a set of measurable events for each phase, ’Fhe 
prwess &sign supports Digital’s internal management sysiem. The objectives 
and dellverables defined for each phase provide appropiale checks and baIanczs 
throughout the product’s fife cycle, Deliverables born each phase are evduated 
against previously stated objectives prior to gaining apprwd to proceed 10 the 
next phase. 

CORPORATE PHASE REVIEW PROCESS ?-I 



Factors established, ccmhned, and doctnneolsd by the Phase nview and approval 
process are: 
0 

0 S o d  investment decisions 

Corporate visibility to products under development 
pit to Digital's product strategy 
W&Ie and well integrated Plans 

The Phase Review Process was first implemenlea by Digital in the mid-19708 
to simplify product life cycle management. It organizes wMk petFormed in the 
normal course of doing business and iden- key points in a prmhez's life 
cycle when management expects to review results prior to making investment 
ccnnmimtents. The mount of time spent h each Phase is totally dependent upon 
the internal processes used to meet the Phase Review requirements. The Phase 
Review Process itself does not hpow time mStraints on the users. 

Today, as life cycle management becomes more complex, the Phase Revicw 
Process is M essential tool for minimizing the uncertainties asaodatcd with 
bringing a product lo, or retiring a p W c t  &om the market. The process is 
now usid throughout the Corporation as the preferred too1 for product Ufe cycle 
management. 

Lie cycle management within Digital is an ongoing process. As new prodrpa 
concepe ale ptopoged throughout the year, grmBpl3 p s o r i n g  these propals 
ensure their fit with the Corporate Product Strategy. F m d h g  is provided to thaw 
pmposals that are selected as prospective devetopment activities. It is at this 
point that groups initiate the use of lthe Phase Review Procese to further explore 
the prqmed product concept. To contain ttk@ investment, fimding is limited to 
Phase 0 and Phase 1 activities. 

A Rodnct Manager is Pssigned to the project and a Produa rrslm is formed 
with members fkcm Marketing, Engkering, Manufachlhg, CoIpotatc product 
Opcratim (Sales), and Customers Services. me W u m  Business Unit (PBW) 
or sponwdng organization assigns a Finance Manager who provides mcid  
s u p p l  tu the Prdduct Team In the prepamtian of the Business Plans and other 
prduct planning activities,and coordinates Finance activities across all P d u u  
Team functions, The R&ct Thm,  led by the Product Manager, is regponsible 
for full implementath of the Phase Review Process. 

Each member of the Product Ram is mponsitde for mlicithg input fbrn their 
fhncticm and communicating pmjed status lo their fundion on an ongoing ba&. 
This enables a proactive approach to life cycle management and allows the 
Prdttct Team to molve issues that could negatively impact praduct introduction 
or retirement. 
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I .2 OVERVIEW OF THE PHASE REVIEW PROCESS 

The following is an overview of each Phase in the phase Review process. Each 
section describes the major objectives of the phase and &hies documentation 

phase to phase. 

Throughout this chapter, only Phase Exits are M b t A  As time-tomarket is 
miticat, many supporting activities may be stand in an earlier Phase. Depending 
on budget requitemertts, level of risk, and criticality of the FRS date, the Product 
Team and its management determine whether to begin an activity earlier than 
the phase in which it is uwally begun, Therefore, Entering Phase N is not a 
meaningful concept, except for Phase 0. 

required for lhac phase md shows the continuous flow of this doementation frm 
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1.2.1 Phase 0 - Strategy and Requirements 

The objective of Phase 0 is to identify to the Corporation a market problem or 
oppommity and to pmpcm a comspoading product solution that is msistent 
with Cmpmte Ptosuca Strategy. 

The product Tkam thoroughly examines cuskmer needs wd the impact of the 
jmposed product on corporate nsoulce~, and measures lhese findings agaiust the 
financial potential of the product proposal. The Product Warn then fmulstcs a 
strategy and d e w  what is required to develop the coacept, 

The Product Manager, collaborating with the product Team, determines the 
readiness of the product to Edl this and dl subsequent Phases. When the 
psodua Tkam agrees 80 exit a Phase, public Phase Mt Reviews (hntemal to 
Digital) are conducted to communicate the p j e c t  status to 8 larger audience. 

At Phase 0 Wt, the Product Wam is ready to devebp plans to s u p p t  the 
agreed upon strategy and requirements for the product Figure 1-1 shows the 
infomathon genemed during Pbase 0. 
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Figure 1-1: Phase 0 - Strategy and Requlments 
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1.2.2 Phase I - Plannlng and Prelimlnary Design (Business Plan of 
Record) 

The objectives of Phase 1 are to m a t e  a functional specification, a p l i m i n a q  
plioduct design, and provide the Corporation with an integrated implementation 
plan for phases 2 through 4B. The pulpme of the implementation p k ~  is to 
ensure achievable commitments horn all funcdons involved in the project, The 
plan must include cross-project interdependencies and a preliminary Product 
Phase Down Plan. 

This is a cri4iCat phase for the product because the total investment required to 
bring the product to m e e t  is approved at Phase 1 Exit. The goal of Phase 1 is 
to eliminate weak ideas while the inveatncnt is still relatively contained. The 
Phase 5 Business Plan is the Plan of Record and is used tu measure the product's 
success in meeting its quality, schedule, function, and revenue goals. Approval 
of Phase 1 Exit marks Digital's commitment $0 commedalize the product, and 
formally authorizes creation of vendor contrace far buywts. At Phase 1 Exit, the 
Rodnct Team is leady to implement agTBed upon plans. Figure 1-2 shows the 
hfonnation generated during Phm 1. 
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Figure 1-2: Phase 1 - Planning and Preliminary Design 
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1.2.3 Phase 2 - Implementation and Design 

The objective of Phase 2 is to complete the detailed producr design and txtcllte 
the plans cmmitted to at Phase 1 Exit, phllae 2 tends to be h e  lnggsr phase 
in the process. Dwing this phase, the deslgn is complctd aad grorotypes lule 
built and veriM thmgh internal teshg. The goal is to demonstrate tha the 
product hm met Phase 0 requirements and Phase 1 and 2 specfications, Rill 
product functionality is W e d  in at [east one CMLBguratim representative of the 
environment into which the product will be mld. 

During 1phase 2, the Froduct Manager develops a Pmhct Launch package with 
Corporate product Opemtim {bales) and ensures that dl members of the Froduct 
Tern have impkmented their Fespective phs. 

At Wa8e 2 Wit, the proc&cr deaign is declared compktc and t& prodnct kwmes 
a candidste for qua!ikdon, pricing, and annouocement. F~gure 1-3 showg the 
information generated during Phase 2. 
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Figure 1-3: Phare 2 - bnplementetion and Deslgn 
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1.2.4 Phase 3 - Qualification 

The otgective of Phase 3 is IO qualify production-level copies of the product, and 
demonstrate, through internal and external testing and information 6KHn field test 
customers, that the product has met the requirements estabtished in Phase 0 and 
the specifications establiskd in Phases 1 and 2. 

During Phase 3, the M u c v  l%am concentrates on completing all announcement 
and FRS Criteria and all internal and exrernal testing, Regulatory approvals are 
obtained, and training, service, and support hnctions are in place. The Pricing 
and Announcement Committee (PAC) verifies that annwcement criteria have 
been met and approves product pricing. The product is announced with inventory 
availabk for shprnent, All PAC and FRS criteria are completed prior tu FRS. 

Phase 3 Exit signisCs that €he product has been annmnced. orders are being 
taken, and Manufacturing, Sales, and Services are ramping up to achieve steady- 
state operation Jevels+ 

At the Exit of Phase 3, the Product Team works to ensure a smooth transition 
from development to steady4ate operat~on. Frgrrre 1-4 shows the infomation 
generated during Phase 3, 
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Flgure 1-4: Phase 3 - Qumlification 
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1.2.5 Phase 4 - Productlon, Sales, and Servlce 

The objective of Phase 4 is to achieve and maintain steady-state volume p d u c -  
don. sales, and send=, and pexiodidy evaluate the produU’s perfomance h 
the market, 

Phase 4 cmsists of two parts, ea& having Uislinct obwves  and exil criteria: 

Phase4A-mnp-Up 
lphase 4B - Steady-State Operation 

Dphg Phmse 4, the focus of the Phase Review Process shifts from .development 
to pmtudon, sales, amd service. Engheedng Change Order (ECO) control and 
prochm qmsibi l i ty is transierred from Development Engineering to Support 
Engineering, Spcciatd X O  cost responsibility is transferred from DeveIopmat 
Engineering to Manufacturing. 

Within a month of ERS, the Product hknager convenes the Product Ram to 
eonduct I Post-Project Review, The information obtained ftum rhk meview 
(generally what couId have been impFoved) is comrnunicaled to other project 
terns to be used as a learning tool for future p j e c t a .  

Figure 1-5 and Figme 1-6 show the information generated during Phase 4A and 
Phase dB. 
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Figure 1-5: Phase 4A - Ramp-Up 
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Matket perfmance evaluations are cuudwted perioaicaUy to dcmninc if the 
planned make& product, and revenue goAb are being achieved. ahe results of 
these evaluations ate used to decide 10 continut, enhance, or retire the pnx%~ct. 

If a decision is made lo retire the product, a Product Manager is assigned the 
responsibility to mate and implement a Pmiuct Phase Down Pian. A c m -  
functional team is mated to ad- Manvfacturlng’s Inst build requirements, 
Ute impact of long term conmctual agreements, m3tomer migration rdmtegies, 
continued service requkments, a product phase down schedule, and appropriate 
Marketing messages. 

Apprwal to Exit Phme 4B signifies Digital’s C0mmi-t to support the Rodua 
Phase mm Ran. 

Figure 1-6: Phase 4B Steady-State Opetatlon 
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1.2.6 Phase 5 - Product Ratirement (Servtce Continues) 

The objective of Phase 5 is to implement tbe Product Phase Down Plan in a 
manner that M U 3  al l  of Digital's internal and external commitments. 

At times, product retirement assumes the same level oi complexity as new 
product development. me activities of the product Team members in Phase 
5 q u i r e  the same Eevel of cross-functional communication and oollabmtion 
that was mpkd during the planning and development phases of the product. 
Figure 1-7 shows the information generated during Phase 5. 

Figure 1-7: Phase 5 - Product Retirement (Sewlce Continues) 
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Chapter 2 

PRODUCT MANAGEMENT 

2.1 PURPOSE 

The prodact Management function within Digital uses the Phase Review Recess 
as a tool to: 

* Manage products and systems throughout their life cycle. 
Provide a bramewo& for h e  CoHSistent, high quality p d u a  pmpals that 
support the Oigital Corpate Prolauct Strategy and am congruent with the 
management mview process. 
Drive worldwide coordination and integration of key imemal organizatioms 
such as Marketing, Sales, Fmancel Law, Engineering, Manufacturing, and 
Customer Services through the product's life cycle. 

- 
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2.2 FUNCTIONAL RESPONSIBILITIES 

Product Management is respomibk for propoging a product solution that fulfills 
identifxd inkmatimal market needs, fits within the Corponate Product Strategy, 
and is 8 sound business investment for the Corpmtion. 

Dmhg the product’s life cycle major issues and business decisions will q u i =  
funaional. expertise, The Pmduct Manager should include functional support 
mpresentatives in the Product Ram discussions concerning thee issues from 
such p u p  as Finance, Component Engineering, Architecture, Qualiscation, and 
Quality p u p .  

To satisfy the above msponsibillities, product Management will: 

Establish and lead the Frodnct Ram thtwgh the phasre Review PrOQess. 

Function as Ihe primary some and foclll point of aU amduct infrmation for 
key internal groups such as Matktting, Sales (Cotporate Roduct Opetaticns}, 
Eaginerhg, Finance, Nanufamt’hg, and Ostomer Services. 
Create and obtain approval for Phase 0 thmgh 5 BuSinearr Plans. ReEer lo 
DEC STD 330-0 ProdtrcrlSyslern Business Plans: Content Requirements usd 
Furmat Guidelines for addidonal information. 
Coordinate key functional inputs that reflect the apptoPriak Corporate 
commitment to bring the p d u c t  to market. 
If Corporate Product opersrions (Sales) has determined that it need not be 
directly involved as a member of the product Team, the Product Manager and 
the h4arketing member of the Product Ram shall coordinate completion of 
all annmcemtnt and sates related activities and Exit Criteria foIlowing zhs 
Product Announcement Committee (PAC) process. For fnrther infomarion 
refer to Chapter 6 Sales and the following docummts: 
- PAC Manual CEL-CPPAC-00, Pricing und Annosrncement Cumitlee 

C o p m e  Policies for Pruducr Pricing, Announcement ami grst 
Cussomer Ship 

- EL-CP5W-#, Corporate Producr Insrotiu#ion Gwldk 

* 

- 
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. Pzesent the pmgram, product strategy, and future directions to selected 
customers and third-party vendwrs W g h  the Proprietary Infomation 
DiscIQslm (PIP) process. 

Ensure that product information is available to the field fur fmcasting and 
pEanning puqmses, such as The Product Business UniilPmiucr Murketing 
Grmp Volwne Phrmirrg G W e  (slue Book). 
Present W key product proposals to management and corporate committees. 
Ensure that the product is properly represented at each slage of the review 
and approval process. 
Enme that ali aspects of the Phase Review Process are executed for the 
product development effort. Refer to DEC STD 028-0 Phuse Review Policy. 
Ensure that intellectual propetty rights in innovative product developments 
are protected 

* 

. Coordinate Trademarlr strategy. 
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2.3 PRODUCT MANAGER’S ACTIVITIES AND 
DELIVERABLE53 

The Product Manager shall ensure the completion of the activities and documents 
required by the Phase Review Process 521i shown in Figure 2-1. 

Figure 2-1 : Praduet Manager’s Activilies and Deliverables 

I PHASE I 
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2.4 EXECUTING AND EXITING EACH PHASE 

Each phase in the product’s life cycle provides a mechanism for the systematic 
review of pmposds, plans, and results in a manner that allows €or conlfdlcd 
funding, resource allocation, and project approval. 

Questim that =rue as Memory Joggers have been provided for tht Mutt 
Manager. These questions BR not allencmpas9ing and shouM be used only 
when applicable. Their purpose is to stimulate the Itbought p m s  and miface 
issues as early w possible in each phase. 

Additional Exit Criteria may be added or modified by dre Product %am, when 
apptopriate, at each phase. 

The Product Manager is responsible for ofchestming the activities of the Rvduct 
Team to move the product through the Phase Review Process. 

Tbe M u c t  Manager is dso mpoasible for such activities as writing and 
updating the Business Plan. 

PRODUCT MANAGEMENT 2 4  



2.4.1 Phase 0 - Strategy and Requirements 

Objective: Define product quiremnts in nspcmse to market =quiremnts, and 
develop a Business Plan to support Co~porate tevenue, growth, and profir goals. 

2.4.1.1 Phase 0 Exlt CHteria 

PKMIUCT Team, representing the Co~~~mticm worldwide, established, consisting 
of members from W e t @ ,  Eargineering, product Management, Manufacturing, 
Sales, and Customer Services, with support from Finance. 

The promtion of h’Wktual property rights used in the product coordinated 
kmgh the Engineering Law Group. 

The Internationalization Plan for the producl is available frwn the International 
Engineering Develupment Group (IEO), See Glossary for htemationalization 
Plan demitiona. ED contact is Jim Mills. See ELF. 

Tk GIA Producl Strategy Committee contacted for Asian Base Development 
plans. (Contact is k s  Dole. See ELF.) 

product Requirements Document written. reviewed, approved, and publiphed. 

Preliminary phase exit schedule developed. 

Third-party analysis for buyout begun. 

AU individuals responsible for Phase exit apprwal identified in the Business Plan. 

Phase 0 Business plan written, reviewed, approved, and published. Refer to DEC 
STD 130-0 ProductlSystem Business Plow: Conlent Requirements and Format 
Gaidelines for more information. 
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Export requirements identified by the Coq)orate E x p t  and Trade Ciroup (CW), 
Washington D.C. 

NOTE 

To ensure a timely review, provide ClW with a summary pradact 
description, an vveMew of the target markets, estimated month of 
announcement, and initial date feedback is requhd. (Export contact 
is Don Ames. see EILE) 

product fits Corporate and PBU or sponsoring organization strategies as defined 
in the Long Range Plans (LRP). 

The protection of intellectual property Tights in the product has been coordinated 
through the Engineering Law Group. 

Phase Exit Criteria for Marketing, Sales, Engineering, Manufacturing, and 
Customer Servjw completed. 

A Phm 0 Exit Review held with all appropriate persons attending and all open 
issues resolved. 

All members of the Product Team in ngreement to exit Phase 0. 

All known risks and major dependencies documented by the product Team. 

Approved phase 0 Exit plans submitted to the PBU or sponswjng organization 
for archiving. Copies of these plans submitted to Engineering Prcrduct Planning, 
for Top 100 Products. 

Phase 0 Exit Package, as defined by the phase Review Committee (PRC), 
submined Io the Phase Review Committee for Top 100 1proQucts. Refer to Top 
300 Process Ovewiew Munual. Contact C d h a  Vickers, lEngheering product 
Planning. 

Appropriate approvals, as documented in the Business Plan at the phase 0 Exit, 
obtained to exit Phase 0. 
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2.4.1.2 Phase 0 Activities 

Identify the members of me Mutt Team. 

Define p d o a  goals and strategy. 

Ensure that i d e n a d  intemstionalhation reguiremCntg have been addressed by 
members of the product Team in theh phase 0 Plans. 

Enme that the produa will be designed to be competitive in all countries 
designated as strategic markets for Ihe corporation, Retier lo DEC STD 066-3 
Policy for Designing Products far AI! Coururi~s DeJilqraated as Strategic Mclrkts. 

Tdentify the key factors Critical to the s u m  of the product including mchuology, 
architecture, p 6 t ,  resources, schedule. Quantify the impact of these key factors. 

Ensure ha the Roduct Tern reviews the Phase 0 Exit Criteria for applicability. 

Translate Marketing’s definition of market requirements into the product 
Rquhmmts Document. 

Ensure that he  hpau and requinrnents frwn other functions, such as worldwide 
Manufacturing, Marketing, Customer Services, a& Sales, have been aadtcssed in 
the Product Requirements Document and Business Plan. 

Integrare produa requirements identified by IED in the Intemationalizstioa Plan 
into the Phase 0 Business Plan and produa ReqPiremenls document. 

Ensun that the Engineering Law Group or approPiiate Patent Engineer has been 
contacted to establish mi impkmebt an applicable legal m i o n  strategy for 
the product. 
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Cantact the Corporate Export and Trade Group (CWl9, Wastrington, D.C. to 
determine expm re-rnents. This applies tu hardware and sohare products 
devebped worldwide, technical data, and hprietary Information Disclosures 
thmghout the life of the product. 

Understand sates support requirements and responsibilities for low volume 
products that are not dkctly supported by Sales. 

Collect and distribute the following Assumptions Package to the W u c t  'kam: 

MaTket sequiremmtr from the Marketing Plan 
0 

Alternatives and Feasibility Study 

First pass product requirements that include product descriptions (functional 
requirements should be provided as soon as available) 

Asstrmptim: 
- Volumeprojections 
- Announcement and taqa First Revenue Ship (FRS) dates 
- Major goals (such as time-to-market, cost, aad availability) 

Update the Product Team on product status. Initiate discussions on the type of 
aanwnczmtot activities the product merits. 

For S m g i c  Marketing products (see Chapter 3 Marketing}, ensure that the 
Marketing Advisory Board (MAB) Ttam and the European Systems S m g y  
Planning Grwp, and the GIA Produa Strategy Cornminee has received tevlew 
copies ofthe Business, Marketing, and Sales Plans at least two week  prior to the 
scheduled phase d t .  {Contact Man; Z a v d l ,  Smlegic Systems Planning Omp,  
Europe and LES Dole, GM Product Strategy Committee. See ELF for contact 
infomarion) 

Announce the phase exit review dMe and make available slll phase exit documents 
no later than two weeb prior to the scheduled review date. 

Condua a Phase 0 exit review. 

Ensnre that the appropriate approvals have been obtained to exit Phase 0. 
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2.4.1.3 Phase 0 Memo9 Joggers 

Has the product Team agreed to the product goals stated in the Business Plan? 

Has the Law Department been contacted to approve the product name M trade- 
mark strategy for the product7 Are any patent, copyrights, or other intellectual 
property rights infringements involved? 

Has there been adequate consideration of the process for obtaining patent 
protection for the produa, product components, or production method? Of the 
process for defining trade secrets nquiring protection? 

Has International Engineering Development (ED) been contacted? Is an 
Ltlremationalization Plan in place? 

Are al l  major mikstones of component product schedules integrated into a single 
master project schedule? 
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2.4.2 Phase 1 - Planning and Preliminary Design 

Objectivoa: Creak an integrated plan and schedule; ensure dsvelopment of 
engineering product specifications and a complete product justification to support 
lhe pposed invesrment. 

2.4.2.1 Phase 1 Exit Criteria 

Legal PrOtectiMl Smtegy in place, including updates to the Phase 0 Strategy, 
prior to any Proprietary hformation Disclosums (I'D@. 

Export requkmems identilied. 

NOTE 

To ensure a timely review, provide C4T with t summary product 
description, an overview of the ~arget markets, the estimated month of 
announcement, and the date feedback is required. (Ex* conlace is 
Don Amcs. See ELF for contact information.) 

Agreement and commitment by each product Team member to the Business Plan 
of Record, MUG# Functional Specification, Inlenrationalization Plan (flm Ran) 
and product's schedule. 

w - p u l y  analysis for buyouts completed. Iyo contract signed until Phase 1 
Exit approval.) 

Volume projections specified in the Business Plan aligned with projections ftom 
woddwide Sal@, Manufacturing, and Product Marketing Groups (PMG). 
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Assumptions and requkments evaluated since the phase 0 exit and significant 
changes communicated to the Product ’Ileam and appropiate approval W s .  

Phase Exit Criteria for Marketing, Sales, Engineering, Manufacturing, and 
Cuatomex Services completed. 

Business Plan plan of Record) updated, teviewed, approved and published. 
Refer to DEC STD 1304 Pmi%cilSyst#n Business Plans: Content Requirenrents 
and Forrnat Guidelines, 

Phase 1 Exit Review held with all apprOpriate persons attending and all open 
isweg resolved. 

AU members of the product Team in agreement to exit phase 1. 

Au known risks and major dependencies documented by the Product Temun. 

Phase 1 Exit Package, as d e w  by the F’hase Review Committee (PRC), 
submitted to the Phase Review Committee for Top 100 ]Products. Refer to Top 
Io0 Process Overview Muaual. Contact CarlZle Vickers, Eagineering Product 
Planning, 

Approved Phase 1 Exit plans submitted to the PBU or sponsoring organization 
for mhivhg. copies of these plans submitted to Enginwing Product Planning, 
for TcPp loo Products. 

Approptiate approvals obtained to exit Phase 1 (as documented in the Business 
Plan at the Phase 1 Exit). 
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U.29 Phase 1 Activities 

Ensure that the q u h d  stdfing to develop and &liver the product is available 
and committed. 

Evaluate assumptions and requirements since the Phase 0 Exit. Update affected 
plans as nmssary and communicate signMcant changes to the appropriate review 
and approval bodies. 

Ensure that the product Team reviews the applkability of Phase 1 Exit Criteria. 

Elmme that any Open issues or action items generated at phase 0 rn resolved to 
the satisfactim of the Product Team. 

Request New Products Form CNPF) from release engineering for software 
pmducts. 

E ~ u r e  that lhe product Functional Speciscation addresses requirements identified 
in nase 0, Identify and document any excephons as an addendum to the Product 
Requirements and Business Plans. 

Contau the Engineering Law Group to establish and update if necessary, applica- 
ble Legal IRoteCtion Strategy for the product. 

Contact the Corporate Fixport and Trade %up (-1, Washhgtua, D.C., to 
determine export license requillernenb. This applies to hardware and software 
products developed worldwide throughout the life of the product, 

Solicit potential Field Test sites from the Product Team and review this list with 
Coprate Product operations to eliminate possible problem sites, 

Identify primary factom that ensure the success of this product and quantify 
their impact (such as, assumptions, customer dependencies. economic and 
environmental issues, materials, new processes, services, and teedmology). 
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Obtain cross-fundonal commitments and support from worldwide Engineering, 
Rnanoe, Marketing, Sales, Manufacturing, and services. 

Ensum that the Proprie-tary Information Disclosllce is developed and approved 
as d&ed in Copom@ Proprietary Informution Disclosure Po&cie8 Procehrej 
(oder number EJ-3198305) that may be obtained from Mthg and Cimlation 
services in N o ~ b o m .  

Ensure that the w c t  is still compatible wi(h Corporate IROduct Strategies. 

Consult with worldwide Sales, Industry Marketing, and PMGs regarding phase 1 
pricing volume projections. 

Ensure that plans are in place to satis@ the critical international requirements for 
the product. Finalize Internationahation Han. Refer to subhesding 2.5 Requined 
Produd Management Documents. 

Ensure that the @uct and its goals (including quality and pet.Eonnance) have 
specific, weU defined metrics. 

Ensure that plans are in place for meeting all standards and regulatory q l r e -  
men& and obtaining agency appnwals worldwide. Refer to DEC STD 050-0 
Design o d  Cert$tcation of H a h a r e  Products to Nufiunul and Inrcrnutional 
Reguktions and Srandards - Policy and Procedures for mom information. 

For Strategic Marketing Pmluus (see Chapter 3 Marketing), ensure that the MAB 
Team and the European Systems S m q y  Planning Group, and the G1A Product 
Strategy Committee has received review copies of the Business, Marketing, and 
Sales Plans at least two w e b  prior to the scheduled phase exit, (Contact Marc 
Zavadil, Strategic Systems Planning Group, Europe and hs Dole, GIA P d u c t  
Strategy Committee. See ELF for cmtact information.) 

Updare the Pmduct %?am on product status. 

For hardware products only, provide the Engineering Manager with input to the 
part number family assignment plan. 
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C o ~ ~  from the Product Tzam, the number of units required to support Phase 
2 and phase 3 accivitks (such as internal test, mining, Field Test, introducrion 
activities, applkations and characterization). 

Generate a pnliminary plan for the build, distribucion, and 6nancing of pre-FRS 
units. 

Ensm that ievim with appropriate New product Committees are con- 
ducted prior to Phase 1 Exit, including the VAX New Product Committee 
(VNPC), Networks New products Committee (NNPC), and Micros New Product 
committee ( r n C ) *  

Identify which critical events must occur for the product to meet its schedule. 

Ensure that any open issues or action items generated at Phase 0 are resolved to 
the satisfaction of the Product Team. 

Announce the Phase exit review date and make available all phase exit documents 
no later than two weeks prior to the scheduled review date. 

Prior to the Phase 1 Exit Review Meeting, ensure that aU member6 of the Product 
Ram are in agreement 10 exit Phase 1. 

Conduct the Phase 1 exit meeting. 
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2.4.2.3 Phase 1 Memory Jogger8 

Is this prciduct a good investment for Digital? 

Does the integrated schedule contain: 

* 

Are the= conflicts with other hardwaTe or software products? Is this product in 
direct competition with another Digital inkmal product7 

What agreements have been made with other p u p s  to ensure the product’s 
success? Have the agreements k e n  documented? For example, is a find 
Inteemationslizarion Plan from International Engineering Devefqmnent OED) in 

Activities during the following phases of a prodnd’s life cycle: prototype, 
development, preproduction, and phage down? 
Tasks and interdependencies of dl worldwide fun&onal groups? 

piace? 

Has the prodnct Manager ~ I s d  the following product iaboduclion manuals? 

Pricing and Announcement Committee‘s (PAC) manual, ElrcPpAC-0, 
Curprate Policies for Product Pricing, Announcement, und First Customer 
Ship. 
EL-GP595-00, Corporore Product Intducriun Guide. 

Has a plausible product cost estimate been developed including manufacturing 
labor and overhead costs? Refer to R E  STD 130-0 Prolhccrlsystem Business 
Plans: Content Requirements und F o m t  Guidelines for more information. 

Are them? new Mess developed for which intellectual property rights slrate@es 
need to be impfemented? 
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2.4.3 Phase 2 - Design and Implementation 

Objsctives: Ehecwte the plans committed to in Phase 1 and deliver the proposed 
product with slated cbaracte&itics, on time, within budget. and at cat. 

2.4.3.1 Phase 2 Exit Criteria 

Assumpions and requirements evaluated since the Phase 1 Exit md signiscant 
changes communicated to the Imduct Team and appropiate approval W e s ,  

A legal promtion strategy is in place, including updates to tlw phase 1 strategy, 
prior to any new Proprietary Information Disckm~m (PIDs]. 

The Corporate Export and 'Itade Omup (cE/r) has dewmined the appropriate 
government classi6calion, under the cutrent export regulations, and advised the 
product Manager of the conditions under which the product m y  bc exported 

Field Tksl Sins selcc$ed, kerrsed, and prepared to begin testing. 

Customer field test support in place. 

Field RW Plan written, rcviewcd, appved, and published. 

product ready for qualIBcation as specified in Field 'kst plan. 

The volume pmjeuions s p e w  in the Bu- Plan aligned with projections 
from worldwide Sales, Manufacluning, and the PMm, For Top 100 Products. 
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Toral worldwide product volume requirements for qualification, characterization, 
product introduction, a r ~ I  first quarter ramp identified and agreed to by the 
m u a  Team. 

Activities required to support product In#duction defined. 

Phase Exit Cxiteria for Marketing, Sales, EngineeMg, Manufacturing, and 
Customer Sewices completed. 

Pikas! 2 Business Plan updated, reviewed, appmved, and published, Refer to 
DEC STD 1 3 0 4  PruductlSystem Business Phns: Content Requirements and 
Format Guidelines for more infurmation. 

A Phase 2 Exit Review held with all appropriate persons anending and all r@en 
issufs resolved. 

All members of the Product Team in agreement to exit Phase 2. 

All known risks and major dependencies documenled by rhe Product Team. 

Phase 2 Exit package, as defmed by the phase Review Committee (PRC), 
submitted to the Phase Review Committee for Top 100 Pmiucts. Refer to Top 
100 Process Uveniew Manuol. Contact Cadha %&em, Engineering Product 
Planning. 

Approved phase 2 &it plans submitted to the PBU or sponsoring organization 
for archiving. Copies of these pians submitted to Engineerhg Product Planning, 
for Tbp 100 products. 

Approprlm approvals obtained to exit phase 2 (as documented in the Business 
Plan), 
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2.4.3.2 Phase 2 Activilies 

For software prducts, ensure that the New products Form (NPF) is updated by 
release engineering to reflect documentation and media kits. 

Ensure t h ~  a Legal Frokction Strategy is in place, and export requirements are 
satisfied prior to any PIDs. 

Errsure that the PIQ is developed and approved as d e m  in the Corporate 
Proprietary Information Disclosure Policy. 

Negotiate agreement with Sales and Marketing regarding determination of 
proposed Field Test Sites, and deliver the List to Engheehg for inclusion in the 
FkM neSt Plan. 

Ensure that the preliminary software Product DesnSption (SPD) is written and 
reviewed for Field Rst. 

Ensure that progress against the integrated schedule i s  monitored on a regular 
basis. 

Match unit requests to m p p  Phase 2 and Phase 3 activity with Manufacturing 
capacity. Wok prioritization and allocation of available units with Product Team. 

Ensure lha? there is 8 Froduct Introduction Information Package to support 
InaoduCrion activities, if required by Corporate M u c t  Operations (Sales). 

NOTE 

The P d u c t  Intrctdudon Infwmatim Package may include a de- 
scription of hardware and software support requirements, prerequisite 
equipment, site planning information, estimated equipment costs, and 
conllpatiom, This information is used to plan for customer seed 
units, Field Service training units, geography support centers, demos, 
Application Centers €or %&nology (ACTS), Digitf Competence 
Centem (DCC), applicalion characterization, and the fieeld benchmark 
center+ This Product Entroductim EnformaZion Package must be dis- 
tributed to Marketing, Sales, Services, Manufacturing, Engineering, 
and the Law Qroup+ 
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Wotk with the Product Team tv prepare for product qultlification and Tntmduccion 

Update the plan for p F R S  units with the Product Team, 

Review and begin Announcement and FRS checklists. Refer to PAC Munrurl. 

Ensure thar the Mutt Team agrees that all the ]phase 2 Exlt Criteria have been 
met. 

For hardware and syslems products, emure that valid part numbers have been 
obtained from the Chief Engineer’s Office for the total product offering. Refer 
lo DEC STD 012-2 Unified Numbering Code for Port ZdentifFer Class Code$ and 
RelMed Document IdentiJiers. For soflwm products mfer to DEC STD 032-4 
Unified Numbering Code 4UNCE - Sojhwre N m b e r i n g  Comtwtiom. 

Review pmluct documeutatim. 

Ensure the completion of plans for ptarype dWibuCioa, ineluding cnst~mer 
Field Tkst Sites 

Ensure that all docmentation, product Tmn plans, and tbe B u s h  Plan haw 
been updated to d e c t  changes made to the product or program. 

For Stmegic Marketing ProduccS (see Chapter 3 Marketing), ensure that the 
Marketing Advisory Board (MAB) Team and the I3mpern Systems Strategy 
Planning ctroup has received review copies of the Business, Marketing, and 
SaIes Plans at least two weeb pior 40 the scheduled phase exit. (Contaa MaFc 
Z a v d ,  Smtegic Systems Planning Group, Europe. See Up.) 
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2.4.33 Phase 2 Memory Joggera 

Has the product schedule been updated on a =gular bapis? Has the Product Team 
been notified of any deviations from the schedule? Are functional group meeting 
(heir obligations? 

Has Services confirmed that support people have been zrained and pmvided with 
a sufficient number of spans and docmentatiou to support field test phns? 

Wos the GovmmeM Systems Group been aoWed in advance when developing 
pricing and packaging? 

Has Customer Services Systems Engineering {CSSE) Project Management 
submitted senice pricing for Field Services Pricing and Policies Committee 
(FSFPC) approval? 

Are 
gies d to be Implemented? 

any new ideas developed for which intellectual property rights strate- 
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2.4.4 Phase 3 - Qualification 

Objectives: Demonstrate that the product meets its stated specifications through 
internal and external testing, and complete dl = q u i d  Announcement and FRS 
criteria. 

2.4.4.1 Phase 3 Exit Criteria 

Assumptions and requirements evaluated since Phase 2 Exit and significant 
changes communicated to the Product Team and appropriate approval bodies. 

Legal Protectim Strategy in place, including updates to lhe Phase 2 strategy, and 
export requirements satisfied prior to any new Proprietary Information Disclosures 
(PIDS). 

At1 announcement and First Revenue Ship (FRS) niteria met, 

Fmal Software W u c t  Description (SPD) written, reviewed, approved, and 
published. 

All pricing actions approved by the Pricing and Announcement Committee (PAC) 
and the Marketing Sales and Strategy Committee (MSSC), if applicable. 

The volume projections in the Business Plan are aligned with projections from 
Sales, Manufacturing, Industry Marketing, and PMGs. 

Demonstrate, through documentation of test results, that the produci meets 
performance goah. 

Hans in place, if appropriate, for transition of Product Management mpnsibilily 
for remainder of the product'tr life cycle. 
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Phase 3 Business Plan updated, reviewed, approved, and published. Refer to 
DEC STD 130-0 PrductlSystern Business Plans: Content Requirements and 
Furmut Guidelines for more infomation. 

A Phase 3 Exit Review held with all approprSak persons e n d i n g  and all open 
issues resoIved. 

AU members of the Product Team in qyeement to exit Phase 3. 

All known risks and major dependencies documented by tbc Product Team. 

For Top 100 Prodocts, Phase 3 Exit Package as defined by the Phase Review 
Committee IpRC), mbmitted to the Phase Review Committee. Refix to Tup ItW 
Process Overview Manual. Contact Carlha Viaem. 

Approved Phase 3 Exit plans submitted to the P B W  QI spnsohg organization 

for Top 100 PIOducts. 
for archiving, copies of these plans subfllitted to Engioeering PrQdoct Planning, 

The appropriate approvals abtahed to exit Phase 3 (as docamentd in the 
Businem Plan). 

- -. 

2.4.49 Phase 3 Activities 

Evaluate assumptions and requiremenas since the Phase 2 Exit. Update affected 
plans as necessary and communicate si@cant changes to the appropriate review 
and approval bodies. 

Obtain approval to FRS the p d u d .  
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Contact the Engineering Law Group to establish and update, if necessary, the 
applicable legal pmteclion saaiegy for the product. Include, in particular, that 
strategy relating to product naming and trademarks, 

Ensure that regulatory approvals have been obtained woddwide, 

Ensure that Field Test and Intmductim requhmts are complete. Refer to the 
PAC Manual for mme infomarion, 

Monitor the product Ram’s intepated schedule of activities on a regular basis. 

Ensure the delivery of al l  Field Test materials to iselected sites. 

For VMS layered products, submit product Authoriz=atim Key IPAK) to product 
registrar in Sofiware Quality Management (SQM). 

Update Product Ram on product status to help determine the type of mmnce- 
meat activities the product merits. 

Sales Update and Competitive Update ArticleCs) written, approved, and submitted. 

Complete Announcement and FRS criteria fur approval committees. Refer to 
Rder to the PAC Manuol for more information. 

Ensure that Maynard List Price W P )  forms have been prepad to plaoe related 
older products in he Maintenance Only section of the Corporate Price File. 

For sofrwate, ensure Software Distribution Center (SIX) New Pmducts Form 
(NPF) has been approved by the Product Manager, 

Prepwe, approve, and submit MLP forms tu Data Management Servlces to enter, 
update, and delete infomation contained in the hardware, software, packaged 
systems, and Maintenance Only sections of the Corporate Rice File, Digital 
Standard Price fist, and its Addenda. Malce changes to the w o n  Module List. 
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Write in PAC pmpsal form all pricing acfions, such as pricing of hardware and 
software licenses, price changes, special sales, discount changes, First Revenue 
Ship (FRS) criteria, and product f e a t u r @ ~ t a t i o n s .  Obtain approval fkom the 
PBU or sponsoring organization and the Pricing and Announcement Committee 
(PAC) before announcement lo the field and customem 

Obtain Maketing and Sales Strategy Comminee (MSSC) approval when required. 

Ensure that Field Rst Sites are supported, polled cm the EEUIIX according to plan, 
and that appropriate field test feedback has been implemented. 

Ensure that there has been an assessment of the e e c t  of the product’s announce- 
ment on other Digital products. This is typically part of the Business PIan (See 
DEC STD 130-0). 

Ensm that the Law Deparbnent =Views PAC/MSSC proposds and Marketing 
communications materials. 

Ensure the successful campletion of internal qualification against product specifi- 
cations, Digital standards, and industry standards prior to FRS. 

Ensure completion of external cmhy-specific testing. 

For hardware and systems products only, ensure that L e  Chief Engineer’s Office 
has been notified and has approved any part number deviations from those 
approved at Phase 2 Exit. 

Ensure that all testing has been completed, and product perfomance data is 
published, 

Ensure the availability of Application and Perfmmce information for Sales 
Literature, 

Ensure that customers have been i d e n a d  for the first h d w m  production units. 

PRODUCT MANAGEMENT 2-25 



Schedule a Post-FRS Revkw within a month of FRS. This review is to allow 
the product lkam to evaluate the eflectiveness of the tools and procewes used to 
devebp aRd introduce the product. 

Prior to the Phase 3 Exit Review meeting, ensure that tlre Produd 'l%am a p x s  
that dl Phase 3 &it Criteria have been met. 

Conduct final reviews prior to FRS wiIh the approPriate New Product committees, 
such as the VAX New products Committee (VNPC), Micm New produds 
Committee &3"C), Networks New Products Committee INNpC), and Saftware 
Quality Management (SQMh 

Resolve any open issues of action items genmtd at phase 2 ta the satisfaction 
of the product Team. 

For Strategic Marketing €'roducts (see Chapter 3). ensure that the MAB lkam has 
received review copies of the Business, Marketing, and Sales Plans no less than 
two weeks prior to the scheduled phase exit. 
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- 
2.4.4.3 Phase 3 Memory Joggers 

What am the mitical events and dEV&pmen& thal must mur within other 
internal and external mps? 

For hardware products, have apptoPriate changes been made to the Option 
Module List? 

Has the Law Department rreviewed pmotianal material? 

Are plans in place for the transition of the product to Support Engineering or 
WtenanCe Engineering? 

h e  there any new ideas developed for which intellectual property rights strate- 
gies need to be implemented before product announcement? 

PRODUCT MANAGEMENT 2-27 



2.4.5 Phase 4A - Ramp-Up 

Objecthe: Evaluate produd demand and supply and take approPriate adon. 

2.4.5.1 Phase 4A Exit Criteria 

Assumptions and requirements evaiualed since the Phase 3 Exit and significant 
changes communicated to the Product Team and appropriate approval bodies. 

The product 3s meeting its Sales, M m .  Manufactltring, and Madceting gods. 

The volumes spes in the Business Plan are aligned with proje~tim from 
Sales, Manufacturing, and the PMGs, for Top 100 Products. 

A Product Manager is available far continuing management of the Product Tkam. 

Plans are in place for pradua's Business Perfmance Reviews (to be held 
annually, a8 a minimum), 

A Post-FRS Rwiew meeting held to allow zhe Product 'Ilea to evaluate the 
effectiveness of the tools and process used to develop and introduce the product. 

Phase 4 Business Plan updated, reviewed, approved, and published. Refer to 
DEC STI, 130-0 Produ#/Sysrem Business P b s :  Content Requirements and 
Formu# Guidelines for more indormatim. 

Phase Exit cliteria for Marketing, Sales, Engineering, Manufacturing, and 
Curnomer Services completed. 

A Phase 4A Exit Review held with all appr@aIe persons attending and all open 
issues resolved. 
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All members of the Product Team in agreement to exit Phase 4 A  

All known risks and major dependencies documented by the Mutt Team. 

Approved Phase 4A Exit plans submitted to the PBW or sponsoring otgrmnization 
for archiving. Cqks of these plsns submitted to Engineering Product Phnning, 
for Top 100 Products. 

ApproPriate approvals obtained to exit Phase 4A (as documented in the Bwiness 
Plan at &e Phase 0 Exit). 

2,452 Phase 4A Activities 

Evaluate assumptions since the Phase 3 IMt. If no Imger valid, rsevalue and 
update the fmctiond and business plans, Communicate changes to the Produd 
Team and appropriate appval bodies. 

Evaluate prodoct performance feedback frmn Quality, Manufacturing, S e r v i ~ e ~ ,  
Mmkthg, and Sales, and take Wmpriate action. 

Ensure that the Product Introduction Is wadsing smoolhly. If not, coordinate 
Inbroductim with Sales, 

Participate in defining any follow-m producls to be developed. 
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E m  that the Chief Engineer’s Omce has been norifid o€ planed or potential 
part number changes to a hardwan product as a result of: 
* ECOs - Value Engineering activity - - Product IInhancements or mid-lib kickers 

Other activities that may q u k  changing or addhg part numbem to the 
curcent product offering 

Once shipment has been achieved, periodically conduct Budwss Momance 
Reviews of‘ the product forecast versus actual sales and other financial ob- 
jectives. Update the Business Plan as pequired. Refer to DEC STD 130-0 
ProducdSystem Business PEans: Content Requirements rm$ F o m t  Guidelines 
for mo~e information. 

Ensure that ongoing seryice and support plans and resOllIce8 are in plaC4-5. 

If contemplating changes to the Price E&, take hto account any affected 
products’ worldwide sales. 

Resolve any open issues of actha items generated at Phase 3 exit to the sdsfac- 
tim of the product lbam. 

For Strategic M e t i n g  Froducts (see Chapter 31, ensure that the MAB Team has 
rtoeived review copies of Business, Marketing, and Sales Plans no less than two 
w e e  prior to the scheduled phase exit. 
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__ ... ~~ ~ 

2.4.5.3 Phase 4A Memory Joggers 

Is the pdtability of the @uct less than planned or less than the corporate 
average for Iike products? Define what action will be taken, 

If repricing a product, has a PAC proposal been wrirten and approved? 

Have worldwide implications of repricing been considered and addressed? 

Have alI actions, such as pricing of hardware and software licenses, special sales, 
and discount changes, been written in PAC proposal form and appved by the 
PBU or sponsoring qanization and then by the PAC before announcement to 
the field and customers? 
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2.4.6 Phase 4B - Steady-State Operatlon 

Objtdivm: Monitor Sales, %mice, Support Engineering, and Manufachuing 
activities, Evaluate m l t s  against plans and orchesmte change as necessary. 

~~ . ~- 

2.4.6.1 Phase 48 Exit Criteria 

AssumptionS and quilwnents evaluated since the F’hase 4A I 3 i t  and significant 
changes communicated to the Product Team and approPriate approval bodies. 

Plans that suppm the retirement of the pmduct in plate for each functional 
wuP* 

m u c t  Phase Down Team established. 

Product Phase Down Plan written, reviewed, approved, and p b w .  

All worldwide Phase Down issues addressed 

PRC apprwal reoeived prior to submining to PAC. 

Phase Down proposal approved by PAC. 

Phase Exit Criteria for Madcethg, Sales, Engineering, Manufacturing, and 
Customer Service6 compleked. 

Phase 4B Exit Review held with aU appropriate persons attmding aud all 
worldwide phase down issues resolved. 

All members of the Aoduct Phase Down Team in agreement to exit Phase 4B. 
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AU known risks and major dependencies documented by tb Product Phase Down 
Team. 

Phase 4B Wt Package, as d t k d  by the Phase Review Committee m C ) ,  
submitted to the Phase Review Cownittee for Tbp t 00 products, Refer lo Top 
100 Process Overview Munwl ,  Contact Carlha Wckem, Engineering product 
Planning. 

approved phase 4B Exit plans submitted to the PBU or sponsoring organization 
for archiving. Copies of these plans submitted lo Engineering Roduct Planning, 
for Top 100 Products. 

Appropriate 
plan at tbe Phase 0 k i t ) .  

obtained to exit phase 4B Cas docwmented in the Business 

2.462 Phase 48 Activities 

Evaluate product performance M a c k  from Quality, Mmufacmring, Services, 
Marketing, and Saks, and take appropriate action. 

Participate in dofinition of any follow-on products. 

Conduct Business FWomance Reviews to determine one of the following 
courses of action: 

= '  Take no action, and continue as planned 
* Enhance the product (mid-life kicker) 

Introduce new marketing programs 
w Value Engineer (=)the pmduct 

Phase Down and Retire the product 
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Emure that the Chief Engineer’s Office has been notified of planned or potcndal 
paa number changes to a hadware product as a result oC: 

= Ecos 
Value Engineering a h i t y  - Product Enhancements or mid-life kickers 
other activities that may require changing or adding part numbers to the 
current product offering 

Establish a Product Phase Down Team with replesentatives from appropi- 
ate funcdonal groups, including Support En@neering, Customer Services, 
Manufacturing, Sales, and Marketing. 

Incorporate guidelines frwn the Product Phase Duwn Handbook for Product 
Managers into the M u c t  Phase Down Plan. {order number EZ-J360887, 
Northbm, Ma.) 

Ensure that dl worldwide issues concerning pmduu phase down have been 
addressed in tk Produa Phase Down Plan, including: 

Manufacturing’s last build 

The customer migration strategy 
t 

= 

hoduct phase down schedule 

Long-term contractual agreements 

Continuing service-life requirements and plans 
Development of the marketing messages 

Ensue that all pricing actions have been written in PAC proposal form, approved 
by the PBU or sponsoring organization, and approved by PAC before announce- 
ment to the k l d  and customers. (This includes the pricing of hardware and 
sohare licenses, price changes, special sales, discount changes, and phase down 
muncement criteria, such as pricing, availaMity, and support pmvisimns,) 
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2.4.6.3 PI?@# 48 Memory Joggets 

Have the financial objectives of the product betn met? 

What products lare available to replace this product? 

How g d  aw the alternative product oppormnides? 

Have economic or maddining factors been an element of the decision to phase 
down the product? 

Have manufacturing and field service agreed to ongoing logistjcpl support for the 
product? 

Has product rnodjfication been explored ~eladve to prulonghg zhe matket Life of 
this product? 

Has the Product Fhase Down Plan been written with input from functional grwp 
repentati Ves? 

Has a phase down schedule been prepared for the produd? Does it contain tasks 
and interdependencies ob all functional groups? 

Is there B plan for ccminuing Engineering suppm thrwgh Phase 57 

Have the needs of afkcted customers been identified? 

If the proauct is software and a candidate for the DECUS Program Libmy, have 
the appropriate forms been completed and submitted? 

PRODUCT MANAGEMENT 2-35 



2.4.7 Phase 5 - Product Retirement (Service Continues) 

Objectives: Ensure implementation of the Product phase Down Plan(s), continue 
to mMlitor customer needs, and develop Services Phase Down Plan. 

2.4.7.1 Phase 5 Activities 

Evaluate assumptions and requirements since the Phase 4B Exit and communicate 
si@cant changes to the Product phase Down -am and appmjwhte appmvd 
bodies, 

Ermm that the Product Phase Down Plan developed in Phase 4B is implemented. 

Update Product Phase Down Plan with detailed information. 

Ensm that Semices Marketing develops a Serviws pfiase Down Plan. See 
Chapter 3 Marketing. 

Publish Sales Update article announcing the decision for and conditions of Lhe 
Product Phase Down. 

Conduct a Pwt-Life Cycle Review. 

Remove product ikom the Price Book and place in the "Sewice Only" category in 
the mw File. 
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Submit Produd phase Down Plan updates to Engineering Product Planning, 
Notify all affected parties worldwide that Digital plans to phase out sales (and 
sometimes support of) this prdlucr. 

Notify the Chief Engineer's Office when the hardware or system product is no 
longer offered for sale, 

Coordinate activities between Manufacturing, Sales, and Services to manage the 
product Phase Down Plans. 

Conduct a post-life cycle analysis to determine how suocessfully the product met 
its Phase 1 Business Plan metrics. 

Execute Product ]phase Down Plans and adjust as required. 
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2.5 REQUIRED PRODUCT MANAGEMENT DOCUMENTS 

The werview and outline contained in this section gene as guidelines for 
Creation of the Product Requirements Document used by the Froduct Manager 
in support of the Phase Review Process. The content, style, and scope of the 
document described here may vary for hardware and sofiwm products. The 
outline psents  the minimum requirements for Produd Requirements Documents 
submined for Phase Exit approval. 

NOTE 

Online versions of this outline are available as a VAX DOCTJvENT 
.SDML M and an ASCII Ne from Standards and Methods Cmrrol. 
Use the €allowing file specification to obtain outlines fix the Product 
Rquitements Document. 

JOKUR:: PHASE-REVIEWPR ODVCT_REepLANS .SDm 
J O K ~ : : P H A S E _ R E V I P R ~ ~ U ~ - ~ ~ ~ ~ S . T X T  

Contact J0KUR::SMC regarding pr0Mems copying these files. 
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2.5.1 Product Raqulrernents Document 

OVERVIEW 

The product Requirements Document defines pals for the p d u c t  in the market 
place and coordinates worldwide Engineering activities to meet those goals. 
The doeument is developed during Phase 0 updated during Phase 1 to define 
signilkant activities, deliverables, and schedules. It’s purpose, characteristics, 
audience, and refatiwhip to other corporate activities alg described below. 

Frovide a detailed description of the primary product features and functions 
intended to satis@ critical needs and success facaors identified by rnatket require- 
ments, The document forms the base line for the product specification. 

Dtsirrd Charrrto*istics: 

Describe Ihe product and how it fits within Digital’s product strategy. 
Idendfy product features and functions intended to satisfy market needs 
etitid success factors. 
Identifi exceptions to Digital standards. 
Identify inbrdependencies with other products. 
State performance metrics of software and/or hardware, 
Identify major competition. 
Define product transfer costs where appropriate, 

and 

Present the infomation in a h a t  that shows direct wrrelation of market 
requirements and critical success factors to propcwed features and functions. 
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PRODUCT REQUIREMENTS DOCUMENT OVERVIEW (continued) 

Audience: 

- AU fnnctional gmups that develop, support, or interface to the prodact. 
(Engineering, Manufacluring, Marketing, Sales, CSSE) 
Appropriate review and a p v a l  organizahns, 

Who is Reapmwible: 

?he designated Product Manager with input 6om Markeeing and EngiueeMg, 

Created during Phase 0. 

Relationabip C Other ActMtIcs: 

Phase 0 Business plan. 
Alternatives and Feasibility Study+ 
Market Requimenb Section of the NIarketing Plan. 

Where Recorded: 

Engiaeering Product Planning (For Top 100 Products}. 
Business Unit Cor group sponsoring the product), 
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PRODUCT REQUIREMENTS DOCUMENT OUTLINE 

The following is a suggested outline for the pmduct ReqrriFements Docmnent 

1,O MECUTWE SUMMARY 

A brief summary of dw key product aspecB that meet stated marketing requin- 
men& and critical mwss factors, and that put this produd into p”ppcctive as 
a Digital offering. This m i o n  should include sUrmnaries of marketing quire- 
ments, produce requirements, product strategy pod product inberdependencies. 

1.1 Pmdlla Goah - What are the key product features? 
Whem d m  this prodoct fit into Digital’s strategy? 
What are the metria for measuring propwed functionality against customer 
expectations? - What the key performance m-nts? 
What are the key compatibility requiremnts? 
What an? the key mhitectud growth requirements? 

What am the key strengths and weaknesses of the proposed product cum- 
pared to external {competition) and internal (other Digitd) products? 
What are the key innovative areas to protect and maintain inteUectual 
properry rights? 

1.2 PmdudNon-Gwals 
* 

1.3 FCiuksrndCuotingemia 

What ue the non-goals for this product? 
What requirements will be put off for the next vezsion of this pmduU7 

What are the risks associated with this product? 
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PRODUCT REQUIREMENTS DOCUMENT OUTLlNE (CONTINUED) 

2.0 PRODUCT CAPABILITIES 

Present the requirements for the product based on input from Marketing, 
Mmufactudng, Sales, and Customer Service (through their required docu- 
mentation). The product requirements and features of this produa s h d d  be 
priorlti~~?d accmdhg to the following scheme: 

a. ESSENTIAL - V i o n  n.0 of the product cannot be shipped without this 
feature. It is a critical feature that, if omitted, would cause most customem 
not to purchase the product and would also cause major damage to the 
OustmeTs’ perception of Digital’s strategy. 

IMPORTANT - Version n.0 of the product shonld include this feature unless 
ils inclusion jeopardizes the time-to-madcet goal. The lack of this featm 
may cause certain customers not to purchase the p d u c t ,  either because it is 
a feature that is available and used often in current products, or because it is 
a feature that t k y  have requested and ken promised for a long time, This 
feature mu~t  be included no later than Version m,O, 
DESIRABLE - Version n.0 of the product can be shipped without this 
feature, but it should be included as soon as possible In a fdlow-on release. 
The lack of  his t e a m  may cause m e  cuSaomers not to purchase the 
product and ke a source of customer complaint. 

b, 

c, 

* 

What am the key product feahlres? Why do they exist? 
What will this product (or version of the product) not do? 
‘what can be observed fkom outside the produa by usem other hardware, 
and other software? 

e mal alt the product’s commands? 
How does the product integrate with other products? 
What is the prodact’s interface design7 
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PRODUCT REQUIREMENTS DOCUMENT OUTLINE (CONTINUED) 

3.0 ENVIRONMENT 

What is the environment in which the product operates (physical. user, other 

What speciiications contain details about the product’s environment? 
producrs? 

3.1 U r n  - T~I@ CUS~OIWIY 

Develop a user pmftle to match the skill lwels and work habits in the user 
environment and the prvduct being designed for the environment. 

* who iue the target uSer(s)? 
* Whal ate the w r ’ 3  background and skiu levels? 

What is the user woMow pattern? 
How does this product satisfy the needs of the target use~fs)? 
How will the wer use this produal 
Who will punch= this product? 

3.2 Hardware Compatibility 

What Digital or non-Digitd hardware is required to use this product? Does 
this product snpport the required hardware? 

What Digital or non-Digital terminals and printen does tbis product support? 4 

3 3  Software Compatibility 

What software is required by this product7 

With what operating systems can thb p~oduct run? 

What lay& sof€ware, application software, and third-pw softwan? are 
required for this product? Does this product support? 
What dishibuted software (clusters, networks, communications) can work 
with this product? 
What products are dependent on this product Ihardware, software, and 
seenrices)7 
What software is dependent on this product? 

9 

. 
r 

- 
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#, PRODUCT REQUIREMENTS DOCUMENT OUTLINE (CONTINUED) 

4.0 PUBLICATIONS AND T R A I " G  

41 PublicpbIoas 
I What documentation and other publications are required fur the produa? 

What is the purpose and contents of each bwk in the publication set for the 
prcfduu? 

4.2 hiniag  
* What training will be available far the prodact? 

Does the sales force need training on the product? 
Do sofiwm specialists need mining on the prodact? 

5.0 PACKAGING 

What aspects of the initial presentation and appearance of the product are 
desired by the user7 
What is the packaging of the product, including hardware, softwa~C, docu- 
mentation, and shipping containers? 
How wil l  tbe product be available? 
What kits will be mpired for h e  pmiwct and what will they contain? 
On what mdir will pmducf software be didbuled? 
Will the documentation conform to DEC STD 07.3-0 Mamfuctuhng and 
Puckugh8 for Publicoriuvts? 

6R INSTmLABILITY 
r What daes the user desire of the product from the time the package 19 opened 

to the time the product is used for the purpose in which it was purchased? 
What needs to done to get the prwluct up and mnning at the customer's 
facility? 
What ate the goals that allow easy installation of the @w? 
What is the pmjwted installation time for the product? 
What installation guidelines should be followed for tbe pr&uct'? * 
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PROUUCT REQUIREMENTS DOCUMENT OUTLINE (CONTINUED) 

7.0 EASEOFUSE 

Ease of we requirements an measured in t e r n  of user performance and satisfac- 
tion, hluding the following: 
* How can the hman interface of the product be tailored to fit lhe needs of 

the target user? 
How easy will the product be to use? 
What featurn make the product easy to usel 
What are the on-line HELP features for the produu? 
Wffl the product use graphical interfaces7 
Into what languages mast this produce be translated to make it acceptable in 
the targeted markels? 

. 
9 - 
8.0 PEFUWRMANCE 

- 
What me the desired perfomance characteristics of the product's hardware 
and software under both normal and extreme operating collditirms? 
What are the product's memory q u i m n t s 7  
What are the product's speed requirements for executing specific tasks? 

9.0 RELIABILlTY 

What are the desired characteristics that affect the user's ability to get tasks 
accomplished in a dependable, predlctable manner? 
How long, typically, will it be between failures of the product (in terms of 
hours or commauds?~ 
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PRODUCT REQUIREMENTS DOCUMENT OUTLINE (CONTINUED) 

10,O SERVICE AND MAJWTENANCE 

* - 
What ~IV the desired characsristics that enable ease of problem diagnosis 
and correction of the pfoductl 
What f e m w  make the product easy to maintain? 
What is the Basic Monthly Cost (BMC} god for the product? 
What is the planned interval between tested releases? 
What are Ihe requirements for maintenance update procedures? 
What is the desired maintenance seervice goal for thh product? 
What support services will be available to maintain the product7 

11.0 MANUFACTURABILITY 

v 

w 

12A COMPATIBILJ" 

What hardware, softwiue, and docurnentaeion needs to be produced? 
Where will manufacturing occur worldwide? 
What special capital equipment is regaired for manufacturing the product? 

12.1 Ptwluct Compmmy 

What are the desired characteristics that enable the user to move to the 
product from existing products without undue d i s ~ p t i ~ n ,  and tu easily use 
the p W c t  with other Digital and non-Digigilal products. 
What are the areas of compatibility and incompatibility with existing Digital 
and noa-Digital products? 

123 Standard Conformance 

* How does the p d u U  conform to the following: 
- Digitalstandsrrds? 
- Intmatimal standards? 

- hdust~~sta~~dards? 
- Installation standards? 
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PRODUCT REQUIREMENTS DOCUMENT OUTLINE (CONTINUED) 

13.0 EVOLVABXILITY 
* 

+ - 
What external (vendor) or internal IDigilal) products will tlw producr 
replace? 
What external or internal products will replace the product? 
What are the desired characteristics that enable the pruduu to be adaptable 
to suit a changing environment7 
What are the requirements that allow customers to rn- the praduct to 
their own needs? 
D m  the product require a cqtability to be extended and transported for 
migration to other prwcessors or operating systems, much as uI.ttix-32 or 
MS-DOS7 

14.0 INTERNATIONALIZATION 
9 Whal an? Ihe requimments for intemtionalization of thh prdluctl Refer to 

the Internationalization Plan from lntemational Engineering Development 
um * 

Does the pruduct follow guidelines provided by Intematicinal Engineering 
Development (ED)? Refer IO h e  following documents: 
* U-SM498-00, Pmducing International Products Handbook 

EL-ENORS-OM, Internal Guide to Digitul Organizations 
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PRODUCT REQUIREMENTS DOCUM€NT OUTLINE (CONTINUED) 

15.6 CRITICAL SUCCESS FACTORS 

15.1 costs 

9 - 

Whar are the product’s critical dependencies? 

Whal am the proposed transfer mt gods for the prodnd? 
Whal ate desired constraints associated with the development cost to Digital? 
whalatethethedesiredcwstrsun - ts associaled with rhc product mt to the wr? 
What manpower and equipment T ~ S O U ~  are required to develop the product 
in a rimety fashion? 

153 TIMELINESS 

What are lhe constraints d a t e d  with the dellvery schedule ofthe Pfoduct? 
What me the requirements (constraints) that mma be fdlilled for the product 
to be acceptable? 
HOW is the product dependent on other hardware and software development 
projects? What are their scheddes7 
What is time frame (wiodow of oppunity) to develop the product to 
generate an isdequate return on investment? 
What m the triuleo€€s among pmduct features, or between featms and 
schedule demands? 
Whar are the guidelines for making tradeoff decisions? 

What an the additional special constraints and tradeoff priorities, if any, 
assigned to the gods, capabilities, and external chamterhics described in 
this Product Requhments Document? 
What are the possible tradeoft’s that can and cannot be considered in meeting 
the gmls &&’bed in this Product Requirements Document? 
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PRODUCT REQUIREMENTS DOCUMENT OUTLINE (CONTINUED) 

16.0 OUTSTANDLNG LssUJ3S 
List the following in chronological order, by required comp1etim date: 

Completion dates 

As issues am resolved, document the resolution of the issue in this dmment and 
date the item in this section. All outstanding issues should be resolved before 
phase 0 commitment to this Product Requirements Document. 

Outstauding issues in order of importance 
Names of people responsible for n?solving issues 

17.0 INTELLECTUAL PROPERTY PROTECTION 

Are innovative technologies being considered fur patent invention disclo- 
sures? 
Are product mulemarks king developed lo maximize market pull produced 
by successful trademarks? 
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Chapter 3 

MARKETING 

3.1 PURPOSE 

Marketing uses the Phase Review Process as a tool to manage products and 
systems throughout Wir life cycle in order to meet m&t requirement wilh 
timely product introductions, mid-life enhancements, and quality phase dawn 
support. 

The Marketing Plan documents zfie goals set for the product h the mark€!t place 
and coordinates the worldwide activities to meet those goals. Wherc a fmda- 
mental choice has been made, the p!an should document the mas008 for making 
it+ The Marketing Plan should not document all the data and undersEanding on 
which the plan is based. 

The Phase Review Proms provides a f m  for integration of Indnsay, Channels, 
Services, Product M a d t a g  Group (PMG), Base Product Meting, European 
Systems Smtegy Marketing, and GL4 Markering Hans. 
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3.2 FUNCTIONAL RESPONSI 81 LlTlES 

It is Marlceting’s role to understand customers’ needs worldwide and translate 
those nseds into the best solutions strategy that maximizes Digital’s ability to 
profitably address them. 
The Marketing member of the Product Tan is responsible for gathering in- 
formation from applicable marketing organizations and L e  three Geographies 
(Emup, Gened International Area, and U.S.). Marketing functions and re- 
sponsibilities are dim8tuted across a number of otganizations - Base Pmduct 
Marketing, Pmduct Marketing, Industry Marketing, Channels Marketing, Field 
Service Marketing, Eumpan Systems Marketing, and GIA Marketing. 

3.2.1 Base Product Marketing 

Base modnu Marketing (J3aM) focuses op1 rndcefing a specific set of products 
and is part of the product Business Unit (PEW) that owns the product. 

The designated PBW Prodaa 02 Marketing Manager, with assistance from 
corporate marketing organizations, is responsible for the Marketjng Plan. 
Tht Madieting Ran describes the marketing contea in which the product is 
developed. The plan shall include: 

- 
Ider~?ification and quantification of market opportunities hat off& profitable 
andlor strategic business opprtuniti’es to the Corporation worldwide. 
Presentation of evolving product and service requirements of wstmers, 
segmented according to the Digital organizationd structure (Ueographies, 
Channels, services, Industzk, and PMCk). 
DeteminatiMl of the potentid for Digital’s competitive advantage and 
development of an averall competitive positioning, 
Definition of market strategy, positioning, and messages. 

Specjfic meet ing  activities nnd pro;grams. 
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3.2.2 Marketing Advlsory Board { MAB) 

The Matjteting Advisory Board (MAB) is the vehicle for t k  iIIitial3Hl of formal 
interaction between the product Business Units (PBUs) and the PMG, Industry, 
and Services Marketing groups for implemenration of the Phase Review Process. 
The process for MAB involvement with individual products is described below. 

On a regular bash MAB reviews the Top 100 Fmdm, ident&s Sbategic 
Mafketing products, and notitjes the Product Managers. For these Strakgic 
products: 

The full MAB or a smder subset of the marketing p u p s  represented on the 
MAB reviews the product during the Phase Review hocess. 
MAB identifies a Team that will be directly involved with Base Product 
Marketing @PM) in the development of the Mmketing Plan and a&rees on 
an appropriate, cm-functional marketing strategy and action plan. 
me Market@ member of the Product Thtn informs the MAB l bun  of 
the Phase Exit date at least one month prior to the Phase Reviev Meeting 
for phases 0 and 1. and no less than two weeks prior for Phases 2 tbmugh 
4B. In  addition, the Marketing member of the Rduct  Team is requkd to 
provide to the MAB Team *view copies of the Business Plan, the Marketing 
Plan, and the Sales Plan. 
The MAE4 Ram repsentr mafketing groups at Phase Exit Reviews. 

- 

3.2.3 Product Marketing 

The Product Mafkeling Group (PMG) is responsible for integrating Base Products 
with vextical or horizontal applications and marketing these a8 complete solutions 
to customers’ computing probkms. 

PMG engineers integrate solutions in the Systems Engineering function. Systems 
Engineering p r o v i d e s  generic product requirements in the context of Base 
Fmluds. In addition, h e  PMG repsents Industry, channels, and Senices 
Marketing in the Phase Review Process, 
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Product Marketing Groups me responsible fm 

. 

. 

* 
I 

Defining product requirements in the context of base platfom that meet the 
needs of all marketing p u p s  (PMG, Industry, ChanoeLs, and Services). 
Communicating competitive infomation in an application context to BPM. 
Defining Solution Systems that inkgrate the product and ChiaFaCterizing them, 
when applicable. 
Developing and implementing an Applications Charamridon Plan when 
applicable. 
Supporting announcements by: 
- Participating in Announcement Strategy Committee (ASCI. 

- Integraiing announcement into PMG program. 
- Providing PMG messages for input to Sales Thining and announcement 

litefature. 
- Identifying stratepic ~ ~ M I I I S  for mmketing seed units and testimoriials. 
- Providing the fo~awing specific PMU deliverables: 

Communication content 
Positioning 
Messaging 
Application mapping 
Performmoe chmcterization 

Reviewing the Top 100 Products as members of the Phase Review 
COmmittW. 

Forecasting volumes througl~ the 8-Quartcr Vdme Plan. 
In addition to the MAB-initiated process for Strategic MarLtting Products, 
PMG is responsible for direcaly supporting a d  contrlhting to the Marketing 
Plan when: 
- A PMG has a specific, strong interest in a product. 
- Industry Marketing has a specific, strong hmst in the pruducr. 
- Requested by the Roduct Mrrrireting Strategy Committee (PMSC) or 

Executive Committee. 



~ 

3.2.4 Industry Marketing 

Industry Marketing acts as the team leader in driving the development of 
the Field Marketing Plau organized by indwq, by specific account, and by 
application oppomnity. Industry Marketing is responsible for clearly defining the 
"mission criticd appIications" in each of the tatgeted indusbies, and artidating 
the needs of those industries to Base hoduc t  Marketing, Product Marketing, 
Channels Marketing, Sales, and Services, 

Industry hhbeing is responsible for: 

ldentifying Stmtegic Marketing products for each industry during the MAB 
review of the abp lD0, including: 
- Providing industry strategy information and market requirements for 

targeted indust& during Phase 0. 
- Identifying "mission critical applicarions" for targeted industries. 
- Reviewing phase 0 Marketing Fbquhments and Phase 1,2, and 3 

Marketing Plans. 
- Contributing to the Tndustry Programs aection of the Markemg PLan 

during Phases 1 and 2- 
Patticipmting in Field Test Site selection for all products- 9 

* Directly supporting announcements by: 
- Particippating in Announcement Strategy Committee (ASC). 
- Inlegrate Announcement into Industry Marketing programs. 
- Providing industry messages for input into sales training and the an- 

nouncement literature. 
- Identifying strategic accounts for m a t i n g  seed units and testimonials. 
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3.2.5 Channsls Marketing 

Channels Miuketing is responsible for &*loping indirect channeh and mar- 
keting Digital products to and Lhrough tkse channels, Specifically, Channels 
Marketing’s gods are to: 

Articulate the product needs of indirect channels to Digitd. 
Develop and execute a comprehensive strategy for how indirect channels will 
sell Digital’s products to non-D3A accounts. 

A Digital Business Agreement WBA) is a contract a customer signs with 
Digital to purchase a certain amount of Digital’s products, qualifying the 
customer for discounts on those products. 
Continue implementation of the Pamen Strategy to buoild h e  Corporate 
Apflcatims Portfolio. 
Provide promotion and education to the rnwkaplace, and within Digital, w 
how this All-Channels Strategy creates a competitive edge. 

. 

Channels Marketing is mpsible for: 

* Participating in PAC and Marketing and Strategy Commitlee (MSSC) to 
errsure that Digital’s produds a~ priced, discounted, and positioned properly 
lor the indirect channeb. 
Diredly supporting product announcements by: 
- Participating in the ASC and in-field mnounce-ment activities by ensur- 

ing that inaireu channel messages ate included 
- Integrating announcement into Channels Marketing programs. 
- Providing C3anrtels messages for input into d e s  training and mwnce- 

ment likralute. 
- Identifying strategic accounts for marketing seed units and testimonials, 
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3.2.6 Field Service Marketlng 

Customer Services Systems Engineering (CSSE) Matketing is V i b l e  
for the strategic marketing of Digital’s services for Field SeMce. Note: the 
Maintainability Engineering role of CSSE is defmed in Chapter 7 of this manual. 

CSSE Matbting is responsible for: 

Writing and d&riiuting the Field Services Mark& Applsigalm an annual 
basis. 
Suppting product announcemene. 

Working witb CSSE Product Managers, BPM, and Geographies to define 

Defining the service market strategy, positioning, messages. and ensure 
integmtim with BPM, 
Supporting Service Product Managem and Geograpbks in tbt pricing of 
services. 
Identifying an individual to be a member of the MAB Ram, which assists in 
the developmmr of ule Marketing Plans. The eldeat of involvement wiU be 
product bependent. 
Working closely with Educati~lal Services M 30- services as their 
activities influence the Field Service Business. 

WMCeS fOf products, and Sh’ab?@C FrogramS. 
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3.2.7 European Systems Marketing 

European Systms MarLethg is responsible for developing: 

Tactical pm-s that directly affect short term goals. 
Longer term strategic programs, including development and implementation 
of the European Market and product Requirements hocess. 

?his task is driven by the Systems Smbzgy Market Planning, group, which 
shall: 
- Review the Central Engineering Top 100 list (for products in Phase 0) 

a d  8 prioritized riSr Of strategic ptoduct and Market q u h -  
ments for Eumpe. 

Channels Marketing, and International Engineering. 

for a Central EngineeringlPBUPMG response to this gap. 

- C~lkct  Wts from Country Marketing, Eur~pean Industry Marketing, 

- Analyze arty gap between Corporate plans and the European priority List 

3.2.8 GIA Marketing 

GL4 m e t i n g  is organized into the following p u p s :  

Indnstry Marketing 
PtoductMarkering 
Sohm Services Marketing 

* Field Service Marketing 

These groups parallel Corporate Marketing efforrs with the inant of identifying 
and supporting specitic, unique requirements within the diverse markets of OIA. 

GIA has established a Product Strategy Commitlee (GIAPSC) as a subcom- 
mittee to the GIA Management Committee (GIAMC). GIAMC includes the 
Vice Resident sf GZA and the country managers. The GIA Product Strategy 
Cornminee is chartered to ensure that GL4 has products for its unique require- 
ments. 
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The mission of the Froduct Strategy Committee is to affect GLA product strategy 
supporting the Geographies' Long Range P.lm (LRPs), and maximize the rem 
OCI engineering investment. 

GIA M u u  Strategy Committee objectives ensufe that: 

Regional requirements and priorities are reflected in overall GIA produa 
specific strategies. 
O M  product strategy is responsive to GIA Intergrated Industry M&g 
Plan (IlMP) submissions, 
The GIA product strategy is integrated into GWs Central Engineering, 
Product Marketing &ups, Software Services Engineering (SWS/E), and 
Computer Special Systems (CSS) hxrng Range P ~ s .  
The GIA Product Strategy Committee evaluates the impact of future corpo- 
rate products and adapts the GIA product sltrategy as required. 
The product Strategy Committee provides a f m m  to review major GLA 
specific engineering ppmals as they effect the OIA product srrategy. 

In support of the Phase Review Process. the GlA product Committee will: - 
* 

Identify and make VisibIe to Central Engineering product modifications and 
gaps that effect the GIA Prodact Strategy+ 
Act as an inlluencing body an behalf of GIA on Corporate FYuduct Strategies 
and priorities, 
Understand the reQlrirements to s u p p t  third party applications to e n m  that 
they are incorporated into the GIA Product Strategy. 

The GIA Product Strategy Committee membership includes managen of Software 
Systems Engineering (SWE), GIA Engineering, Computer Special Systems 
ICSS), Product Marketing, Product Planning, IrkdmW Marketing, Asian Base 
Systems Soflware, and Software Systems Marketing. G W S C  can be contacted 
throuj$ Les Dole, the Produa Strategy Committee semary. (See ELF for 
contact informarion.) 
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3.3 MARKETING ACTIVITIES AND DELIVERABLES 

Marketing’s responsibilities -@out a product’s life cyde are shown in 
Figme 5 1 .  

Figure 3-1 : Marireting Activities end Deliverabks 

r 
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3.4 EXECUTING AND EXITING EACH PHASE 

Each phase in the produd’s life cycle provides a mechanism for the systematic 
review of proposals, plans, and results in a manner that allows for conmIIBd 
funding, mmrce aNocation, and project approval. 

For each phase in this chapter, there is a list of exit criteria, supporting activities, 
and a set of questions that m e  as memory joggers for the Marketing Manager 
of the project. l k s e  questions are not all-encomping - their purpose is 
to stimwhte the thought p m w s  and surface issues as early as possible in each 
phase. 

3.4.1 Phase 0 - Strategy and Requirements 

Objective: Define and document Madset requirements and strategies. 

3.4.1.1 Pharrs 0 Exil Crlteria 

Market requirements and stmtegy section of the Markeaing Plan written, reviewed, 
approved, and published. (TWs document written with input h m  PMG, Indusny, 
Services, Channels, EuFopean Systems Marketrn ’ g,andGIAMadGetrn 9.1 

Application m o l i o  matches the markefjng strategy- 

Customers’ Swvice needs identified 

Approved phase 0 Marketing Plan submitted to the PBU or sponsoring organiza- 
tion for archiving. Copy of the plan submitted to Engineering Product Planning, 
for Tbp 100 Products mly, 
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3.4.1.2 Phase 0 ActiuEtles 

PerFom worldwide Market Analysis with input from Elrropean Systems 
m e t i n g  and GLA Marketing. 

provide an understanding of targeted customers segmented according lo the 
Digital organizational structllre (Geographies, Channels, Industries, Services, and 
PMGS). 

Quantify opportunity and present potential for Digilal's competitive advantage, 

Document m&t requirements for the product, including intmal and external 
standards and international requiremenrs, 

Provide Market Requirements Chapter of the Markethg Plan. 

Position the product. 

For Strategic Marketing Pmducts identified by MAB for review: 

. 

Involve the h4AEl %am and European Systems Marketing in the development 
of the MarkfAhg Plan. 
Ensure that the h5AB Team and European Systems Marking is notified one 
month prior to the Phase 0 Exit date. 
Provide review copies of the Business, Markethg, and Sales plans to h e  
MAB %am and European Systems Marketing two weeks prior to the Phase 
0 Exit Review. 
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Define the market strategy, iacluding: 

Target audience 
Pricing 
promolion 
Messaging 
Market shmre and tentative volumes 
Geography, Industry, PMG, and Chamel sepnentation 

Services 
Impect on existing marketing progrrun~ 

Inform MAB and European Systems Marketing when product appears on Phase 
Review Committee (PRC) agenda 

3.4.13 Phase 0 Memary Joggers 

Who am the cumomers we want to target, according to the Digital organimWmt 
scructun (Geographies, Channels, Industries, SeMws, and PMOS)? Why? Why 
not? 

who is the cornpetitition? 

What is the product "vision"? 

What am (he features and attributes of the product that prwide Digital's compcti- 
tive advmntage? Have the following been considerrdl 

FuncCimality 
Relevant cugtomer prformance metics 
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Dws the mpplications portfolio, when applicable, match zhe marketing strategy? 

DOFS the product quire development of a significantly different application 
pefiomance testing effort? Include marketing personnel in Fhhis consideration. 

Do product or application characteristics exist that require a significant training 
e m ?  Include marketing personael in this consideration. 

Has the o p p t d t y  been sized in terms of market shm, revenue, aad units? 

Has the product been @tivned relative to other Digital produds and the 
competition in terms of functionality, performanm, and price? 

If there are questions on product positioning, have yon msulted the MAB? 

why develop the product? 

What Solution Systems q u i r e  this product7 

With what standards (Digital, Internatid, de facto, customer) mus4 the produd 
-ply? 

What requjremats are driven by the environment in which the product will be 
used? 

What are the distribution requirements? 

What are the key markt messages? 



Has PMci a p e d  10 the applications strategy? 

Has senices Marketing agreed to the service delivery strakgy? 

Does channels hkwlceting support the channels strategy? 

Have market and technology Sish and dependencies been idenMed? 

D m  this product replace an existing Digital p d w d  If so, iQentify the replace- 
ment producl, 
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3.4.2 Phase 1 - Planning and Preliminary Design 

Objective: Prepare a detailed MarlEeting Ran that hcludts speciik pmgrmrns. 

3.4.2.1 Phase 1 Exit Grltefla 

A detaikd Marketing Plan, including s p e d c  m e t i n g  programs, written, 
reviewed appmved, and published. 

Matketing Plan Executive Summary available for the Phase 1 Business plan, 

Industry Marketing in agreement with the pposed selection of Fwld nst She% 

Estimated numkr of units required for phase 2 and Phase 3 activities wrpplicd lo 
prdlucr Manager. 

Approved Fhw I Marketing Plan submined to the PSU VI sponsoring organiza- 
tion for arckivimg. Copy of the plan submitted to Engheefing product Wanning, 
for Top 100 Pmlucts m l y .  
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3.4.2.2 Phase 1 Activitlea 

Update Matketing Plan from Phase 0 (including input from European System8 
Madceting, and GIA Marketing). 

Present marketing objectives and strategies (including pricing, promotion, com- 
petitive positioning and dimibution), alwg with preliminary d e t d  for specllic 
programs and tactics for product. 

Define tbe extent to which customers will view this product as complementing or 
overlapping other Digital pducts. 

Provide input for the Sales Plan and Business Plan of Record. 

Ensure that madceting goals are detailed and specific, including volumes, pricing, 
distribution, and promotion. 

Define the set of cross-functional and external marketing p r m s  required to 
merchandise the product, 01 to impact existing programs. 

De- an Applicatim Characterization Plan that ensures availability of appropri- 
ate prcduct positioning. 

Review aad obtain appIoval for the Marketing Plan from all contributing orgarri- 
zations. 
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For Strategic Marketing products idenmed by MAB for review: 

Involve the MAB Team and European Systems Marketing in the development 
of the hilatketing plan. 
Ensure that the MAB Team and Europem Systems Marketing is notitied one 
momb prior to the Phase 1 Exit date. 
Provide d e w  Copies of the Business, Marketing, and Sakg Flms to the 
MAB Ram and European Systems Marketing two weeks prior to the Phase 
1 Exit Review. 

Ensure that marketing input has been provided to the PBW for the creation of the 
Proprietary Information disclosure IFID). 

Develop a plan for units intended for charaderization, application development 
and amversion, and promotion. 

If qujred,  establish B Marketing training program and oMain required resouurces, 
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__ 

3.4.2.3 Phase 1 Memory Joggers 

Have markel conditions changed? If so, have they changed our plans? 

Have the prOauct goals in terms of m e t  share, revenue, and units for each year 
of the product's life cycle been forecasted? 

Have ri&s and dependencies been quantified in terms of impact on product 
goals? 

Has pruduct promotion been &M in terms of specific prujpams, and have the 
owners of these programs been identified? 

Has the type of product announcement bem determined? Include input fmn 
Errropean Systems Marketing, and GIA Madcethg. 

Have metricS been delimed by which product success b known? 

Are all contributing organizations Srmly committed to the programs? 

Has the Product Manager received input for the Pre-PRs Unit Plan7 

MARKETING 3-19 



3.4.3 Phase 2 - Design and Implementation 

Objective: Develop announment plans, messages, activities, and positioning in 
close cooperation with the Announcement Corrsdtant or W u c t  Manager. 

3.4.3.1 Phrrre 2 Exit Crileria 

Assumptions and requirements evaluated since phase 1 Exit. Marketing man 
updated, if required, and significant changes communicated to the Product Team. 

Marketing Plan updated to itlcluck detailed annormcement messages and activi- 
ties. 

Approved Phase 2 Marketing Plan submitted to the PBU or spunsoring organiza- 
lion for archiving. Copy uf the plan submitted to Enj@eering Product Planning, 
for Top 100 Rnducts only. 

3.4.3.2 Phase 2 Activities 

Review, revise, and provide fanher detail concerning lhe marketing objectives, 
strategies, tactics and programs for the product. 

With Caporate mutt Operations, determine applicability of the Corporate 
P d u d  I ~ t d u c l i u n  Guide to the product, 

Provide input for Sales pian and Business Plan. 

Update Marketing Plan from Phase I. 
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Dewlbp announcement messages. 

For Strategic Marketing Mutts identified by MAB for h e w :  

9 

Involve the MAB Team in the development of the Madceting Plan. 
Ensure that the MAB Ram is notified at least two weeks prim to the 31rzw 
2 Exit date. 
Provide review copies of the Business, Marketing, and Sales Plans to the 
MAB Team at least two weeb  prior to the Phase 2 tixi4 Review. 

Review and obtain approval of the plan from all contributing orgmizati0ns. 

Ensme that makeling input has been provided to the P B W  for the creaiim of the 
Prop&tary hhrmatictn Disclosure (m). See Curporare Pmpn'etmy Informasion 
Disciosure Policy. 
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3.4.3.3 Phase 2 Memory Joggers 

Have madm conditions changed7 Has the schedule chaaged'l If so, do we aeed 
to m i s e  t b  marketing strategy? Are these changes zefltcted in the applicable 
plans? 

Have announcement messages beeen Communicated to the product Captain7 

Have the contributing organizations committed to supporting the Marketing Plan? 

Have tmgekd Industry Marketing group incorporated the product mMmcement 
into their field prugrams? 
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3.4.4 Phase 3 - Qualification 

Objdwx Develop s detailed product Me cycle, including pricing, mid-life 
kickem, and phase down. 

3.4-4.1 Phase 3 Exit Crlteria 

Assumptions and rsquiremenis evaluated since Phase 2 Exit. Marketing Plan 
updated and signirlbicant changes communicated to the product Team. 

Mwk~ting Plan updated to i n c I d  detailed Product We cycle pragram with 
pricing, mid-life kickers, and phase down. 

Approved phase 3 Marketing Ran w W k d  to the PBU or sponsoring organiza- 
tion for archiving. Copy of the plan submitted to Engineering Pmhct Phning, 
for Top 100 M u a s  only. 
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___ ~~ 

3.4.4.2 Phase 3 Activities 

Review, revise, and detail mamketing objectives, strategies, tactics, and programs 
for the product. 

Provide input for the Sales Plan and Business Plan. 

Update m e t i n g  Plan h r n  phase 2. 

Develop a detailed product Life Cycle Program. 

For Strategic Marketing Roducts identified by MAB for review: 
* - Involve the MAB Team in the development of the Marketing Plan. 

Ensure that the MAE Ram is notilied at least two weeks prior to the Phase 
3 Exit date. 
provide review copies of the Business, Markethg, and Sales Plans to the 
MAB Team at Ieast two weeks @or to the Phase 3 Exit Review. 

0 

Implement Applications Characterization Plan. 

Work with appropriate Sales, PMG, and Industry Marketing organizations to 
select testimonials for announcement. 

Distribute applications characterization information to the appropriate pmks in 
time to impact announcement and field training activities. 

3.4.4.3 Phase 3 Memory Joggers 

Have markez conditions changed? If so, have plans been changed? 

Has 16nal ptiCing, product naming, and product’s life cycle been detennined? 
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__ 

3.4.5 Phase 4A - Ramp-Up 

Objective: Review and revise marketing objectives, strategies, tactics, and 
programs for the product. 

3.4.5.1 Phase 4A Exit Criteria 

Assumptiom and requirements evaluated Since Phase 3 Exit, Marketing Plan 
updated to rem madm and producr changes and sig~Mcant changes communi- 
cated to the P d u a  Ram. 

3.4.52 Phase 4A Activities 

Execute Marlreting plan. 

Provide h p t  fw Salw Plan and Business Plan. 

rrpdate- * g Plan and Announcement Plan as Rquirca by market conditions. 

~~ 

3.4.5.3 Phase 4A Memory Joggers 

Have market conditions changed7 If so, have plans ken changed? 
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3.4.6 Phase 4B - Steady-State Operation 

Objective: Describe the product Phase Down Plan and possible qlacement 
strategy. 

3.46.1 Phase 4B Exit Criteria 

Pdwct assumplims and requirements evaluated since Phase 4A Exit. 

mrketing Plan updated to include Product Phase Down and possible replacement 
strategy. 

Approved pfiase 4B Marketing Plan submitted to the PBU m sponsoring or- 
ganization for archiving. Copy of r k  plan submitted to Engineering product 
Planning, for Top 100 Products only. 

3.4.6.2 Phase 4 8  Activities 

Review marketing objectives, strategies, tactics, p p m s ,  and market perfor- 
mance of the product, and w ~ s e  the Mwrketing Plan. 

Propose product mudifmtions and enhancements (mid-w kickers) as appropri- 
ate. 

Update the Marketing plan to include product replacement strategy. 

Develop a detailed Product Phase Down Plan in mwchtirm with Sales, Services, 
and other marketing orgarrimlions. 

provide input for the Sales Plan and Business Plan. 



3.4.6.3 Phase 48 Memory Joggers 

Have market condilions changed? If so, have plans been changed? 

Is this the final prodau of the product family of is there a plan lo replace it with 
another product? 

What is the strategic Teason for replacing the product? 

Are thee ongoing customer cOmmirmentS or mtracts that affect product phase 
down? 

What a~ the internatimal implications for product phase down, such as legal 
mpimments and inventory. {Contact Am MiUs, International Engineering 
Development for more infomation, See ELF-) 
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3.4.7 Phase 5 - Product Retirement (Service Continues) 

ObjccHve: Implement procEucl Phase Down Plan and &erelop Service Phase 
Down Plan, 

. 

3.4.7.1 Phase 5 Actlvltlea 

Document Anal customer and c o n m  migwim and support strategies for the 
sentices Phase Down Ran. 

Update m t i n g  Plan to include Services Phase Down and sub& to 
Engineering Product Planning. 

3.4.7.2 Phase 5 Memory Joggers 

Have you consideled: 

Whru new 

Tbe Pubic Relations (aR) Itquired for the service Phase Down Plan? 
Other available p m ~  [rnigmion or tracse-in) and communicated the 
existence ol these programs ta the customer base? 

their end-of-life? 
The legal impact of remaining contracts? 

changed services are required for products as tbey approach 
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3.5 REQUIRED MARKETING DOCUMENTS 

The wecyiew and outline contained in this se~tim serve as guideinex for mation 
of the m e t i n g  Plan used by Marketing in s n p p t  of the Phase Review Process. 
T k  content, style, and scope of the plans and documents &&bed herein may 
vary for hadwm and saftwm products, and across Marketing Ciroups. The 
ourlines p-nt the minimum requirements for the Marketing Plan submitted for 

This section contains &lines for the following chapters of the Marketing Plan: 

Phase Exit approval. 

1.0 ExecutiveSummary 
2.0 Market Requirements 
3.0 MarketStrategy 
4.0 MarkeiFmparns 
5.0 ]Life Cycle Program 

NOTE 

Online versim of this outline are available as a VAX D C " T  
.SDML, file and an ASCII file frm Standards and Methods Control. 
Use the foklowing file specification to obtain the Marketing Plan 
outline. 

JOKUR::PHASI?_REVIEW:MARKETING_PLANS.SDM 
JUKUR::PHASE-REW EWMARKEI"G-PWS .TXT 

Contact J0KUR::SMC regarding problems copying this file. 
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3.5.1 Marketing Plan 

OVERVIEW 

The Marketing Plan documents goals set for the product in the market place and 
coordinates the worldwide activities required to meet tkse goals. The plan is a 
living document developed and updated during a product’s life cycle to define 
signirrcant activities, deliverables, and scheddes. Its purpose, characteristics, 
audience, and relationship to other coqorate activities are described below. 

The purpose of the Marketing plan is to: 

Optimize the revenwe and p d t s  that the Corporation will gain from the 

Document matket programs needed to achieve the established goals. 
Identie and quantify market goals that present profitable d m  strategic 
business opportunities. 

pduct .  

Presentation of market requirements from the customer’s perspective, 

Information that is continuaUy updated as marketing intellipnoe improves and as 
marks?ting programs are initiated, reviewed, and/or rnocfifkd. 
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MARKETING PLAN OVERVIEW (continued) 

BPM, Sales, PMO, Industries, Senices, and Channels Marketing. 

The designated PEW product or Marketing Manager with assistwoe fFwn corpo- 
rate marketing organizatim. 

NOTE 

A m e t  Requirements proposal can be prepared at any time 
throughout a produu’s life cycle to lccommeRd further &velopment, 
enhancement, or modification. 

* Bu- Plrn - The &etxltive Summary of the Marketing Plan is includbd 
in a product’s Business Plan. 
Produd Reqdmmds Statement - The n& documcatad in the Met 
Requirements c h a p  of the Marketing Plan m translated into the product 
requirements detailed in the Ppoducr Requirements Statement. 
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MARKETING PLAN OUTLINE 

1.0 EXECUTIVE SUMMARY - Chapter 1 
(Written in Phase 0; updated in Phases 1,2.3,4A, 4B, and 5) 

Purpoac: To communicate a concise, accurate overview of the market require- 
ments, sbategy, major dependencies, and risks. 

1.1 Strategy 
1.2 Goals 
1.3 Key success factors 
1.4 Competitive advantage 
1.5 Market Forces 
1.6 Pricing 
1.7 Programs 
1.8 Dependencies and risks 

2.0 MARKET REQUIREMENTS - Chapter 2 
(Wt6en in Phase 0; updated in FWses 1,2,3,4A, and 4B) 

-1 

To identify and quantify market opportunities .that present potentially prof- 
itable and/or strategic business opportunities worI&ide. 
To present L e  potential for Digital's comptitive advantage. rn 
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MARKETING PLAN OUTLINE (continued) 

outline: 

2.1 oppomnity 
2.2 Needs 
2.3 Requirements 

Geographies 
Indusiries 
PMGS 
SerViCceS 
channels 

2.4 Competitive Issues 
2.5 MarlretForces 

3.0 MARKET STRATEGY - Chaptw 3 
Written in Phase 1; updated in Phases 2,3,4A, and 48) 

Purpost: To outline the course of action required to suwssfuuy penetrate, 
inaease, or maintain desired market position or profitability. 

Outline: 

3.1 
3.2 
3.3 
3.4 
3.5 
3.6 
3.7 
3.8 

Business Objectives 
P0Siti0ning 
Volumes 
Pricing 
Life Cycle 
Messages 
fndicat0IS 
Measures of success 
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MARKETING PLAN OUTLINE (continued) 

Pqnmx Integrate all rndeting components into L CrrmpFeRenSivt pw fw 
coordinBt6d action a? all  mahting levels, 

OUHiner 

4.1 
4.2 
4.3 
4.4 
4.5 
4.6 
4.1 
4.8 
4 3  

4.10 
4.11 

A t t d  
Protect 
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MARKETING PLAN OUTLINE (mntfnued) 

5.Q LlFE CYCLE PROGRAM - Cluptcr 5 
(Written in Phase 3; updated in Phase 4A, 4B, and 5) 

The purpose of the M e  Cycle FWpn is to define the Mztlketing nquiremenrs, 
aaivities, deliverables, and an implementation strategy for the r e m W t  of the 
product’s life, 

5.1 pricing Adjustments 
5.2 Mid-Life Kicken 
5.3 Replacement Strategy 
5.4 micators 
5.5 Services 
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Chapter 4 

ENGINEERING 

4.1 PURPOSE 

Digital’s Engineering function uses the Phase Review Process as a tool to: 

Propose product concepts for ownmercialization. 
Support development efforts funded through (he Long Range Manning (LRP) 

Manage and review the qual.@ of Engineering plans that cross orgrmnizational 
boundaries. 
Facilitate the development of pmducls MI schedule and at budgeted cost, 
with expected functionality, manufacturability, and serviceability. 
Provide tangible evidme that the pduct  meets its stated specifications and 
requirements. 
Improve product and system predictability. 

and budget p m .  
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4.2 FUNCTIONAL RESPONSl BILITIES 

4.2.1 Development En gl neerl n g 

Proposing product Concepts for commercialization, inclnding m g  
projects and their budgets. 
Seleuing appropriate technology to satisfy product quitlements. 
Creating and implementing p1m to specify, design, develqp, test, rekase, 
and support worldwide products. 
Identifying the intellectual properry mtmt of ~ C O ~ U C ~ B  €01 legal prdecticm 
cod&ration. 

- 
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4.2.2 Support Engineering 

Support EngkeTing prwides ongoing technical q p m  of released products, 
including ongoing maintenance of the design, implementation of Enghering 
Change Oniers @COS), and Value Engineerfng WE), Support Engineering shall 
deliver or participate in the development of the foJloWing information: 

Phase 0 through 4B 
P h a r  0 thmugh 4B 
phaae 1 

NOTE 

Value Engineering activity may be planned in Phase I and initiated in 
Phiwe 2 on mitin products. 
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4.3 ENGINEERING ACTIVITIES AND DELIVERAB LES 

Figure 4-1 shows Engineering acdvities and delivembles for the phase Review 
R Q C e S S .  

Flgure 4-1 : Engineering Activities and Deliverablea 

PHASE 

I I 40 5 

. . . . ._ -. .-. . _. 

0 1 2 9 4L, 
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4.4 EXECUTING AND EXITING EACH PHASE 

Each phase in the pmluct’s life cycle provides a mechanism for the systematic 
review of proposals, plana, and d t s  in a manner that allows for mtwded 
funding, m8oulrce a l l d o n ,  and project app~ovat. 

For each phase in the process, there is a list of Exit Criteria, supporting auiviGes, 
and a set of questionS that serve as memory joggers for the Bnglneering Manager 
of the pwject. Tkse questions are not all+nmrnmg; their purpose is to 
stimulate llhe thought pfocem and surfaw igsueS as early as possible in each 
phase. 

4.4.1 Phase 0 - Strategy and Requirements 

Objective: Propose products hat take advantage of cwmt  or emerging techno1- 
ogy; demonmate t e c h i d  feasibility of selected aechnologies thmugh simulation, 
analysis, M modeling; satisfy market and product requiremen&: and fit the 
Corporate RQauct Strategy. 

4.4.1.1 Phase 0 Exli Crlterla 

project manager assigned by the Development Grwp with the authority aafd 
rrsponsibility to carry out the project. 

Alamatlves and Feasibility Srudy written, nviewsd, approved, and pubbhcd. 

Produd’s tedrnical feasibility demonstrated 

The protection of the product’s intellectual p p t y  rights coordinared h g h  
zho l3lgineering Law Grwp. 
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Digital, industry, and country-specific standards and Rquhments for the 
Engineering Qevelopment Plan Edenti&d Contact Domain ManageHs) as needed. 
For more informadm refer to the hternationdization Plan from International 
EngEneering Development and the following standards: 

DEC STD 066-3 Policy for Designing Prixiucrs for All Countries Designated 
us Smtegfc Markets 
DEC STD 060-0 Deign of Hardware Prodrrcts lo NaHowl and InSernu$iomd 
Srandards. Policies, and Responsibilities 

Preliminary Functional Specification (technical product propal) Written re- 
viewed, approved, and published. 

pteliminary Engineering Development plan written, reviewed, approved, and 
pUbliShsd. 

NOTE 

'he preliminary Functiwnat Specification and Pmliminary Engineering 
Development Plan take into 3~ccount identiiied Ilequimnents from: 

All countrjes desipated as strategic markets @EC STD -3) 
Jmematicmd Engiwering Development (Internationalization Plan) 
Corporate Export and Trade (W 

Digital, industry or country-specific standards and requirements 

a 

EJngineeringLaworoup 

Engineering Law Group contacted if dwelopment activities involve third parties. 
Appropriate agreements with third p d e s  are in place. 
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Potential vendors idensed and feasibility and costs evaluated for buyout 
products. 

l!ngineedng Executive Summary prepared for the Phase 0 Businesa Plan. 

Copies vf approVea Phase 0 Engineering exit ptm submitted lo tbe Product 
Manager. 

4.4.1 2 Phase 0 Activit\es 

Evaluate and document alternatives and technical feasibility. What 
and how wilI they be managed? 

the risb 

Demonstrate that the critical aspects of the product are technically feasible and 
ready for development 

Obtain Intemarimalization requirements from the International Engineering 
33ewJopment @ED) Product Manager, (Contact Jim 
msouroe. See ELF for contact infamation. 

in ET3 to locate this 

I&ntiQ potentially protectable inventions of" dewlopmena (Legal Protection 
Strategy). 

Evaluate Manufacturing, Sales, and S&ce impact statements and factor into the 
Preliminary Functional Specification. 

Provide technical input to the Ptoduct Requilrements Document. 
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When valid h d w a r e  or system option and part numbers are required in the 
initial cbzign, Contact the Chiel Engineer’s Office for assignment and approval 
of these hardwane or system pafl numbers. Be preped to discuss prduct 
architecture, functional design parameters and product packaging. For example, 
Bngineering may need a hardware part nmber: 
0 

After prototype release 

9 

When the logic is completed 
When a valid Lisl of cmpment prcducts needs Digital urdque identity 

Before releasing a product to manufacturing 
When engineering gets approval to build or AI 
When a buyout product has been apprwed 
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4.4.1.3 Phase 0 - Memory Joggers 

Are ulere suEtcient clarity and detail in the Product Req-nts document to 
cmate a complete Functional Specitication? 

Have the functional impacts and requirements from Marketing, Manufacturing, 
Saks, and Customer services been considered? 

Is the product consistent d h  the Engineering Long Range Plan W P )  and the 
Corporate Product Strategy? 

Do Phase 0 Engineering documents address the Inkrnationdization qujzements 
identified in the Internationalization Plan (118N Plan)? 

Have all a!pects of the proposed product been examined for intellectual p p e r t y  
content, (including architecture, design, operation, hardware components, softwa~e 
components, and process methodologies)? Have these aspects been reviewed by 
the PBW Intellectud Property Commitlee or equivalent and a decision reached to 
pu!Bu€? protection? 

Have potentid codlicts with patents, trademarks, and copyrights ken researched? 

Have the applicable Digital and external standards been identified and listed? 
Have the appropriate Domain Managers and standard o w m a  k e n  contacted to 
verify applicability of the idendfied Digital standards? Refer to DEC STQ 066-1 
Techmicut Donmains in the Product Development Process. 

Have you contacted the owners of stmdads that may apply to the product, but 
whose requirements wiU not be implemented? 

&e there any design factors not currently addressed by Digital standards or 
exmal standards? How will you address these factors? 
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Have certification, regulatory, and PeTforrnance q-ts (based on market 
and product requirements) been &M? 

Is the proposed design compatible with associated test equipment and methodolo- 
gies? If not, is testing addressed in the Attematives and Feasibility Study? 

What new test tools or methodologies are required? 

Haw the pmxss aspects of the pject (process/method definition and t o d  
seeleaion) been reviewed by an appropriate group of independent process e x p s ,  
or has the neview been waived? 

Are the product perfwmance parameters, such as Mean Tlme Between Failures 
(mF), constrained by the manufacturing process or have they been determined 
by competitive product positioning? If t b  production process is a limiting factor, 
what procc~ hmpmvements are needed to met product design g a s ?  Who is 
addressing this issue7 

!What design tools wifl be used for each design stage7 Who (what goup) 
provides each tool and its support? 

Have all process ~ ~ I I s W ~  20 be incqorated in the producl design, including 
rnanufscturing aad test, been obtained from the pmxw develqment organiza- 
tions? 

Have Manufacturing constraints been incorporated in the design tools to be used 
for usc in development work? If not, who is addressing these issues and in what 
time frame are constraint-checking tools expected to be available? 

On what libraries, such as component, model, and simulation. is the p d u a  
dependent? From where will these libraries be supplied 1 Who  upp ports the use 
and extmsim of these libraries? 

Does the product involve new manufachlTing and test processes that have not 
been used in past volume pm&ction? If so, what me these proccws? Have 
they been tested in advanced development facilities? Who BFC the process 
development partner8 supporting fhe work? 
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What dranges (or inventions) is the product dependent on in currmt mmu- 
facturing physical technologies and test technologies? Who is driving these 
changes? 

Who is extending the design tool and data transfct process to suppwr changes to 
rnanufncruring physicat technologies- adl tesl t e ~ o l o ~ e s ?  

What data will Manufaduring require to W d  dre product? 

What revision management, ECO, and manuhctwhg kedback 
Used? 

will be 

Has pmducl Sd&y Engineering assigned an engineer? Refer to the Phmz 
0 section of DEC 
Certijkution of Xanfwure Products tu Produ~ Safe0 Requirements far more 
infomaltion. 

119-5 Pmcess far Derign, Evalrration, Testing, ond 

What is y m  wedl methodology and design process (iadependent of deaign 
tod9)? 

Haw the pmluct’s high-rinl components beea identilid7 

Have vendors for crucial parts of th &sip been cmtacted and evaluated? 
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In what manner d m  the development of tbe following occur: &sign rules, 
timing analysis, logic entry, physical pattitiming, physical Iayaut, physical 
vedication, physical-to-logid mcondliation, and technology characterization? 

How am the mechanical and analog design perfamed? What tools are required? 

How BR electrical, thermal, and =liability analysis and verification performed7 
(what tools or groups will be part of this prooess?) 

What is the W u c t  Test Strategy; Engineering Test Strategy; Manufacturing Test 
Strategy; and field Service diagnostic, test, and repair strategies? 

What ate the Problem Free Installation (PE) goals? 

What are the Mean Time Between Failares (M7BF) goals? 

What are the Availabiliry (fmm a customer viewpoint} goals7 

Haw the computing and &abase requirements for developing the product been 
decided? How has this been validated7 

What changes are required in a k r  products for this product to functim most 
eMently? Have the g m q s  responsible for affected products W n  contacted? 
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4.4,2 Phase 1 - Planning and Preliminary Design 

Objdves: Create complete functional specifications: and a preliminary design 
for the total pMduct offering. 

Provide the Corporation with an Engineering Development Plan plan for Phases 
2 thmugh 4A, 

Obtain agreement of the produd Team to build the p d c t  identified in the 
Functional Speciiication. (This specification will not be altered in subsequent 
phases withour agreement by the Froduct %m'rI and approval of the PBU or 

Identify cross-product interdependencies and implement plans to manage these 
situations. 

sponsmhg OrganlzatiOfl). 

~. 

4.4.2.1 Phase 1 fx l t  Criteria 

Asbwnptions and requimmenw evaluated since the Phase 0 exit. Significant 
changes communicated to the product Team and appropriate approval bodies, 

Compleh Funaional Specification addressing requirements identified in Phase 0 
written, reviewed, approVea. and published AU committed features and functions 
documented in the Functional Specification. 

A Legal Protection Strategy is in place., including updates to the l?hase 0 Strategy. 

Engineering Development Plan and schedule reviewed and approved by the 
sponsoring and development group and all impacted functions. 

The proposed product is exportable to Digital's strategic countfies under current 
export license requirements, as determined by Corporate Exit and Trade (m 
in Washington D.C. Contact is Don Ames. See ELF. 
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A11 intemal and external Digital, industry, Eegulatory, and mntry-specific 
requirements addressed and included in the Engineering Development Plan for 
inclusion in the design and, as requiFBd, VeMicatim and Qualification Tkst Plana 
For more infunnation nefer to the foiiowing standards: 

REC STD 060-0 Design and Certpcution ofHa&,zre Pr4ducrS to Natiorrcrf 
and Internutionul Regulations and Stan&& - P o k y  and Prvccdums 

* DEC STW 065-0 Product Submittd fa WS. and Non-US. Agencies 
DEC STD 066-0 Dfgital Design Sfandam3 

The pmt number family assignment plan for hardwan products appmved by 
the Chief Engineer's Office. Refer to D E  S7D 012-2 Vdfied Numberin8 
Code for Part Identifir Class Codes and Related Document Identificltj. For 
software products refm to DEC STD 0224 Unijed Nwnberl'ng Code - Sofiare 
Disrribution Center Pm Numbering Conventiorrs, 

An Executive Summary of the Engineering Development Plan developed by the 
Engineering Manager for the Phase i Business Plan. 

Copies of approved Phase 1 Engineering exit plans submitted to the pror%lct 
Manager. 
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4.4.22 Phasrr I Activities 

Evaluate assumptions and nquimnents since Phm 1 exit, update affected 
Hngineerhg p h s  as required, and cammanicate signiscant changes in the plans 
to mi!? m w t  Tkam. 

Execute Legal PrOEection Strategies, 

Review th?e technical content of the Proprietary Information Disclosure (PID). 

Create Documentalion Plwr for the total product offering. 

create a Preliminary Supm Engineering Plan, 
Prior to pliminary design, obtain part numbers from the Chief Engineer’s Office 
for top level system configurations. (This is key for new technologies, new or 
sign8cant changes lo architecture, and system level family of products.) Refer 
to DEC STD 011-0 Part and Document Identijcation Conventions - Digital 
Corporute Policy for m e  information. 

Obtain Product %am agreement on the prvdwt’s fundonalily and Chmcteistics. 

From 8 functimal perspctive, define the extent to which this produd comple- 
ments or overlaps olher Digital products. 

Comptete the Functional Specitication and Engineering Development Plan bawd 
m: 

product and Market Requifeements 
Alternatives and Feasibility Study - Impact atad requirements h m  Manufacturing, Sales, and Service 
Impact and requirements o all applicable standmk 

Requirements identitied by E D  in the Internationalization Pian 
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Ensure that the Engineering Development Plan is integrated with interdependent 
functional plans (funding, schedule. resoum, and supporting projects), 

Include Risk management and contingency plans in the Engineering Development 
Ran and schedule, 

Review and approve functional plans for supporting deveIopent project. 

Adjust p m p e d  design lo make product easily exportable under current US. 
Export Law. 

Model, simulate, or bread-board high-risk features. 

Document preliminary test requirements and plans Werification plans for Phase 2 
and Qualiticaticm plans Cor Fhase 3). 

Idenlify test groups and schedule testing. Cenain tests may begin in Phase 
2, such as Design Veriiicalion -sting (DVT). Contact VAX New Pri~Iuus 
Committee (VNPC), Micro New Produds Committee (MNPC), or Networks New 
products Committee ("X) to assist h the determination of system level test 
qwirements. 

Supply Product Manager with the estimated number of units required to support 
Phase 2 and 3 test and qualification activities. 

create plans addmsing who, what, and when required process methodologies 
described in Phase 0 will be delivered. 
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4.4.2.3 Phase 1 Memory Joggers 

Have all aspeas of the pmposed product (including architecture, design, op- 
eration, hardware components, soham components, and rnaaukming) been 
examined f i r  intellectual property content? 

Has intellectual property protection been pursued? 

Does the fanctional specifidon address q@icabIe internal and external sttan- 
d-7 Have the Domain Managers and standands' ownefs been oontacted to 
verify applicability of identified standards? 

&e them any design factors not currently xldremed by Digital standads or 
external sttandards? How will these factors be adhssed? 

How will verificafion of the product requirements be c lemonm? 

%re any identi64 requirements omitted from the proposed specif~CatiOnS? 
Why? How will these changes affect the: 

Product 
* Cnstomet 

Mahtstm~gies 
salesmtegies 
SeIvicesstrategies 
Manufacturing gtrategies 

Have qmpr ia te  commitments been obtained and are they achitvable? (Are 
supgorting projects in line with your plans?) 

On what hardware and software is this product dependent? What is  required? 
whstt is optional? 

What b d w m  and software products are dependent on this product? Pue plans 
in place to sufficiently test these pdocts to ensure they work with new product? 
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For new CPUs, has a list of software xeguhed fa First Revenue SMp (FRS) been 
devclopedi' Have mources and prototypes been allocated for required software 
testh3l Have plans Isen established to ensure that the required software will be 
available for FRS of the product? (Note: Softwue indude& Iayered pmduuctsr and 
applications. 1 

Does the planned prodact gmwtluycle include meaningful new feahms7 What 
are these features? What plans are in place to make them available? 

What oEd100ts uf this new product will be reviewed for future development? 

Have you addressed the following compatibility issues: 
BrgwomiEs (Human Enginering) 
Physical 

' Eleurical 
Intmfaces (hardwm and softwm) 

What changes need to be made in other products to allow this produd to hnction 
most efficiently? Have the g r ~ ~ p s  responsible €or the afpected products been 
contpcted? Have they agreed 10 the changes? 

Have Manufacturing, Sales, and Service mpitments been incoprated into the 
FunctiOaal Specification? What requirements were omitted and did the functional 
submittom agm with the& omissions? 

Does the Functional Specification address the stated Problem Free Installation 
(PFI) and Mean 'XFme to 1nsml.l (MTl l )  goels'l 

WdI new manufacturing proasses be required as a result of the Functional 
Spsdfication? 

Have the product's installation requimnents in the customer environment been 
nddnmed and am they understood by the Product Team7 

Are contingency funds sudl plans specified in the bgineezing Development Plan7 
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Is the project  dependent on key individuals, p a ,  prooesses, or products? 

Has: the product team designated the members of the pToauct qualification 
team to plan and implement &he test. verification, and qualification program per 
EN-EN5224,  Digitul Qualificution Process Manual? 

What is the resources plan for each area of activity, such as Design and/or 
CADICASE, Test, Geographic Adaptation, and Mnnufacnrring Start-up 
Engineering7 

Do you have adequate resources (qumt@ and skills) to rsddrrss project needs? 

What, if any, m the major above normal capital investments requid? 

Wd Service life be dependent upan hours or cycles of operation7 How does this 
factor afikct your proposed design? 

Are dl product performance requirements dehed in the product specification? 
What are these rsquirements, and are #hey agreed to by the product %am? List 
unresolved issues. 

Have a l l  orgmizations affected by the project had the opportunity reviewed the 
proposed Functional Specification lo assess its impact on their organizations? 
Who are the groups and resources in the review cycle? 

Have you defined dmeness criteria for pruduct base levels? 

Have ms-organizational design responsibilities been med and committed 
maurces assigned? 

Have the design, test, and certification to standards M requirements (Digital, 
industry, country-specific) been factored inlo the design schedule? 

What atre the major project milestones? 
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If the product design was previously u d  have you andyed its cost, yield, and 
failure histmy, along wirh previous test and service d e ?  Is there a cumnt 
design perfommm goal that the ptoduct was not designed tp meet that may push 
this product beyond its limits? 

Have all operating environments k e n  considered in the Functional Specification? 
What factors have not been a d d r e d ?  

Will each item of the Engineering Development Plan that is contracted to othw 
organizations be part d the overall schedule? Wd each item be monitod 10 
eww on-time delivery? 

Have you included design d e w s ,  specificarion approvals, drawing Fclem, 
parts qualification, and revision control as part of your scheduled milestones7 

Are significant oO/No GO decision points part of the milestone schedule? What 
are the decision points? 

Are there plans to evaluate prototype and kt produetion models against all spec- 
ificalion quhments ,  including softwm and system by certification Software 
Quality Management (SQM)? Are all requid tools and resources avaifable'? 
NOW wit1 you handle exceptions? 

Have all hctional members of the Product " lbm agreed to the functional 
SpecMcation and schedule? Have they committed resources and funding? 

What tools or process steps are required for the next phase? 

What is the latus of tools or processes being developed fur use beyond the next 
phase? What support will be available for these tools? 
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4.4.3 Phase 2 - Design and Implementatfon 

Objdve: Execute the plans committed to in Phase 1. Complete the detailed 
design and document complete specfications which may have been stmd befm 
Phase 0 exit. Translate qecfications into product reality, Establish contracts with 
test organizations as required. Establish revision conaol of to allow conrrolled 
distribution of deign comctions. 

4.4.3.1 Phase 2 Exit Criteria 

Asslrmprions and requhents evaluated since the phase 1 exit. Significant 
changes commmicated to the Roduct Team and appropriate approval bodies. 

A Legal Proteczion Strategy is in place, indoding updates to the Phase 1 Strategy. 

Design SpeciscatiOn for the complete product written, mewed, apptroved, and 
published. 

Cmrracts signed with selected vendors for buyout products. 

Rodad design implemented to meet the Functional Spciflcation. The total 
product design (including hardware, software, and microcode j declared complete 
by the Engineering member of the Product Team. 

A detailed Pmduct Qualificafht~ Plan wrimn, Feviewed, approved, and published, 

Every feature of the product is functional in at least m e  wnfigrrration r e p s e n -  
tative d the cuaomer environment. (For example: CPW mns all bmctions, 
at epee4 with a given operating system.) Froduct SimulatiOn is complete, and 
thing md prfonnance v e r i w .  

Field Bst Plan written, reviewed, approved, and published. Refer to ELrm571- 
00, SoyMure Engineering Murural for mom information. 
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An Engineering Executive Summary prepared for the phase 2 Business Plan. Au 
deviarions or changes from Engineering Phase 1 plans highlighted and explained. 

PaTts qualification in progress. 

Product andm revision control, including hardware, software, microcode, and 
documentation. 

The Chief Engineer's 0 6 5 ~  has approved valid part numbers for the total 
product offering fur hardware and system products only. Refer to DEC STD 012- 
2 Unifitd Numbering Cude for Part ldentwer Class Cades and Related Document 
Identifters. For software products, mfer to DEC STD 0 1 2 4  Wnwed Nwnbering 
Code - Sqtbvurn Distribution Center Part Numbering Catrvmtt'om. 

Computer Parts List IKpL) completed and MI file. 

Copies of approved Phase 2 Engineering exit plans submiitled to the Product 
Manager. 

4.4.3.2 Phase 2 Acllvlties 

Complete the product design. 

Evaluate assumptions and requirements since phase 1 exit. Update affected 
E n g h e h g  plans as quired and communicate signiscant chmgs to the 
Product Team. 

Verify the design according to test plans. Design Vaifdm quires; 

c Complete design Complete - Simulatiun complete, timing v- 
Built pmoryp/software functional d e  freeze 
All batures tested in at kast one COnfigUtation Tqprwentative of the customer 
environment. For example: CPU runs all hstruc~ons, at speed, with a given 
operating system. 

- 
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* Operation with owrplementaty hardware and software products, such as 
operating systems with layered products, CPUs with operating SJWE~B,  and 
languages with databases. 

Hold design rrviews and code reviews as apppiate. 

Ensure that the pdua is designed to meet all committed requirements. Clearly 
state the COmmiaments that have not been met and why 
acceptable. 

L amsidemi 

Complete the Bills of Marerial @OMS) for dl saleable d g r r r a t i m  down to 
component leveI, and submit the BOP& to MaWWt~n'ng. 

Document design specifidom for the complete produU ofking (Jncluding 
microc& information), 

Supply Product Management with the detailed rrquirwnents (actual number of 
units, &de, and configuraricms) mppting Phase 2 and 3 test and qualka- 
tion activity. 

Test and qualify software required for Field Tkst and FRS. 

Write a detailed Q.aljf~cation plan that includes: 

Regulatory testing an8 approvals 
Other Digital standard testing or a-e external testing 
performance testing 
Design Maturity Tksting 0 
Testing in all supported envinmments 
Reliability Quali6mtion Testing 
Software cdlication and evaluation by applscaMe software quality tcsl 
groups (ma S Q W Q G )  
Internal Field Testing 
Extrmal Field TkeSting 

Crepte revision matrix document for the wmplete producz offering. 
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Document canfigmatims and make the information available to the XCON/XSEL 
PUP- 

Develop simulation and complete coded data. 

Order pmtMype material. 

Arrange and complete prototype build 

a g e  for test equipment and test beds. 

Deliver the product to appropriate test groups as scheduled 

Ensure that documentation drafts afe reviewed and available for field test. 

prepllre a discrepancy 1iSr between "as designed" and "as built" configurations 
of the product. n i s  should a be joint Manufacturing and Engineering effort to 
determine accuracy ob the product to specificatioo. 

4.4.33 Phase 2 Memory Joggers 

Have my alterations been made to the design that change export license quire-  
men&? Donuaent the changes and how they impact product requirements and 
Functional Specifications. 

Have y w  identified and listed the appropriate Digital standards that apply to 
this product? Have the ;Irppropriate Domain Managers ancl standard owners been 
contacted to veMy applicability of the identified Digital standards? Refer to DEC 
STD 066-1 Technical Dumains in the Product Development Procesj for a kist of 
the Domain Managers. 

Does the change review process include all affected pups? 
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Is there a Specification family tree that shows the internlationship of all product 
speelficaciw for the complete product offering? 

Does the design take advantage of interchangeable parts ftom other pmlmts? 
What are these parts7 

Have you d e h d  the resources that will execute the requirements of DEC 
STR 066-0 and DZC STD 100-0 Introdw3ian to Engineering C h n g e  Orders 
requhmnts? 

Wave you created and implemented: 

* Configurationruled 
Awiisionmatrix7 
A Change implementation CpCO, Fco, Patch) process? 

Have design reviews been held? 

Have all handling, shipping, and warehousing distribution lequirements been 
considered in the design process? 

Are engineering drawings for aU parts of the design avai.Iabk and under wvision 
conm11 

Has Putchasing obtained and approved pricing for purchased parts? (Tb be 
addressed as appmpriae for the specific product; musl be complete to exit Phase 
3.) 

Have mating parts been evaluated to determine interchangeability (in general, and 
for parts from different venckm)7 

Are there any new product ideas developed for which intellectual pruperty rights 
strategies need to be implemented? 

What tools or process steps are required for the nexf phase? What support will 
be available for these tools? 
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What is the status of tods M procems being dewloped fox use beyond the next 
p h e ?  

Have the o d  objeclives and vetificatim tasks for the product been d t W 7  

What criteria need to be met for success at this phase? 

Are the plana for cumponent, product, and system level lest and qdf lca t ion  in 
Place? 

what will not be tested and why? How wlll this asloct the @uct and the 
customer? 

Has the fat pilot unit been carefuDy evaluated against drawhgs and other 
released documentation to ensure confonnsnce? 

What Field lkst pmmhms wi l l  be used? W h o  will be ~~g the produa In 
Field Test? 

How will Field Rst problems be collected, p r i d h d ,  correCaed, status and 
results re- and archived? 

Has the Field Twl reporting process been defined? 

Have the fesou~ces rpspollgible for problem management and reporting been 
idenritied7 

Will self-test feames be incmprated where prdcal? What are these features? 
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4.4.4 Phase 3 - Qualiflcation 

Objecnvm: Qualify pr&ucfion level copies of the product and demonstrate 
through internal ilnd external testing and feedback that thie product has met its 
requirements and speci&xtions. 
At ihe campletion of the Qualification Test cyde (Phase 3), aM pmduct at- 
tributes dl be accurately characterized and documented. Contnrcrs with test 
mgstnizationx iue executed as the product becomes available. 

4.4.4.1 Phase 3 Exlt Criteria 

A Legal Protection Strategy in place, including updates to the Phase 2 Strategy+ 

Engineering Law Ciroup contacted to review all new aspects of the proposed 
producl for intellectual property content. Additional disclosures fled with the 
appropriate government agencies (such as the U.S. Patent Office}. 

phase 3 Qualifldm Testing Completed and published according to plan, results 
met the specIfiCationa and published. Au product attributes, such as performance 
and functionality, characterized and documented 

Complete- product design package assembled and archived. 

Product, including microcode ~d documentation, under ECO control. 

Rub qudikation completed. 

All Announcement and FirSt Revenue Ship criteria have been met. Rekr to 
Pricing and Atinouncemetti Committee Manual. 

Engineering Executive Summary w e d  for the Phase 3 Business plan. 
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Assumptions and requirements evaluated since the Phase 2 exit. Significant 
changes communicated to the Product Team and appropriate a p v d  W e s .  

Copies of agprwed Phase 3 Engineering exit plans submitted to the Product 
Manager. 

4.4.4.2 Phase 3 Activities 

Review the completed product for pmntiatly ptectable designs or inventions 
and take appropriate action. 

Deliver the product to appropiate test groups as scheduled. 

Demonsaate through Qualification Tlasting that the product has met its speci- 
fications and the rquhments of Digital and extemaI standards. QualScaciOn 
Testing includes: 

Regulatory testing and approvals 
Other Digitd standard testing or appropiare e m a l  testing 
Perfmmce testing 
Design Maturity %sting (DMT) 
Testing in all supported environments 
R e W i t y  Qualification Testing [RQT) 
Sohape certification and evaluation by applicable software quality test 
groups (such as SQWQCi) 
Intemll Field Testing 
External field Testing 

Obtain approval f m  the Chief Engineer's Office for any changes to the paa 
numbers approved in Phase 2 (for hardware and systems products only). 

Evaluate Qualification Test m I t s  for impact on product design. 
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Begin hplementatim of the S q p m  En@&g Plan. 

Complete external, and country-pcitic testing of madems and so-. 

Complete system, cluster. network and w&aw environment texthg (opmting 
system, layered products, ;rpplications, customer solutions product). Doclanat 
reSUltS. 

Write, review, approve, and publish final test qmts. 

Support Field Rst Sites and pdl d t s  according to plan. 

Implement appropiate Field Test feedback into the &sign+ 

provide reqaired support to manufacttlring process efforts. 

Complete, sign off, and archive all internal documentation (such as prioe and 
specificatim). 

Ensure completion of w and s d c e  dmmmtation. 

4.4.4.3 Phase 3 Memory Joggers 

Have all regulatory ~ a l s  been obtained wofldwide as p l d 7  

Did you pep= the discrepancy list between *as designed" and "as built" 
configurations of the product7 Have list discrepancies ken corned? 

Has purchasing obtained and appmved pricing for purchased parts and signed 
appropiate purchasing comracts? flo be d&sssd as appropriate for the specific 
pmluet: must be complete prior to product annmmmnt.) 
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Have product documentation and rnimmde been placed under ECO control? 

Can the exact and c m t  configurations of the total product offering, including 
software, be determined from currently available documenration? 

Have all changes to the product been documented so that the production units can 
be brought up to the m n t  revision.? 

NOTE 

Design Verification 'kst @VT) and Reliability Qualitication Test 
(RQT) Units must be the $ame as the production units. 

Has each built item been pperly  labelled? Refer to DEC STD 178-0 Digital 
Murking Requirmcnt~ for more information. 

Have trademadm been used properly? 

Have lbe reSuIts of the Phase 2 and Phase 3 testing demonstrated that the product 
is ready to start PieM T!3t? 

Have 1111 parts in the design been quaifiedl List exceptions. 

If used, have serialization, lot coding, and date coding been specified 011 the 
dravVings7 

Will any waivers be quested to allow this product to ship7 An plans in alae 
to promptly close these waivers? Refer to DEC STD 066-2 Waivers to Digital 
Design Standor& for more information. 
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Has a plan been developed to ensure that the tools and processes used to develop 
the product can be maintained7 Have [he p l m ,  tools, and processes been 
archived for future product changes? 

Have intmal and external Field Tksthg been completed? Has all appropriate 
feedback been implemented? 

Are here any new ideas developed for which intellectual property rights strate- 
gies need to be implemented before product announcement? 
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4.4.5 Phase 4A - Ramp-Up 

Objdvea:  Transfer engineering responsibility from Development to Support 
Engineering suppon Manufaaauring, Sales, and Customer Services In achieving 
steady-state operations. 

4.4.5.1 Phase 4A Exit Criteria 

Support Engineering Plan implemented. 

Resourns and funding in place for ongoing engineering E-. 

Specified hardwm ECO cost responsibility m s f e m d  from Dtvelopment 
Engineering to Manufacturing* Refer to DEC STD 1oO-IC Engineering Change 
Orders - Financing ECUs 60 Hardwow. 

Assumptions and requmnents evaluatdl since Phase 3 exit. Sipiikant changes 
communicated to the Product Team and appropriate approval bodies. 

Copies of SpprOvea Phase 4A Engineering exit plans submitted to the pmdact 
Manager. 
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4.4.5.2 Phase 4A AetFvRies 

Evaluate produet performance feedback from Quality, Mmfaauring, Services, 
Marketing, and Sales, and take appropriate action. 

Provide Engineering support to Manufacturing and Services. 

Assemble and transfer a complete design package Io Support Engineering. 

Transfer praduct responsibility from Development Engineering to Support 
Engineering. 

Transfer ECO control responsibility h m  Dwelopment Enginwing to Support 
Engineering. 

Supply a complete list of riskr and open action items to Support Engineering. 

Implement Suppoa Engineering Plan and update when approPriate. 

Ensure that des@n tools, database, and processes are operable within Support 
Engineering. 

Participate in the Post-FRS Review to evaluate the introduction p m s s ,  the 
plrodua Tkam’s perfomance, and the methods and tools used to develop the 
product. 

Obtain appnwal fmm the Chief Engineer’s Office for any changes IO the part 
numbering scheme for a hardware or system product as a result of: - ECOS. 

Value Engineering Activity. . - Pmduct enhancements or mid-li& kickers. 
Other activitities that may cause the need to change or add patt numbers to 
the Current produd offering. 
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4.4.5.3 Phase 4A Memory Joggers 

Has a complete degign package been assembled for transfer to Support 
Jbghering? How did you verify the accuracy of the package? 

Have all manufacturing requirements been met for the transfer of product ECO 
cost responsibility to Manufacmring? 

Have the details of all product data and design tools been documented for 
Suppm Engineehng? Is Development E n g i n d g  in agreement with Support 
Engineering on #is issue? 
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4.4.6 Phase 48 - Steady-State Operation 

Objective (of support Engindngl: Rovidt the ongoing product support 
required to maintain steady-state manufacturing and service, 

4.4.6.1 Phose 48 Exit Criteria 

All pmduct-related material such as design tmls, prim, process d-ents, and 
ongoing mainten- plans prepared for archiving. 

All pending ECOs md remaining open problems dispositiorred and dmmemed. 

Plans are in place to support the product for the rem&&r of its useful genrice 
Life. 

Copies of approved Phase 4B Engineering exit plans submitted to the product 
Manager. 
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4.4.62 Phase 48 Activities 

Evaluate product performance feedback from Quality, Manufacturing, Services, 
meting,  and Sales, and (ake appropriate action. 

Enme all product-related materials been archived according to the coqmate vital 
records mtention and archiving reqimments. "his includes dassgn took, pWs, 
process documents, and ongoing maintenance plans, 

Provide ongoing Engineering suppart, 

Evaluate w k d ~ e r  a Valued Engineered product is a good investment for Digital. 

Obtain approvsl from the Chief Engineer's Offie for any changes to the part 
numbwing scheme for a hardware product as a nmlt of: 

ECOs . Value Engineering Activity 
c Product enhancements or mid-life kickers 

Other activities that may cause the need to change or add pat numbers to 
the cumnl product offering 

Look for ways to maximize results (10 do better than planned). 

Provide input to the product Phase Down Plan. 

Review all functional Product Phase Down (FTD) Plans including P d u c t  
Management, Engineering, Manufacturing, Marketing, Sates, and Services. 
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4.4.6.3 Phase 4B Memory Jaggers 

Have aU pending EGOS or design problems been closed or plans established for 
their management? 

Has a plan been developed for ongoing wppod of the pruduct alter it has been 
phased down? 
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4.4.7 Phase 5 - Product Retirement (Service Continues) 

Objective: Provide ongoing En&ineering support and execute the product 
re~%ment plans agreed to in Phase 4B. 

4.4.7.1 Phase 5 Activities 

phase 4B Phase Down Plan implemented. 

Au Support Engineering activities identified in the Product Phaw Down Plan 
m p l e e d  Ongoing Engineering Suppat capability in place for the service life 
of the product. 

All pending ECOs aispositioned and donmrented. 

A hal opzn problems package documented and SlIChived. 

Support Ejlgioeering executes its elements of the Product Phase Down Plan, 

Deterinhe whether or not the product, if software, is a candidxte for the DEWS 
Public Domain Library. 
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4.5 REQUIRED ENGINEERING DOCUMENTS 

The overviews and outlines contained in this section serve &9 guidelines for the 
creatiw of the plans and documents used by the Engineering Manager in mrpport 
of the Phase Review Process. The content, style, and scope of nhe plans may 
vary for hardarm and software products and across Engineering groups. The 
outlines present the minimum requirements for Engineering plans and documents 

ma section contains outlines for the following Engineering documents: - Alternatives and Feasibility Study 
Enginwring Development Plan 

submitted for Phase Exit approval, 

Contact J0KUR::SMC with problems copying rhese files. 
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4.5.1 Alternatives and Feasibillty Study 

OVERVIEW 

The Alternatives and Feasibility Study quantifies the alternatives for providing 
target m d e t  pducts, aaalyzes the tradeoffs for their development, &;rses 
the totd Life cycle cost to Digital. 

* Identification of alternatives that satisfy product gods and requirements 
using existing Digital produas (available concurrently or in development) or 
externally developed components and products. 
Analysis of eadeoffs for product development with quantified alternatives for 
providing target-market-specific product(s) that address the total life cyde 

Pmenmtion of evidence that c lew demonshates the technical feasibility of 
the selected alternative. 
Identification of methodology q u i r e d  to dewlop the product within the 
consmints of cwt and schedule. 
Idnltification of product development interdependencies. 

cost to Digital. 

* 

Audience: 
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ALTERNATIVES AND FEASIBILITY STUDY OVERVIEW (continued) 

'Iht Engineering Development Manager with inputs from the Aoduct %am. 

- The mdy is conducted during phase 0, tbe Smtegy and Req-ats stage 
of the produd. 'Ihe results are dishilsuted prim to the Phase 0 Exit review. 

RelaHondrip to Other Plans: 

Phase 0 Business Plan 
Product Requirements Docnment 

5 

* Pnziminary Functional Specificatkin 
preliminary Emgiwering Development Plan 

Market Requirements section in the Marketing Plan 

Roduct Archives in the PEW or sponsoring organipztion. 
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ALTERNATIVES AND FEASIBILITY STUDY OUTLINE 

1.0 EXECUTIVE SUMMARY 

1.1 
1.2 
1.3 
1.4 

2.i) 

2.1 

2.2 

2.3 
2 A 

2.5 
2+6 
2.7 
2.8 

ANALYSIS OF SELECTED ALTERNATIVES AND TECHNICAL 
FEASIBILITY 

ALTERNKWEDEVELAIF'hENT STRAIEOIES WITHLIFE 
CYCLE COST AND SCHEDULE IMPACT STATEMENTS FOR 
EACH m m Y  
IMPACT OF OTHER DEVELOPMENT EFFURTS (CIJRRENT/FUTURE) 

2.2.1 Advanced Development 
a, Current 
b. Future 

2.2.2 Harciwan? Development 
aL Current 
b, Future 

2.2.3 software Development 
a. Current 
b. Fwme 

2.2,4 Tools and Process Development 
a. Current 
b. Fuhlre 
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ALTERNATIVES AND FEASIBJUTY STUDY OUTLINE (continued) 

3.0 

3.1 

OVERVIEW OF PROJECI'ED LIFE CYCLE COSTS 

PRODUCT DEVEL-OPMENT/SUPPORT THROUGH PHASE 5 

3.1.1 
3.1.2 
3.1.3 
3.1.4 
3.1.5 
3.1.6 
3-1.7 
3 - 1 3  
3.1.9 
3.1.10 
3.1.11 

Hardwa~eFirmware 
softwan? 
Systems hmption 
Engineering Services 
Tools, Documentation, T e a &  and Qualification 
Process Rchnalogy (Refer to CPT in Olossary) 
Manufacturing 
Customer Services 
Marketing 
Sales 
Other 

4.0 PROJECT INTERDEPENDENCIES 

4.1 OTHER PRODUCTS OR pRO(3RAMS 

Elements affecting implemen~ation of selected altmative(5): 

4.1.1 Inbemal to Digital 
4.1.2 External to Digital - Competitors 
4.1.3 External to Digital - Vendors 

4 2  RESOURCES 

4.2.1 Machines 
4.2.2 Twls 
4.2.3 PrOGesses 
4.2.4 Software 
4.2.5 Hardware 

4.3 m c m m  
4.3.1 Hardwm 
4.32 softwale 

4.4 TlECHNOLoGY 

4.4.2 TwIs 
4.4.3 Process 

4.4.1 Design 
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4.5.2 Engineering Development Plan 

OVERVIEW 

The Engineering Dwelopnent Plan is an operational plan that manages the 
product development effort, The plan is d to coordinate wo* from each of 
the functimal groups, to demonsme where overall project reviews will m r  
relative to functional group efforts, and to evaluate progress of the ungoing enon. 

9 

. Tbe detailed commirments, schedules, and of alJ funetioaal g m q s  

A list of the sources of data and assumpions used to create the plm. 
A list of major issues d risks identified in Pbm 0 that are criticat to the 
product’s development. 
The major tasks of each functional organization involved in the product’s 
development. 

rrsgonsibIe for achkvhg the project objectives. 

Audience: 

9 

PBU ot Sponsoring Organization, Product Manager, Marketing, Sales, 
Manufacturing, CSSE, Development Engineering, and S u p p t  Engineering. 
OPher required support organizations, such as Bst and Quality Groups. 

Wbo is Responsible: 

* Engineering Manager with inputs h produu Manager, Madreting, Sales, 
Manufacturing, CSSE, Suppopt Engineering and designated mpsentativeg 
from p p s  needed to achive project objectives. 
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ENGINEERING DEVELOPMENT PLAN OVERVIEW (continued) 

wfm A p p v e s  the Plm: 

- Product Business Unit (mu) or sponsoring organhation Management 

When Required: 

I The Enginetirig Development Plan is prepaned during Phase 1, Planning and 
Preliiiaary Design of the product, Tbe completed document is distributed 
prior to the Phase f Exit. A preliminary version uf this plan i s  created in 
Phase 0. The foma and content of the prehminary plan we governed by the 
PBW or sponsoring organization. 

Relathship lo Other Activities: 

* Phase 0 and 1 B u s i n e ~ ~  Plans and subsequent updates 
Product Requirements - Marketing RquiFements 
AllemativedFeasibiIity Study 
Phase 0 Preliminary Engineering Development Plan 
Impact and requirements from Manufacturing, Sales, and Service 

Phase 0 Preliminary Functional Specification 

* product Business Unit (PBU) or sponsoring organization 
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ENGINEERING DEVELOPMENT PLAN OUTLINE 

L O  EXECUTIVE SUMMARY 

This section provides a broad and concise description of the proposed product. 
This section shall not duplicate the execuIive summary sections of the other 
functional plans, but shall provide the reader with a more concise explanation of 
the essential information required 10 judge the business and market potential of 
the pmluct. The executive summary shall include: 

Praduct Goals 
Product Descriptiw 
Design Strategy and Tactics 
m c t  configurations 
Schedule of Product Deliverables 
TdmicaI Risks and Dependencies 
Critical International Concern 
Human Resource Requirements 
Issues Whaut a Clear Resolutim Process 
Budget RequestsProject Des criptims 

Z O  PRODUCT GOALS 

Describe the major goals for the product considering each of the major weas: 
Engiwxing, Manufacluring, Maketing, Sales, hterncstiond requkmnts, 
Quality and Custamer Satisfaction, Fmancial, and Customer Services. Include 
descriptions of the primary goals far the product, the oppommity being addressed 
or problem that is being solved, benefits to proQpective customers, product 
replacement gds ,  target First Revenue Ship (ERS) date, projected p d u c t  life 
cycle costs, schedule, and international requhments. Address the following: 
* 

- 
What is the primary goal for the product? Does it confonn to the Corporate 
and Bwiness Unit Product Stfategy? 

Discuss plans to match user needs, requirements, and expecmlions. What 
problem does the product solve? 
How is the product psitioned, internally and against the c~mpetitionl Does 
it replace an existing product? Is it part of a larger program? 
How will the development mults be measured against product requirements? 
what metrics will be used to determine the overall success of the product? 
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ENGINEEAIMG DEVELOPMENT PLAN OUTLINE (continued) 

What are the quality goals for the pToduct7 (For example, produa quaLityl 
problem-free installation, customer satisfactioa, user availability, reliability.) 

3,O PRODUCT DlEsCRlPTION 

provide the product name (spell out acronyms), a dedption of its functionality, 
its place in 8 family of products (if appropriate), and other details that describe 
to tho reader the product, its fumions, target C u s t m m ,  and p i d m  relafive to 
otber Digital products and the competition. 

whrll is the ptoduct? (Discuss physical snd fbnctimal charactetistb.) 
* Whar are its ptimary functions? How do these functions satisfy the critical 

market success hctm and customer requirements? 
What type of cwtomerhpplicstioa envirrmment is UK product targeted For 
(multiuser, banking, educational, desktop, high user availability, gecure 
system)? What physical chamteriscics (fmpint and conligumtiom) ape 
planned to sahTfy the needs of these enrironmmb? 
With which operating systems or hardware configodms will this prduct 
be used? 
Is this product part of a larger program? If so, idenlify the program. 
What a~ the additional requirements and p l m  needed for this project Csuch 
as Test/veriAcation Hans, QuMcation Plans, and/or Documentation Plana)? 

. 

4.0 DESIGN STRATEGY AND TACTICS 

Describe how you am going to achieve the product's goats and what you wiII do 
to implement this strategy. Desaibe the design dlemmuives that were cham; the 
te~hn~bgy,  took and methoddogies t h a ~  will be used; and the functiMldity that 
will be provided Map tactics into projects in the development cycle. 

Is this a make or buy product? Fur buyout , or pactial buyout products, 
indicate the nature and state of the vendor@) reletionship with Digital. 
provide a description of the terms and cmditiolls of expected or negotiated 
conbacts. 
Summarize the alternatives that were addressed when selecting this design 
approach, Why is the proposed design the best approach? 
Highlight unusual or problematic mas with the design. - 

ENGINEERING 4-47 



ENGINEERING DEVELOPMENT PLAN OUTLINE (continued) 

Discuss exceptions to m n t  policies and procedutres (list ~eslsons), For 
example: 'The product will not satisfy international lepuirwents Irecause" 
... (and list the specific requirements). 
What functionality or features will make this product a clear price/perfrmance 
leader? What functionality is nqtlired? What functionality are you going to 
defiveff 

Discuss mitical high-risk packagjne requirements. Such as, hi-density chips, 
compact footprint cabs, unusual moduldsystem configurations. How do 
these design requirements impact other functions on the Product Team 
(manufacturing process, setvice SlrilIs, enghwering design tools)? 

Summarize plans for Phase 2 and Phase 3 testing. Describe the tests, 
responsibIe organizations, schedules, and quantities of product required, 

For each of the major types of testing [iutemd, external and qualification), 
answer the following questions: 
- What is the overall objective of this portion of testing? 
- Which vediicmon tasks are to be carried out in these tests? 

- What is the sequence of testing activity? 
- What is the expected length (elapsed t h e )  for each test activity? 
- What will not be tested and why? 
- What are the criteria that must be met for success of each test activity? 
- Wherehow will the results of each test activity be reprted? 
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ENGINEERING DEVELOPMENT PLAN OUTLINE (continued) 

5.0 PRODUCT CONF'iGURATIONS 

Describe how the ploduct will be packaged How many variations will be pre- 
senteedl Address customer quality, product performance, reliability, availability, 
usability, andl other important featum that ate sa4isfied by these configura- 
tions. For early product versions, which may not hl ly  satisfy required market 
functionality, describe the strategy that will be used to ultimately satisfy these 
requirements. Define the number of alternate product forms to be provided and 
their purposes. 

6.0 SCHEDULE OF PRODUCT DELWERABLES 

List major milestones for the development of this product by Phase. Milestones 
are the major events through which a product must pass to ensure its success. 
These are distinct from, but will likely overlap wih, schedules and major phase 
exits. Include activities required of other groups to develop and deliver this 
prdluct. For each plan updaae, indicate progress against the Phase 1 plan and 
document any significant deviations frm planned milestones. 

List the key milestones for this project. 

Discuss what Is being done, when, and by whom for each Phase. 
h6ne additional milestones that have been added to the approved plans, 
Justify major milestones that have ken deleted or omitted from the approved 

Identify deliverables and schedules by Phase For each functional organization 
participating in this effort, including subassembly development in power and 
packaging, software development, system component devebpnem 
Confirm that comrnimenrs are valid and a~hievable. 
Define metrics for product success. For example, how will results be 
measured against Phase 0 requirements and Phase 1 Plans? 
Define the problem escalation process that will be used to resolve major 
leam/product related issues. 

plans. 
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ENGlNEERlNG DEVELOPMENT PLAN OUTLINE (continued) 

7.0 TECHNICAL RISKS AND DEPENIDENCUN 

Identify the technical risks to success and Ume consequences if Digital does not 
develop zhis product. Also, identify what primacy factors: must be laddtrsded to 
ensum the market success of this product. &plain all other impaant factors that 
POX a risk, or factors that determine the product's rmcoess (basic assumptions 
customers, economic factors, new materials, process requirements, internal 
suppon, and technology). Provide a descFiption of the identified risks and 
dependencies. 

Adch.8~ al l  dependencies within and outside of the immediate scope of this 
pmject. 

NOTE 

Dependencies include functions of pjeas that ~ T C  required for 
compktion of this project. 

Identify other projects that are dependent on this project for completion. 
State any significant risks of the project, such as pievimsly unmd parallel 
development of product and process technology. 
Describe contingency pktns 10 manage the dsks. 
List outstanding isues in this plan by reference ntunber, individual, orgmi- 
zativn, and expectetihqnlred completion date. 

8.0 CRITICAL INTERNATIONAL CONCERNS 

Discuss areas that need to be SddTessed to make this product successful in 
Digital's strategic country markets. 

* 

0 

Will the product be exportable under cumnt Export and Thde Laws? 
Are there specific requirements thal must be sabisfied in &I for the product 
to be sold in certain countries (such as language, translation, symbols, and 
test certificatims)? 
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ENGINEERING DEVELOPMENT PLAN OUTLINE (continued) 

9.0 RUMAN RESOURCE REQUIREMENTS 

Identify the skill type, level, and quantity required to achieve the qu i re -  
meats of this plan. 
What are the alternatives if these resoufoes are not avaifable? 

lQ.O ISSUES WITHOUT A CLEAR RESOLUTION PROCESS 
What areas of his plan have been identified as required to the success of the 
project, but have not been able to obtain commitment or support? 
Are then major disagreements among product %earn members relative to the 
proposed producl characteristic& and schedule? 
Are there ateas of this plan that you feel  qui^ Senior Management 
decisions, such ari major deviation from strategy and croswqanizatimal 
disputes? 

* 

11.0 BUWET REQUWTS/PROJECT TASKS AND BTIILPATES 

Develop a comprehensive set of project information and cost estimates. The 
intent is to provide reviewers with the information required to objeaively 
determine whether the project is a goad investment. 

List all project related costs by Phw, including diredindirect labor, capital, 
facilities, navel, mining, and tech~~~ l~gy .  See DEC STD 130. 

NOTE 

The Engineering Manager shwld work closely with the Finance 
qmsentative fmm the PBU OF sponsoring qanization to 
develop this infomation- 

Describe &veOpment and verif~cation tasks and time to be completed in 
order to achieve goals and characteristics fisted in the p d u c t  specification 
(minimum of me task for each goal or characteristic identified in the p d u c t  
hnctional specification). 
List of individual(ss) or group expected to complete each task. 
Provide a matrix of tasks d t e d  with the approlpriate goals and charac- 
teristics (each development task should have an accompanying verification or 
qualification task). 

- 
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ENGINEERING DEVELOPMENT PLAN OUTLINE (continued) 

11.1 EsTlMATEs @evelopent Requirements) 

* Identification of methd(s) used for estimation. For example: How did you 
d v e  at these estimates, assumptions and actual responses? 

Development schedule based on estimates from each task and available 
resou~ces. This forms the basis for the overall Development schedule. 

* Esthate of ~ ~ I I - ~ O U T S  and cost by task 

11.2 RESPONSIEILITIES 

List aU project team members and their responsibilities. Include a descrtplion of 
the team organization and why it is likely to be successful. 

Define roles and responsibility of a l l  project resources 
- productmm 
- Development Team (Engineering resources assigned to this project) 
- Quabfication Ram 
- Resou~ces external to t k  Engineering Development Team 
List resources with prime responsibility for each task or function in the 
Development Plan. 

- 
11.3 DEVELOPMENT RESOURCES 

Describe resources required for ewh development and verification task (tools, 
machines, and processes). 
Identify requid machine resources. 
Identify software required to support machine resources. 
Identify type of machine access needed (timeshare, standalone). 

Identify amount of machine time and capacity required (such as the number 
of computes required for a simulation program), 
Develop planning chart to plot availability of required resources by quarter. 
Identify new and prototype software or hardware requid. 
Identify requid bur uncommitted resources. 
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ENGINEER I HG DEVELOPMENT PLAN OUTLl N E (cont#nued) 

11.4 ST'G 

Personnel requhd jskilk experiene) 
0 

- 
11.5 TOOLS AND h4ETHODOLCIGIES (Refer to CPT in Cllossary and 
Engineering Memory Joggers) 

How many? Full time? Part lime? Contract7 
Staffmg by quarter chart (when they are needed) 
Training q u i d  (when, how, address learning cnrve) 

What design looh M pracess steps must be available in the c l f m ~  and next 
phase? 
What sypport will be in place whik you are using &e* tools? 
Are there any tools or processes in &velapment for use beyond the mxt 
pbasc? Wbat is their status? 

Travel lequired to sumport this project, such as interplant or vendor. 9 

11.7 DEPENDENCY WAGEMENT 

Responsible individuaKs). 
Schedules. 

Finalrevlewer~. 
The method to obtain and implement feedback frrrm the de-dgn review. 

NOTE 

The design review p u p  should include system and pmluct experts 
(both hadware and software), the support engineering fwrcticm, and 
the orgmkatim that are involved in €he developmmt ef€ort. 
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ENGINEERING DEVELOPMENT PLAN OUTLINE (continued) 

OvervieW - Documentation Requirements - Hardware LWcumentalion Strategy 

. UsersMarluals . UsersGuides 
EducaIiond Services Documentation 

* 
Plan Milestones 
production and Printing Requimmants 
’ Pmdlldion 
* Printing and Distribution 

S O h ’ a E  DOCllIIlWlhciOll S W g Y  

0th Doaunentation Activiq (SPD updates, prudud brochules) 

11.10 P R O r n S E r n  

Define data security and recovery measures. 
Define archive plms for all pject and design information, 

11.11 msT-ms PRoJEm REVIEW 

Define the schedule, resources, and method that will be used to capture and 
communicate project infomation back into the development system after the 
project is complete. 
Provide an assessment of the feedback mechanism used. 
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ENGINEERING DEVELOPMENT PLAN OUTLINE (continued) 

Define the mechanism to mate project documents and to centrally locate 
doaunentatiw during and after the project 
Identi@ the organization committed to archive, mpmduce, and update 
documentation on an ongoing basis. 

12.0 RELATED IlcnxmENTs 
Marketing Requirements Document 
Product Requirements Document 

* Alteem ativesPeasibiMy Study 

Product Functional Specification 

Phase0 

4 systmspe&icaticm 

SuplPortEngineeringPlan 

- Business Plan 
- Market and Product Requirements 
- Impact and Requirements frwn Sales, Manufacturing, and CSSE 
- hliminary Engineering Development Plan 
- Preliminary Fun~tional Specificathi 
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4.6 REFERENCE MATERIAL FOR PRODUCT DESIGN 

I3Laoo12az 

EL-ooo12-04 
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Chapter 5 

MANUFACTURING 

5.1 PURPOSE 

F m  Manufacturing’s perspective, the Phase Review procesS is a mecha- 
nism that, over the life cycle of a product, provides a media for worldwide 
cross-f~~nctional wmmwnicatioa, process development, synchronization, project 
irnplementatiion, tracking, and readiness assessment, This process ensures that: 

Manufacturing builds products using verifiable processes that consistently 
s&fy the perceived demands of the cuslwnet 
The product is manufacturable, reproducible, reliable, and cost efkctive. 
Manufachlring has the worldwide capability to meet customer demand as 
defined by marketing forecasts. 
Manufacturing has the ability* during and beyond the initial phase of product 
intnduction, to rapidly achieve: 
- Timeliness of scheduled commitments 
- Competitive cost oppoa~nities, independent of volume 
- Competitive quality oppmities, independent of volume 

- 

Manufacturing can manage Product Phase Down, and optimize customer 
satisfaction, return on assets, and field seMce requirements, 
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5.2 FUNCTIONAL RESPONSIBILITIES 

This section describes the following mas of regponsibility in the Uannfadurhg 
funaion of the phase Review Process: 

Product Business Unit Manufacturing 0 
Responsibilities to the Phase Review Process 

Manufacturing Systems Bogram Manager WFh$l 
RequiTedlManMnls 

9 - Key Manufacturing Project Functions 
Manufscturing Phase Review Manuals 

5.2.1 Product Business Unit Manufacturing (PBUM) 

In support of Digital's producr base, Manufacturing has established PBUMs. 
These units are msp~nsible for defining overall manufacmuring business objectives 
and strategy based on the competitive environment and the goals and objedves 
of the PEt Ws. Respsibililies include: 

Communicating strategy to Manufacturing System Program Managers 
(MSPM), so that they can ensure inclusion of and synchronization to 
product life cycle goals and objectives, 
Interfacing with manufacturing plants worldwide to ensure that busjiness 
strategies are understood and implemented, and that future business or 
technology trends are comprehended and inconpmted into long-range plant 
planning. 
Ading as a collaborative partner with PBUs, product Management, 
MadEeting, Sales, Semi=, ~ ~ u s t ~ m e r ~ ,  vendors, mas, volume plants, and 
PBlJM groups. 

* 
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5.2.2 Manufacturing Responsibilities to the Phase Revlew Process 

The major Manufacturing responsibilities to the Phase Review Fmess me as 
follows: 

w Dewlop a worldwide, competitive, manufacturing capbdiy fur the product 
and all of its ccrmponents (hardware, software, and documentation), fmm 
product inception to pfodocz phase down. 
Develop a worldwide organizational commihnemt over the product life cycle 
that is proactive and based on business excellence and perfbrmance concepts. 

Interface with the M u d  Ram to define manufactwing project goals and 
objectives: resolve Issues relating to manufacturing; ant¶ manage the product 
through its Lik cycle, consistent with agreed product milesfones. n e  Pmduu 
Tern usually consists of Proauct Management, Marketing, Mmufaautlng, 
Engineering, Product S u p p ~ t  Engineering, Customer Services, and $des. 
Pwblish a M u c l  Imprrct Statemen4 (Fronr a Marmfwturing peqwtiw) in 
Phase 0 and ensure that the impact on existing or proposed worldwide man- 
ufacturing technologies, pcesws, E S O E I ~ S ,  space, and c m  is understood 
and dealt with 'by the Product Team and other responsible parties. 
Develop manufacturing concepts, shategies and plans (both m e g i c  and 
~pemti~nat) that define scup, direction, magnitude, and q u i d  commit- 
ments to e n m  the product's success over its life cycle. Tkse plans must 
be consistent with PBUPBWM goals aJsd objectives, 

provide a formal implementation and vacat ion pnwzss of checks and 
balance3 a&st Phase 0 through Phase 5 critmia that emure manufacturing 
readiness and competitiveness. 
Review and inhenu? design-mlated dec!isions (hardware and software), and 
ensure that the ma! product can be consistently produced over extended 
periods of time a1 a competitive corn. 
Convert manufaduringdeftned concepts and strategies into higlily~ls8cicnt, 
practical process solutions consistent with New Product Stan-Up CNpSU) 
milestones, F i s l  Revenue Ship (FRS) milestones. and company gods for 
customer satisfaction, 

* 

* 
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Develop worldwide component, module, subassembly, peripheral, software, 
documentation, and cabinet-level sourcing and distribution processes con- 
sistent with manufacturing process rechnologies and competitive business 
excellence requirements. 
Define, plan, and manage life cycle budgets, cost of go& sold, and manu- 
facturing assets mer the product life cycle. 
Ship product to meet customer demand and Sales forecast. 
Manage product evolution through ramp-up, steady-state, and phase-down to 
ensure that customer satisfaction goals m: 
- Efficiently achieved. 
- Maintained over extended periods of time. 
- Continuously improved relative 10 cost duct ion and perfomanoe 

enhancement through constant and systematic processes. 

Develop and manage product phase down, according to commitments. 
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5.2.3 Generatlon of Required Manufacturing Documents 

The generation of Manufacturing documents requires h e  full integration and 
synchronization of various plans produced at all Levels in the Corporation, 

Figure 5-1 describes a typical information flow of information and the various 
inputs require consideration when the MSPM develops required Manufacturing 
documents. 

Figure 5-1 : Generation of Required Manufacturing Documents 

PBU AND CORPORATE iupurs 

Carparats Hmnufrcturlng S t r n l q l e ~  
PBUM or Qioup Plans 
P8U Plans 

PRODUCT TEAM INPUTS 
REOMRED MANUFACTURINO DOCUMENTS 

Product Rmqulrmnmts Impact Sidrrmnt 

Product Qoal8 and Sb-atagiaa 
Product Qaala and ShtOgiss 

MANVFACTUAINO TEAM INPUTS 

Information Syslsrna Yanvlacturhg Enginsrring 
Finmncr Organlzmtland Dsvdopmenl 
Quality ProductIan 
Mataridle P u rchaslng 
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5.2.4 Manufacturlng Systems Program Man8ger (MSPM) 

The MSPM represents and manages Manufaeturhg's inEt!Mts on the PrOduU 
Team, setting manufacturing g d s  and objectives based 011 product and Corporate 
strategies and guidelines. me MSFM aha ensutes that mmufacturing plans, 
issues, and inputs are published and worked to motution. 

NOTE 

The # e m  MSPM may be replaced with Program Manager, e m a l l y  
in groups that manage saleable peripherals, communication devices, 
and soflwate. 

Further responsibilities of the MSPM include managemenl and mhestmtiun of 
key manufacturing business and technical ~roups and functions, and coodination, 
symchrmh~on, and completeness of deelivembles as defindl fur the project. 

5.2.5 Key Manufacturing Project Functions 

Figure 5-1 shows the organizations responsible for life cycle management. Each 
fundon provides repmentatives who, with the MSPM, form the Manufaduring 
Team, 'xhis team delivers whaa is requid from Manufacturing to the psoduct 
mam. 

Each representative is reSpnsibIe for developing plans; coordinating activities 
and delIverables for their specific funcriw; and ensuring that product business 
goals and objecrives are mderstood, implemented, and achieved 
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5.2.6 Manufacturing Phase Review Manuals 

The Manufacturing phase Review Manuals listed b low describe the responsi- 
bilities of the individual manufacturing functions BS they relate to product life 
cycle management. Each function's operations, detiverables, tasks, and actions 
are described in relationship to Phase Exit requirements, 

EL-MF356-05 
EL-MF356-M 

RL-MF356-07 
EGMF356-08 
EL-MF5404 

The above manuals: serve as guidelines for phase Review execution and focus, 
and may change depending on the type or furin of p&c# being introduced. 

The manuals aw organized to de6ne: 

What tasks and deIiverables the specific function actually performs. 
What the function needs from Mher groups to execute deliverables. 
When the function requires information about their rule, relative to life cycle 
management. 
When the function quires a guideline from which to execute deliverabks. 
Haw the deliverables are timed to synchronize with Phase Exits. * 
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5.3 MANUFACTURING ACTIVITIES AND QELIVERABLES 

Figure 5-2 shows the major activities and deliverables of the Manufacturing 
function over the product’s life cycle. 

Figure 5-2: Manufacturing ActivRles and Deliverabies 

5-8 MANUFACTURING 



5.4 EXECUTING AN5 EXITING EACH PHASE 

Each phase in the produd’s life cycle provides a mechanism for the systematic 
review of prol)osals, plans, and results in a manner that allows for conuolled 
funding, resource zdlocation, and project approval, 

For each phase in this chapter, there is a list of Ekit criteria and suppotting 
Activities €or the MSPM, Their purpcwe is to stimulate the thought process and 

issues as eady as possible in each phase, 

As each phase is exited, the focus of Manufacturing changes, as is ~ B s c t e d  in 
the &tinitions and deliverable6 of the Aaivitics and Exiting deliwmbles required 
of the Manufacturing Team. It is the responrPtbililry of the MSPM lo ensum that 
QeliverabIes axe achieved and acceptable to b t h  Mmufactuting and the Product 
Ram. When deliverables are deemed unacceptable, dte MSPM is expted  to 
w ~ r k  problems to resofution. 
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5.4.1 Phase 0 - Strategy and RequIrements 

Objective: A Manufacturing Product Team evaluates the product ag conceived, 
provides guidance to Engineering regarding manufacturability h u e s ,  and studies 
the possible impact on manufactuting technology and worldwide manufacturing 

The major deliverable of this phase is a Manufachrfing Impact and Requirements 
Document. Each team member is responsible for delivering their functional plan 
or input tu the MSPM at each Phase. 

plants. 

5.4.1.1 Phase 0 Exit Criteria 

Manufacturing Impact and Requirements Document Written, reviewed, approved, 
and published. 

Impact and Requirements Document Executive Summary included in the Phase 0 
Business Plan. 

Polentially protectable manufacturing inventions and developments identified. 
A Legal Protection Smtegy develuped and clearance for the product or process 
name obtained. 

Copies of a p v e d  Phase 0 Manufaauring exit plans submined to the Product 
Manager. 
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5.4.1.2 Phase 0 Activlties 

The Product Businas Wnit Manufacturing (PBUM) group identifies the 
Manufachuing Systems Program Manager (MSaM), 

Create the Manufacturing Tkam from aII Mmufacturhg functions. includ- 
ing Finance, Production, Quality, Organizational Development, Point of 
Marmfacturing (POM) focus, software, and header contact. 

Evaluate product fit in the Corporate Manufactuting business stralegy and define 
the impact to existing prod~~ts: and manufactwing processes. 

Develop concepts for practical manufacturing solutions based on the Corporate 
Manufacturing business strategy. 

provide a competitive analysis of similar computer manufacturing businesses and 
identify and evaluate alternatives for manufacturability 

Identify potentially protectable manufacturing inventions and developments 
(Legal Fmection Strategy). 

Ensure that the Manufacturing Ram is available to work with D e ~ g n  
Engheering, if needed. 

provide Purchasing services to Engineering for component and buyout products. 

Estimate hlanufactdng Program costs. 

Each Manufachlring Team member Writes their portion of the Impact 
Requirements Document. 

Complete the Manufacturing Impact and Requirements Document. 

Set major Point of Manufacturing (TOM) milestones. 
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5.4.2 Phase 1 - Planning and Preliminary Deslgn 

O b j d w :  Creale a cmprehensive Manufacturing Plan. 

The Manufacturing Plan defines: Strategies, goals and objectives; bdgets, capitd 
spending and resource needs; and where, how, and when rhe product will be 
available for qualification and customers through First Revenue Ship (FRS) and 
vslume ramp. 

5.4.2.1 Phase 1 Exit Criteria 

Product assumplions and functional requirements evaluated since the Phase 0 
Exit. Functional plans updated and significant changes communicated to the 
Product Tern. 

Manufacturing is committed to supporting the product. 

Manufacturing Plan written, mviewed, approved, and published. 

Executive S u m m q  of the Manufacturing Plan (developed by the MSPM) 
available for the Pbase 1 Business Plan. 

Copies of approred phase 1 Manufacturing exit plans submitted to the Product 
Manager. 
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5.4.2.2 Phase 1 Activities 

Participate in de6ning product goals and objectives. 

Identify major tasks, deliverables, and interdependencies through First Revenue 
Ship (FRS) and vdme ramp. 

Complete the Manufacturing Team from nll manufacturing functions, including 
Finance, Information Systems, Manufacturing Engineering, Materials, Production, 
Quality, Organizational Development, POM Focus, software manufacturing, and 
header contact. 

Defme manafaciufmg capability based C I ~  the available preliminary design. 

Contact the Law Department to  view all new aspects of the proposed product 
for intellectual property eontent. File applications for legal protection for p e n -  
titially protectable manufacturing inventions and developments, and the product or 
process name. 

mfme methods for managing project deliverables over the product’s life cyde, 

For Softwam praduas, the Software Distribution Center (SDC) new products 
planner creates a preliminary New Pmducrs Form (NPE). 

Define worldwide manufacturing process strategies and develop effective process 
techologies cumistent with pfOdUCf in@duction schedules. 

Develop 8 sourcing mate@, including plant, wo* force. ramp-up, and assessment 
of New product Stm-Up (NPSU) team phase-oui impact. 

provide a !inancial budget. 

Finalize manufacturing goals and objectives for customer satisfaction and provide 
predicted speciiicationshneaments for manufwtudng processes, 
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Publish pmliminary Vendor Qualification Plan. 

Develop preliminary Capital Plan. 

Support Engineering on the prefiminary Verification Qualification Plan. 

Establish requirements fur approval Q€ the Suzlpoa Engineering Plan. 

Annotate the Manufacturing Impact and Requirements Document with 
Enginemkg mmitments. 

Obtain appropriate Manufacturing approvals. 

Provide the Product Manager with the estimated number of units required tu 
suppo~t Phase 2 and Phase 3 Manufacturing activities. 

provide detailed input to the Product Tkam on Phase 2 and Phase 3 Build plans, 
which am included in the Phase 1 Manufacturing Pian. 

Assess Manufacturing’s ability lo  meet the regukements of the Phase 1 
Manufacturing Plan rhrough a majw review. 
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5.4.3 Ph8se 2 - Implementation and Design 

Objective: Convert Manufachaing Plan requirements into physical deliverables, 
including producl hardware atid softwm. These detivetmbles form the fwndahn 
of worldwide manufacturing processes. 

5.4.3.1 Phase 2 Exit Criteria 

Product assumptims and functional requirements evaluated since the Phase 1 
Exit. Functional plans updated and sigoificant changes communicated to the 
Product Team. 

Manufacturing Plan Executive Summary available for the Phase 2 Business Plan. 

Updated Manufacturing Plan with full operational details and changes. 

FRS readiness assessment completed according to plan. 

Bill of Materials fBOMs) completed for hardware products. 

Functional pdudion prototypes deIivered to Engineering, 

Copies of approved Phase 2 Manufacturing exit pLms submitted to the Product 
Manager. 
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S.4,3.2 Phase 2 Activities 

Manage manufacturing tasks and deliwrables and ensure synchronization to 
business snd project goals. 

Finalize manufacturing process technologies and clearly define capability (statiwi- 
cally and operationally), 

Execute Legal Protection Strategy. 

Verify manuhcturing technology performance according to design specification; 
have well &&ed upper and lower tolerances that can be statistically measured. 

Evaluate Engineering QuaMcatiOn Plans and ensure linkage to Manufacturing 
goals for process, reliability, and customer satisfaction. 

Fmalize the Manufacturing Process Qualification Rst (I") Plan, including the 
procesS Verification Test {PW) Plan. 

Deliver Engineering prototypes. 

NOTE 

From a quaLification standpoinl, pmtotypes should incorporate a full 
set of components that meet specification; components that do not 
meet specification should be identified. Prior to major component 
purchases, the specification should be changed or the appropriate 
component upgraded or replaced, 

Train key personnel io  support process start-up and NPSU technical core team 
pha!EQUt 

Pubfish a Manufacturing Sourcing Plan early in this phase. 

Evaluate source plants for compliance with quality expectations. 
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Publish a Manufacturing Operations Plan update. Provide operational details at 
start-up in volume plants. 

Begin vendor, component, and prcxxss qualification. 

Finalize fit-up for prototype build, based on process technologies to be incorpo- 
rated in the manufacturing process. 

Deliver production built prototypes. 

Build and deliver pilots for Engineering qualification. 

Publish product transfer cost, by year, sensitized to volume requirements. 

Create the Manufacturing BOM for hardware pducts and update the NPF for 
software products. 

Verify that Manufacturing builds the product to the c m n t  revision. 

Complete and obtain approval for the Capital Plan. 

Complete Point of Manufacturing (POM) plans, 

Support Engineering on the final Verification Plan. 

Review the desi@ to ensure that committed manufacturing requirements haw 
been implemented. 

Each hrlnnufactuting Team member Writes their portion of the Manufanuring 
Plan. 

Conduct a Manufacturhg FRS Readiness Review 

Identify those components that do not meet specification, and apply for a waiver, 
i f  wcessaq'. 
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5.4.4 Phase 3 - Qualification 

Objectives: Commence building proauCt for First Revenue Ship WS). 
Complete worldwide process fit-up, Verify worldwide process capabilities 
against volume ramp Tequirements, 

5.4.4.1 Phase 3 Exit Criteria 

Assumptions and functional requirements evaluated sine the phase 2 Exit. 
Fundional plans upaated and significant changes communicated to the Rduct  
Team, 

Phase 3 Manufacturing Plan written, reviewed, approved, and published. 

Manufacturing Plan Executive Summary submitted for the Base 3 BusiWss Plan. 

Copies of approved Phase 3 Manufacturing exit plans submined to the product 
Manager. 

First revenue units shipped. 

Software Distribution Center (SDC) new product planner ensures that the NPF 
has been approved. 
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____ ~ ._ ~ ~~ 

5.4.4.2 Phase 3 Actlvlties 

Quantify process verification against defined specifications and quality predic- 
tions, 

Qualify source plants and guarantee p m c t  availakitity. 

Complete Manufacturing worldwide process fit-up and verify manufacturing 
process capability against predictions and specifications. 

Maintain synchronization of build plans. 

NOTE 

Plants shauld not use different prorases unless the impact of the 
process difference and cmml of this Merence has been statistically 
determined, 

Commence worldwide Manufacturing Prow= Qualjfication using ltquirrd 
procems for m p  and volume production. 

Evaluate the Manufacturing impact of ongoing results from the design engineer- 
ing qualification process, 

Debug worldwide manufacturing processes and ensure that complete measuremew 
systems aad process controls are in place and operational. 

place all vendors and component parts on B Qualified Vzndor List (QVL). 

Complete mining of personnel to support manufacturing ramp. 

Ensure that the Manufacturing data collection process is in place and opational. 

Ensure that the documentation to s u p p a  the manufaduring process is released 
and adable .  
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Participate io the implementation of the Support Engineering Plan. 

Verify that Manufacturing is building product to the current =vision. 

Check the fust pilot product for accuracy against the current revision. 

Serialize all units accDTding to ptoducl design documentation. 

Verify completeness of distribution and order processing. 

Conduct an independent readiness review and suppIy feedback. 

Close all action items identiiied in the Phase 2 FRS readiness review. 

ptovide ongoing support for the Engineering qualification process. 

Ensure that Point of Manufacturing O M )  menus are reitdy, 

Ensure that POM requirements have been implemented. 

Complete the cudmer audit plan. 

Plan to participate in a Post-FRS Review, which usually occu~s one month after 
FRS. For this review, document: 

Adual accomplishments versus phase 1 gods and QbjectiVeS 
What the team did well, and what mas need improvement - 
Recmrnendations 

Each Manufacturing Team member updates their portion of the Phase 3 
Manufacturing Plan. 
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5.4.5 Phase 4A - Ramp-Up 

ObjectrWS: Repticare product based on design specification; fampup to steady- 
state volume with focus on customer demand and timely delivery. 

Specify the criteria for msition of ECO control responsibility from Development 
Engineering lo Manufachuing; and achieve process wrtilication. 

5.4.5.1 Phase 4A Exit Criteria 

Product assumptions evaluated since Phase 3 Exit. Manufacturing plans npdawd 
and significant changes communicated to the Product Ram. 

Quality of the product in the worldwide manufactaTing process certified by the 
Group Quality Manager. 

Manufacturing acbieved steadydate volume ramp. 

Manufacturing Plan Executive Summary available for the Phase 4A Busincsg 
Plan' 

Copies of approved Phase 4A Mmufactufhg exit plans submitted to the Product 
Manager. 
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5.4.5.2 Phaae 4A ActivRles 

Demonstrate woridwide capability to achieve operational goals and objectives 
during r a m p ~ ~ p ,  

Complete Proms Qualification Testing (PQT) and resolve all open issues. 

Commence On-going Reliability Testing (ORT), ensure that manufacturing 
induced reliability problems are quantified, and establish corrective action. 

Ensure that a customer feedback loop providing product perfomance information 
is in place Iaccording to the Customer Audit Plan), and that manufacturing- 
induced problems are identitied and resolved. 

Update Manufacluring control systems based on p m w s  feedback 

Publish Frooess Enhancement and Cost Reduction Plan. 

Ensure that all quality conmcts are signed, as applicable. 

Audit and certify p d u a  and volume processes. 

Reassign New Product Start-up ‘hm. 

Supply Field Service Lo@stics (FSL) with spares according to plan. 

5-22 MANUFACTURING 



5.4.6 Phase 48 - Steady-State Operation 

Objectives: Maintain steady-state volume production to meet customer demand, 
improve quality, and reduce manufacnrring cost. 

5.4.6.1 Phase 4B Exlt Criterla 

Product assumptions evaluated since the Phase 4A Exit. Manufacturing Plans 
updated and significant changes communicated to the Product Team. 

Marmfacturing Product Phase Down (PPD) Plan written, reviewed, approved, and 
published. 

Establish Product Phase Down (FFD) Build quantity. 

Copies of approved phase 4B Manufacturing exit plans submitted to the Product 
Manager. 

5.4.6.2 Phase 46 Activities 

Manage processes using statistical process control methods, 

Meet worldwide customer demand 

Emure con2inuous, ongoing process enhancement including internal and external 
cost reductions, quality, and productivity improvements. 

Manage manufacturing process to implement ECOs and mid-life product en- 
hancements. if applicable. 

Continue to manage customer feedback (hardwmhoftware pmesses). 
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Continue to evduate data from Ongoing Reliability Testing (ORT). 

Determine method of phase down: 

Shut down all processes and manage inventory exposure. 
Build to inventory and stock to support market forecast. 
Implement mtrolled process reduction until customer demand ceases and 
inventory is exhausted. 

Define inventory expense and impact per business analysis: - Define inventory expense and investment exposum. 
Coordinate Order Administration activiw. 
Finalize O n k  Administration Plan. 
Develop critical demand process. 

Redefine material acquisition requirements and schedule. 

Deme vendor management slmtegy. 

Product Phase Down Plan written, reviewed, approved, and published. 

Report hademark misuses and infringements by customers and competitors to 
Trademark Services Law Group. 

Review dl functional PPLl Hans including Product Management, Engineering, 
Manufacturing, Matketing, Customer Services, and Sales. 
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5.4.7 Phase 5 - Product Retirement (Service Contlnues) 

Objective: Phase down the product. 

Phase down can be accomplished using various techniques, including: 

Stopping production and managing inventory. 

Building to inventory and storing finished goods, 
Reducing manufacturing to low levels until customer demand is exhausted 

Selection of the appropriate technique is based on many factors, including product 
positioning, customer needs, inventory, volume plant load, and vendor stability. 

MamfactUring is relieved of mponsibilities when worldwide production ceases 
and Manufacturing transfers process and build responsibility to Customer 
SeMces. There may be instances when Manufacturing continues to buitd 
producz to support Customer Services throughout the service life of the product; 
such a strategy must be determined in concert with Customer Services. 

5.4.7.1 Phase 5 Closure Aclivities 

Pending final decision of the Product Phase Down Team, reassign, dispose of, 
or hold inventory and capital equipment [according to agreed upon schedule of 
disposition). 

Execute Phase 4E Product Phase Down plans and revisions. 

Integrate Manufactwing plants (worldwide) to phase down product per plans. 

Cease worldwide production of the product. 

Transfer product control to Ctrstorne~ Services, if planned. 
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Archive all manufacturing documentation, both product and process. 

Provide final impact statement (personnel, materials, equipment, environment, 
hancials, and inventory)+ 

Manage customer satisfaction perspectives. Minitnize des and trade-off expo- 
sum* 

Arrange vendor phase down. 

Manage 6nal build prooess and PPD distribution. 

Disposition excess inventory and capital equipment. 

Reassign Manufacturing Phase Down Tkm. 
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5.5 REQUIRED MANUFACTURING DOCUMENTS 

The ovetviews and outlines contained in this section s e w s  as guidelines fur 
creation of the plans and documents used by the Manufacturing Manager. 
The rrullines piesent the minimum requirements For manufacturing plans a d  
documents submitted for Phase Exit approval. The content, style, and scape of 
the plans and documents demibed herein map vary for hardware and software 
products, and across Manufactwing gmups. 

This sectim describes the following Manufacturing documents: 

- ManufacturingPlan 
Manufacturing lmpaa and Requirements I)ocument 

NOTE 

Online velsim of the outline are available as P VAX DOCUMENT 
.SDh4L file and an ASCII file from Standards and Metho& Control. 
Use the following file specification to obtain templates for the 

JOKUR::PHASE-FtEVD3WMFG-PLANS .SDML 
J O K U I R : : P H A S E _ R E V I E W : M . . ' F X T  

MNlUfmUlhg p h .  

Contact J0KUR::SMC regarding problems copying these &s, 
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5.5.1 Manufacturing Impact and Requirements Document 

OVERVIEW 

Purpose: 

Define and record the product’s impact on: manufacturing technology, other 
products. and processes, manpower, space, cost, and required support 

Desired Charac(eristics: 

Manufachuing long-range planning dependency assessment, key program mile- 
stones, build concepts, and manufacturability issues relaring to design, 

Audience: 

AU funaional groups supporting the product. 

Who is RcsponaLble: 

Manufacturing System Program Manager IMSPM) or Mmfacturing member of 
Ihe product Tkam. 

When Required: 

phase 0. 

Relsfiowhip to Other Plans: 

Summary included in the Product Business Plan. 
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MANUFACTURING IMPACTS AND REQUIREMENTS DOCUMENT 
OUTLINE 

NOTE 

The same outhe is used for the Manufacturing Impact and 
Requirements Document and the Manufacturing Plan. 

1.0 EXECUTIVE OVERVIEW 

Volume source, program em, schedule, majur hpactr, risk, opportunities, and 
major goals and objectives. 

Purpose: Why are we doing this? What do we hope to accomplish? 

Major primhies (Time to Manufamre (TTM), cost. others) 
Major assumptions 
Major deviations from norm 
Major dependencies 
Makebuy alternatives considewd (reason for acceptance or rejection] 

Used on what products, if applicable 
Impact on other Digital products 
Marketing need and strategy-brief mrview 

Brief product di%C'@tiQn 

2.0 MANUFACTURING BUSINESS STRATEGY 

Where, how, and why product fits. Major wvrldwide manufacturing impact. 
Major goals and objectives. 

3,O PROCESS CAPABILITY STRATEGY 

Major process changes. Process srrategy. Assembly, test, and diagnwtjc cov- 
erage. Major goals and objectives. State-of-the-art process level. Impact on 
in-plant systems. Space impact. Capital impact. Competitive analysis of pro- 
cess. 
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MANUFACTURING IMPACTS AND REQUIREMENTS DOCUMHUT 
OlFTLt N E (continued 1 

4.0 MMOR MXLESTONES AND SCHEDULE 

5.0 MAJOR RISKS AND OPPORTUNITIES 

FVioritize and indicate risk management. 

6-0 MAJOR DEPENDENCIES 

7.0 ORGANIZATIONAL IMPACT'S 

Strategy, teams, mining, organizational design, and skills asessment. 

8.0 FINANCIAL8 

New product Start-Wp (NPSW), capital expenditures, Return on Inrestment (ROI), 
Return on Assets (ROA), and transfer cost, 

9.0 QUALITY STRATECY AND PLANS 

QuaIification strategy and plans. Quality and reliability gods and objectives. 
Plans to get there. Data requirements and impacts. Data cdlecdon systems. 
In-process controls. POM strategy and plans. Revision coaml method. 

10.0 MATERIALS STRATEGY AND PLANS 

Sourcing strategy, plans, and flow. Inventory strategy, goals, and plans. 
Input/UWpt (Ilo). Distribution strategy and plans. Header and ordet admin- 
istration cantacts. 

U.0 PURCHASING STRATEGY AND PLANS 

Key components and vendors identified. Swrcing strategies. Plans for getting 
vendors on QVL. Plms for obtaining materials for build plans. Documentation 
control method. 
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MANUFACTURING IMPACTS AND REQUIREMENTS DOCUMENT 
0 W T L I  N E (eontin ued) 

12.0 SOFIWARE STRATEGY AND PLANS 

13.0 DOCUMENTATION STRATEGY AND PLANS 

14.0 PHASE 2 AND 3 BULLD PLAN 

Qum!ity required. where baa7 Fhcess plans. Human res~~c(;es and training 
plans. Who will pay? R q m b  and scrap responsibilities. 

15.0 SHIP ANI? BUILD PLANS 

16.0 ATTACHMENTS 

Bufiiness plan and other applicable documents. 
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5.5.2 Msnufacturlng Plan 

OVERVIEW 

Purpose: 

The Manufacturing Impacts and Requiments Document provides details of 
how, where, and when the product wiII be supplied. Considerations of the plan 
include : 

r 

9 

Customer Satisfaction through timely delivery of reliable products. 
Volmne replication of qualified hardware and sofhvate, 
Cost reduction through product rtnd process improvement. 

- Manufacturing milestones schedule commitments 
0 M u c t  volume mppty commitments 

Detailed product plans from: 

- Materials 

- Manufacturing Engineering 
- Finance (Manufacturing Budgets) 
- Froduction 
- Information Systems 
- Organizational Development 

- Quality 
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MANUFACTURING PLAN OVERVIEW {continued) 

Audience: 

All functional p u p s  supporting the product. 

who L Rqonsible: 

Manufacturing Systems Program Manager WSPM) M Manufachrring member of 
the Product Ram. 

wben Required: 
Repared during Phase 5 and updated in each Phase. 

Relathship to Other Plans: 
A summary of the Manufacturing Plan is includcd in the Product Business Plan. 

MANUFACTURING PLAN OUTLINE 

NOTE 

Use the €mat  of the Impact and Requirements Statement for the 
Manufacturing Plan. Certain aections may be kfi blank due to 
unavailability of information during phase 0. List major changes 
since last the plan and indicate sccrion and page references for more 
detail. 
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Chapter 6 

CORPORATE PRODUCT 
OPERATIONS - SALES 

6.1 PURPOSE 

As each high revenue impact product moves through jts life cycle, CDTpOrate 
Product operations uses the Phase Review Procws to solicit worldwide inputs 
for the product and to establish criteria for a successful, well-integrated product 
intmiuctivn; mid-life enhancements; and product phase down. 

NOTE 

During the Phase Review Process, Corpmte Product Operations 
represents Sales for all. Geographies. Digital organizes its business 
according to the following Geographies: U.S., Europe, and the 

lnternadond Area (GLA), 
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6.2 FUNCTIONAL RESPONSIBILITIES 

6.2.1 Corporate Product Operations 

Corporate Product Opt ions '  responsibilities include: 

. Managing major prudua introductions worldwidt% as well as coordinating 
p-annmncement programs through the Announcement Strategy Committee 
( A X )  and related functional groups, such as the Field hunch Committee 
(KC): the Press, Consultants, and Andysts (PCA); and tho Marketing 
Advisory Board (MAB). 

Sumporting the Marketing and Sales Strategy Committee (MSSC) on strategic 
pricing, and coordinating the development of short-term meIchandising 
P m S -  

Managing the woddwide Product Captain's prowess; coordinalhg product 
plans between Engineering, Manufaemring, Marketing, Sales and Services; 
and driving both the Corporate S-Yem and 8-Qua1ter Volume planning 
p"esses on beh& of Sales, 

- 

Sales" perspectives af the product are represented to the PBU or other apsoring 
organiatim by the hoduct Captain, who approves phase exits as the Sales 
representative to the Produd Team. It is crucial that the Produa Manager involve 
the Product Captain as early as possible in the Phase Review Process, because 
their understanding and suppoR of the product greatly enhances the role of the 
ASC and FLC at product introduction, 
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gm2.3 Geographies 

Geographies’ responsibilities through the product Captain process include: 

Wohing with the Product Team lo validate business assumptions of the 
prduct in terms of volume, price and market size, and to position the 
product with respect to internal praducts and external competition. 

9 Providing requirements and feedback that increase the productivity of the 
sales force, such as training, Sales and Customer t d s ,  and htroduction and 
program plans. 

Providing required information lo the Produa Captain for the Sales Impact 
and Requirements Document to communicate sales quimnents that the 
Geographies see 83 necessary for the Phase 0 plan, 

Developing a Sales Plan that includes a sales straregy showing how and 
where the product will be sold, documenting p p w n s  (initial and continuing 
training, htductim activities), channels of distribution, initial voIumes, and 
suggested positioning and impact on current products. 

Supporting dweloIpment of product introdaction smtegies and coordinating 
execution of these strategies. 

mdding c~ltinuous feedback regarding sales of the p d u c t  and its perfor- 
mance in the field to other organizarional M o n s ,  
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6.2.4 Corporate Introduction Process 

One of the key phases in the product life cycle is F'rcsduct Inmodmion. During 
the introduction process, the Product Manager may intedace with ASC, MAB, 
FbC, PCA, and the Pricing and Announcement Committee (PAC). 

Tile ~truduction phase in the life cycle of a strategic product is complex and 
cnrcial to the overall success of the product. For this reason, emphasis is placed 
on th implementation of the product introducrion and the resources requkd to 
facilitate this imptementatioo. 

EL-CP595-#, The Corporate Product introduction Guide descriks in &tail the 
en& announcement process, the available resmms, and #he steps required to 
sucessfully implement a corporate announcement. 11 is crucial that the Product 
Manager thoroughly undem:tand the Corporate Introduction Process. 
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6.3 

FORMAT 

SALES ACXlVlTiES AND DELIVERABLE$ 

Pr.-Predud Annwncomenl Port-Prdua Announamrnmnl 
Format Forma1 

The product Captain prepares Sales input documents for products deemed to have 
a signacant revenue, "style of doing business," or leverage characteristics. These 
products are generally High Impact Hardware (€31) and High Impact software 
(SI) category products. For some component products, such 85 large disks ~r 
terminals, an entire planned family of products is documented. 

As the prod~~a moves through its vahn~s phase exits (shown in Figure 6-1)1 
the respective Product Captain provides written inputs to the Product Manager 
through the Sales h p U  and Requirements Document and the Sales Plan. 

Figure 6-1 : Product Captaln Deliverebles 

The objectives of the Sales documents used for input to the Business Plan are 
*'isme"' oriented+ The key objective is to address important issues though a 
management summary, directed at Sales Management and the Product Team. 

Typical areas of consideration are covered In the Sales Memory Joggers, which 
are listed under heading 6.4, Executing and €xitin& Each Phase. 
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For Top 100 products, the product Manager in the re#peUive- PBU of other 
sponsoring organization provides product ~ a m s  to the product Captain throughout 
the product's lib cycle. The Product Captain, representing Sales, determines the 
revenue and/or market impact of the product and then determines if a SaIes 
Impact and Requirements Document or Sales Plan is required. 

Note thal the Product Manager may not receive m Impact Statement m Plan 
for each Top 100 product: At a minimum. the product Manager shall receive 
from the Product Captain an achowlcdgment of involvement or recommended 
alternative direction on how to acquire Sales input during each €'base of the 
product's Iife cycle. 

If Sales determines that the product's sales impact is high, and that the product 
wafianls an Impact and RquiEments Docoment or a Sales Plan, the plroduct 
Captain shall initiate the document. 

Thc Product Captain's input to the sponsorifig orgaplization is an integration of 
the following worldwide Functimal Sales growps' inputs: 

SalesandAreaFVograms 
' SaleSTrslining 

. salessupport 
Corporate Product Introduction/Promotion 

9 SalesOperatims 

* CorporattA~counts 
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Each phase in the product's life cycle provides a mechanism for systematic 
revkw of proposals, plans, and results in a manner that allows for controlled 
funding, resource allocation, and project approvaL Sales is responsible tor rhe 
Phase Review activities shown in Figure 6-2. 

Sd*i Plan 
I 
I 
I 

Phase 
Down 
Dealdon 
Mad. In 
Phase 4B 

Figure 6-2: Sales Activities 

. . ... 

8drr PIM 

Phire Down Docurnant 

F r o ~ I ~ t w y  
InfwrnaHm 

Dhcloauro 
(7) 

PHASE 

1 I 2 I 3 

I 
Proprlwtmry Proprletwy 
Informatlon Inlwmatlon 
O!aclesurr Mselowrr 
f l )  (1) 

I I 

{I) Carparat, Praducl OpsraHonr wlll bok lo tho Product Mm4g.r 
fw the Proprlaiary Inlormalion Disclowre (PID). and All a d r i  In 

(2) Rdar to 'Carporatr Produd Inlroduclion Gut&' for dwilnltlons 
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6.4 EXECUTING AND EXITING EACH PHASE 

For each phase in the product’s life cycle. theIe is a list of Exit Criteria, sup- 
porting Activities, and a set of questions that serve as Manmy Joggers for &he 
Product Captain. These guestions are not all+mmnpwing; their purpose is to 
stimulate the thought process and surface issues as early as possible in the phase. 

6.4.1 Phase 0 - Strategy and Requirement 

Objectives: Communicate to the sponsoring organization the product require- 
ments rhat Sales sees as necessary tv take advantage of market and/or Tevenue 
opportunities, enhance product positioning, or lower the cost of doing biness. 

Obtain support for the product from appropriate Sales-related functional p u p s .  

6.4.1.1 Phase 0 Exit Crlterla 

Sales supports the Business Plan. 

Sales impact and ReqrriremenGr Document completed, if applicable. 

Copies of approved Phase 0 Sales exit plans submitted to the Product Manager. 
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6.4,1.2 Phase 0 Activities 

Review of the business assumptions by the three Geograehles (U.S., Euqe,  and 
om. 

Memory joggers wviewed and issues approPriately addressed. 

Sales Impact Requirements Document issues mutoally and satisfactorily resolved 
by Sales and other members d the F'mRuct Team. 

6.4.1.3 Phase 0 Memory Joggers 

Revenue Impact 

What price band does the product AL17 

Into what ma&et(s) will the product be sold7 

What is the business problem we are solving wirh the product? 

How will the product impact other Digital products? 

Wd the product help make other products more USefpI? 

Are related hardware or software products required, such as graphics printers, 
larger dislrs, and applications'? 

Are product feeds and speeds sufificient or ate there architeectuml issues'? For 
example: Is the ID capability matched lo  the CPU power for the applications 
expefled to be sold? 
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Ate other Sates related cross-functional groups aware of this product and are they 
incorporating it inlo their plans? 

sale strategiw 

Can the product be used with edsdng applications7 

Should early technology announcements be made7 

How dces the product fit into Digital’s Sales mtegy? 

What industry and applications marketing plans will be required? 

Who am the major competitm in each price band and what is their market share? 

From whom do we expea to take market share and why’? 
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6.4.2 Phase 1 - Planning and Preliminary Design 

Objectives: Ensure implementation of Sales Phase 0 product inputs to the 
Product Ram. Communicate assumption changes to the Geographies. 

6.4.2.1 Phase 1 Exit Criteria 

Sales' Phase and Exit requirements incmporated into the product, and diffmnces 
resolved by the Product Tlxm, 

Product assumptiuns and requirements evaluated since the Phase 0 exit. Sales 
glans updated and significant changes communicated to the Product lkam. 

Marketing Plan received and reviewed by Sales, 

Sales strategy fonnulated and implemented. 

Sales nominates or is in agreement with the nominated selection of Field Test 
Sites. 

Executive Summary of the Sales Plan submitted by the Product Captain for 
inclusion in me Phase 1 Business Plan. 

Copies of approved Phase 1 Sales exit plans submitted to the Product Manager. 
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6.4.29 Phase 1 Activities 

Consult with the Law Department to ensure that pR-announcement add- 
ties, through the the Product Information Disci- (PZDS), f low for timely 
implementation of the protection strategy. 

Enme that tbe PID has been written and approved, if appropriate. 

write the sales Plan. 

~~ 

6.4.2.3 Phase 1 Memory Joggers 

Revenue Itnpact 

What are the projected technical, operarional, sales, aad service relared sisks for 
the project? 

Is there am impact on other Digital products targeted for introductiw in the same 
time frame? If so, to what extent? 

What price band does tbe produa fill? 

Into what marketla) will the: pruduct be sold? 

What business problem does the product salve? 

How will the product imp13 other plroduccS sold by Digktal7 
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Are related hardware or software products needed, such as jipphics printers, 
larger disks, and applications? 

Are product fe& and speeds sufficient or 5ue h r e  architectural issues? For 
example: Is the VO capability maichd to the B U  power for the applications 
expected to be sold? 

Are overtap products planned for Digital Pmlucts rn possible CDmpeIi~On’? 

Are other worldwide Sales and related cross-functid p u p s  incorporating this 
product into their plans, including M u k h g ,  Sales SuppOa Training, and Field 
service. 

Salm Strategies 

Does the product require new applications, wiring, OT environmental changes? 

How will the Sales force Ix motivated to sell the product? 

Will tberr be long sales cycles? 

Is the product priced properly for the intended channel? 

Is the packaging scheme wedy complex? 

Can the product be used with existing appIjcatims7 

Are related software, and service products reqwimd7 

When shoald we start integrating the product into Digital’s cuslomer plans? 
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Should early technology announcements be made? 

Has the PID presentation md implementation plan been developed and approved 
by 4he responsible managemeni and Curporate Product Operations? 

What will be the product's distribution channels? 

Are there any issues relative to competitors' strengths or sales methods? 

How dues the product fit into Digital's Sales strategy? 

How can we test our sales strategy for the product? 

What industry and appkatims marketing plans will be required7 

Who are the major competitors in each price band and what is their market share? 

From whom do we expect to take market share and why7 
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6.4.3 Phase 2 - Design and Implementation 

Objective: Establish criteria for a successful, well-integrated product introduc- 
tion. 

6.4.3.1 Phase 2 Exit Criteria 

Sale’s Phase 1 E t  requirements incorporated into the pmduct, and differaces 
resolved by the Product T1pam. 

product assumptions and requirements evaluated since the Phase 1 exit. Sales 
~ I M S  updated and significant changes communicated to the h d u c t  Team. 

Sales dgrees on Mutt quality, manufacturing volumes, market readiness, 
product positioning, and the overall plan. 

Sales Plan updated and distributed to product Management and mer related d e s  
functional groups. 

6.4.3.2 Phase 2 Activities 

Review the pmduct to ensure that committed Sales requirements have been 
implemented. 

Product Captain updates the Sales Plan. 

Approve the list of nominated Field %st Sites. 

Consult with the Law Depmnent to ensure that new pre-announcement activities 
through Product Information Disclusures (PIDs), allow fur timely implementation 
of the protection strategy. 
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Develop an implementation plan for the Proprielary Information Disclmw IpID). 

product Captain develqw the Introduction Strategy and presents it tu the appro- 
priate Committee. 

Corporate Product Operations integrates the Copme Inmuduction Plan. 

Receive product introduction information package from Product Management and 
disaibute package to the Geographies to determhe Sales equipment requirements 
for Imoduction activities. 

8.4.3.3 Phase 2 Memory Joggers 

What are the projected technical, operational, salesI and Service related risks for 
the project? 

Is there an impact on other Digital products targeted for introductioo in the same 
time m e ?  If so, to what extent? 

Is there a PBU, Sales, and Marketing agreement on the 8-Qua~ler Volume Plan? 

What me the key risks regarding the produu’s availability, including legal, 
engine&& manufacturing, software, and service risks? 

Has PAC approved the product’s pricing? 

What price band dws the product fill? 

What is tfie business pmblem we are solving with the product? 
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How will the prodoct impact other products sold by Digital? 

If this is a replacement product, m there backlog iswes? 

Wdl the product help make other products more usefol? 

Are overlap products planned for Digital products or possible Competitor’s 
PIOdUCtS? 

Has ule Product Introduction Information Package been dislributed to the 
Geographies, and have they responded with their introduction equipment forecasts 
and plans to Corporate Rduct Operations? 

At announcement, will all introduced proclucts be available for FRS? If not, will 
announcement waivers be requid?  

Can Field Test Sites also be used for public t d m d a l s  of the product? 

What testing has the product received or will it receive to ensure high availability 
I uptime)? 

What benchma&s and application characterizations will Sales receive to cvmpare 
the product to other Digital and nm-Digital praductsl 

What applicaticn demos will be available to Sales so that they can properly 
demonstr;ue the overall solution? 

Can Manufacturing support the Feld Ship Plan for the first 90 days after FRS? 

What out-of-the norm ~ ~ ~ S Q U E M  are required to Seu this product7 
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Does a 1-year or %year cost-of+wnership competitive compism exist? 
Has Corporate product Operations reviewed the comparison7 

Into what market@) will the product be sold? Is the Sales F m  equipped to s e U  
the product into this m&t? 

Is the Product Manager aware vf the process for suc#.ssfully positioning and 
inWuchg Corporate products in the marketplace? 

Has the Mutt Manager read the EL-CP595-00. Corporare Product Znmduclion 
Cui& €ram C o p e  Product Operations? 

Is the product complete in terms of customer requirements? 

Is prcduct inlemnectabiIity an ixsue? 

Are product feeds and speeds suffident or m there architectuml issues? 
For example: Is the L/o capability matched to the CPU power for the applications 
expected to be sold? 

what sales and sales support W i n g  will be required? 

what are the customer training requirements? 

Sales Stntegios 

What are the customer migration issaes? 

Is there a plan to handle customer migration issues? 

Are related hsrrdware or software products required, such as graphics printers, 
larger disks, aad applications? 

the p d u c t  require new alpplications, wiring, or environmental changes? 
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How will the sales force be motivated to sell the product? 

Will there be long sales cycles? 

Is tk product priced properiy for the intended channel? 

Will special krms and conditions be quiredl  

Is the packaging scheme wedy complex? 

Can h e  product be used with existing applications? 

Are related haware ,  software, nnd service products q u h d 7  

When should we start integrating the product into Digital’s customer plans? 

Has the PID Resentation and Implementation Plan been developed and approved 
by #he responsible management atad Corporate Product Operations? 

Should early technology announcements be made? 

What will be dre product 3 distribution channels7 

Wdl we wed p i a l  product meIchandising? 

Are there any issues relative to competitors’ strengths or sale  methods? 

How cztn we test our sales strategy for the product? 

How does the product fit into the Digital Sales strategy? 

What industq and applications marketing plans will be quiredl  
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Whtu am? the major themes and messages associaaed with the ptodua? 

What is the announcement strategy? 

Who are the major compehtm in each price band and what is their market share? 

From whom do we expect to take market share and what is the plan to mom- 
plish this? 
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6.4.4 Phase 3 - Qualification 

Objectives: Implement the Corporare Introduction Plan to ensme that Safes can 
successfully market, sell, and support the product, 

Succcssfdly announce the product so that it meets the introduction goals and 
obpaives established by holmcement Strategy Committee (ASC). 

6.4.4.1 Phase 5 Exit Criteria 

Product assumptions and requirements evaluated since the Phase 2 exit. Sales 
plans updated and signi€want changes communicated to the hoduct %am. 

Sales is satisfied that the overall system solution mats customer requinments as 
defined in the Phase 2 Sales Ph. These quixements include haadware, system 
software, Digital layercd products, 3rd party hardware and software, system 
integration, mtvices, and overall quality. 

First Revenue Ship W S )  accomplished. 

All Anncnmcement and FRS criteria met and adequate product volumes available 
to meet sales’ demand 

Sales Plan updated. 

Copies of approved Phase 3 Sales exit plans submitted to #e FVduct Manager. 
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6.4.4.2 Phase 3 Activities 

Ensure that atl introdudion checklists for product readiness and intrcductim 
readiness are cwnpletad nnd have been reviewed by the appropriate committees. 

Ensm that the w e d  system solution is evaluated and meets customer require- 
ment. 

Update and implement the Introduction Plan. 

Drive the development of quality sales materials, sales tools, sales training, and 
inhrodaction propms. 

Develop and implement the First Day Order Process. 

6.4.4.3 Phase 3 Memory Joggers 

Revenue Impact 

What are the projected technical, operatimal, sales, and service related risks for 
the project’? 

Is there an impact ~1 d e r  Digital products targeted for infrc~Iuction in the same 
time frame? If so, to what exlent? 

Does a I-year or 5 - y a  cost-f- ’p competitive comparison exist? 
Has Cogmate product Opatims reviewed the cmpwison7 

1s there a PBU, Sales, and Marketing agreement on the 8-Quarter Volume Plan? 

What me the key risks regarding the  product'^ availability including legal, 
engineering, manufacmring, software, and seruiw risk? 
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Wit1 the pmhct impact other pmducts sold by Digital? 

If this is a replacement product, are there any backlog issues? 

Has the Matt Introduction Information Package been distributed to the 
Geographies, and have they responded with their inlmduction equipment forecasts 
and plans to Corporate Product Operations? 

At announcement will aII  introduced products be available fm FRS? If not, wiIl 
announcement waivers be Rquixed? 

Can Field Test Sites also be used for public testimonials of the product7 

What testing has the product received ur will  it receive to ensule high availability 
(uptime)? 

What benchmarks and application characterizations will Sales receive to compare 
the product to other Digital and non-Digital products? 

What application demos will be available to Sales so that they can properly 
demonstrate the overall solution? 

Can Manufacturing support the Field Ship plan for the fust 90 days after FRS? 

What (our+f-the-norm) resources ;up required to sell this product? 

Is the Product Manager aware uf the process for successfully positioning and 
introducing Corporate products in the marketplace? 

Has the Product Manager read the EL-CP595-cM. Corporate Praduct I n t d u c t i o n  
Guide fkom Cqmate Produc1 opentions? 
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Is product interconnectaWty an issue7 

What skills and tmls will ttae saks fora need to sell the prodact as acmtomr 
solution? 

What sales and sales support training will be required? 

What am customer training quircmentsl 

what the customer migration issues? 

Is there a plan to handle customer migration issues? 

Dws the product require new applications, Wiring, M envlro4unental changes? 

How will the sales f m  be motivated to sell the prduct? 

will there be long sales cycles? 

Will special terns and conditions be ~lequired? 

Is the product packaging SClEme overly complex? 

Are relared hardware, software, and s e m h  products quiredl  

When should we start integrathg the product into Digital’s customer plans? 
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Has the PID presentalicm and implemenntation plan been dtvebped and approved 
by the responsible management a d  Corporate Produn Operations? 

Will we need any special product merchandising programs? 

Are them any issues relative to competitors’ s m g t h s  M sales methods? 

How can we test wf sales Saateegy for the product7 

What indm and applications r n d t i n g  plans will be required? 

What are the major themes and messages associated with the product? 

What is the announcement srr;rtegy? 

Who are the major competitors in each price band and what is their market share7 

From whom do we expect to take market share and what is the plan to mom- 
plish this? 
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6.4.5 Phase 4A - Ramp-Up 

Objective: Ensure that revenue and volume Sales Plans are meeting expectations. 

6.4.5.1 Phase 4A Exit Criteria 

product assumptions evaluated since the Phase 3 exit. Sales plans updated and 
significant changes cummunicated to the Product Team. 

Sales agrees that the volume m p  and product quality ate adequate 10 meet 
demand. 

Copies of approved phase 4d Sales exit plans submilted to ule M a c 1  Manager. 

6.4.5.2 Phase 4A Activities 

Conduct a Post-Tntroduction Review to ensure that adequate sales and marlceting 
programs are in place to support manufacturing volume. 

When pmhd demandlsupply imbalance edsts, implement special sales pro- 
grams. 

Prepare to implement post-inlroduction sales strategies, such as mid-life kickers. 

Work with the Product Team to convey Digital’s messages to custmers. 

Update the Sales Plan, 
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6.4.5.3 Phase 4A Memory Joggers 

Revenue Impact 

How is the product king =wived by Digital's customer7 

Are there technical, operational, sales, and serviw related issues? 

Can manufacturing continue to support the Field Ship Plan? 

Is there a PBU, Sales, and Marketing agreement on the &Quarter Volume Plan? 

When is it appmpciate to phase down the product? 

Have pmduct in#duction goals been meet? 

What additional p r o p s  are wded to ensure that business goolls m met? 
Who will Mve these programs? 
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6.4.6 Phase 48 .I Steady-State Operation 

Objectives: Review Sales objectives, strategies, tactics, and propms for the 
product, and p q h m  replacement and enhancement strategies. Prepare Sales for 
product phase down plan. 

6-4.6.1 Phase 46 Exit Criteria 

Provide the Pruduct Manager with Sales hpul to the Froduct Phase Down (PPD) 
Plan. 

6.4.62 Phase 4 6  Activities 

Review all functional Product Phase Down IppD) Plans including Produd 
Management, Engineering, Manufacturing, Matketing, Services, and Sales. 

Work with cross-functional sales groups to maximize product revenue. 

Participate with the other members of the Product Ram to develop replacement 
and Product Phase Down messages for mstomers. 

Write the S a l e  PPD plan. 
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6.4.6.3 Phaae 48 Memory Joggers 

Has the Product Captain notified the three Geographies of the product phase 
Down strategy? 

Revenue Impact 

When is it appropriate to phase dawn the product7 

What is the plan to communicate the Phase Down Stnuegy to customers and 
sales? 

6.4.7 Phase 5 - Product Retirement (Service Continues) 

Objectives: Maintain customer satisfaction, =€rain from selling the product. and 
ensure that n proper alternate product replaoement strategy is in place. 

6.4.7.1 Phase 5 Activtties 

Enslue that there are NO customer satisfaction issues relative to the phase down 
strategy, such as m4mctua.l obligations and migration plans- 

PmduU Captain ensures that the Pruduct Manager has completed the necessary 
paperwork to remove the product from the "Active" section of the price book. 

Participate with d e r  members of the Product Team to deliver the replacement 
and Product Phase Down messages for &omers. 
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6.5 REQUIRED SALES DOCUMENTS 

The ovemkws and outlines contained in this section serve as guidelines for the 
creation of the plans and documents used by the Product Captain (or product 
Manager, as w m t e d  by the product) in support of the Phase Review Process, 
The outlines pmr thc minimum requirements for Sales plans and documents 
submind for Phase Exit appmvd, The content, style, and scope of thc pIans 
may vary fat hmh~are and software produas. 

The followjng pages show samples of the fmats for the following documents: 

Sales Impact and Requirements Donrment for Phase 0 Exit Ipre-lProduct 
Announcement Outhe)  

Sales Plan f a  FIUE 1,2, and 3 Exits (Ple-producf A n n ~ ~ ~ f i t  O u W )  

Sales FIan for Phase 4A and 48 Exits Post-Product Announcement Farmat) 

NOTE 

Online VetEiolls of these outlines are available as a VAX 
DO- .SDML fjle and an ASClI file Erom Standards and 
Methods Control. Uee the following 6le specif~cations to obtain 
outlines for the requkd Sales Plans. 

JOKLTR::PHASE-~WSALES -PLANS.SDML 
JOKUR::PHASE_REVIEW:SALES-P~~PLANS,TXT 

Contact J0KUR::SMC regarding problems copying these files. 
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OVERVIEW OF SALES DOCUMENTS 

NOTE 

?he werview presented here is used for all three sales documents. 

The Product Captain's deliverables, through the Impaa and Requirements 
Document and the Sales Ran are to: 

provide evaluation of the prodad from the Sales' perspective. 
Provide B methDd to approve each Phase Exit for Sales. 
Kscalak unresolved Phase Exit isms to senior rnulagement. 
Provide updated information as Sales programs are initiated and modified, 

Who is Rosponnible: 

The Product Captain, as defined under subheading 6.2 Functional Responsibilities. 
When Sales has determined that it need not b directly involved as a member of 
the Product Team, the mOaud Manager coordinates with the Marketing Member 
of the Product Tkam to complete all announcement and Sales related activities 
and exit criteria 
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OVERVIEW OF SALES DOCUMENTS (continued) 

When Sales deems it appropriiue, each phase exit requires a Sales Impact and 
Requirements Document or a Sales Plan. 

Audience: 

The Sales Impact and Requirements Document and Sales Plan me written for 
Sales and the Product Tern. 

Relatiomhip of l h c n m e n t a  to Other Acdvities: 

A summary of the Sales Impact and Requiremenas Document of the Sales 
Plan is included in the Product Business Plan. 

' MaTketingPlan 

The Sales Plan is developed and reviewed in conjunction with the Marketing 
Plan. 

Inboduceion Strategy and CoIporate Introduction Plan 

The Sales plan s e w s  89 a resource document for the Introduction Snategy 
and the Fkld portions of the Coprate Int.~(~Iuction Plan. 
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6.5.1 Sales Impact and Requirements Document for Phase Q Exit 
(Pre-Product Announcement Outline) 

The p q m e  of the Sales Impact and Requirements Document is to ccrmrnmkatt 
to the sponsoring organization the product requirements that Sales sees as 
necessary to take advantage of market and/or revenue bpportunities, enhance 
prochrcz positioning, M lower the cost of doing business. This document is also 
used to obtain the supporl of L e  appropriate Sales-related fitnctialld group. 
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SALES IMPACT AND REQUIREMENTS DOCUMENT OUTLINE 

1.0 INTRODUCTION 

statement of Pmpose 

Participating groups that p v i d e  inputs to the Impact and Requhments 
Document. 

2 d  MANAGEMENT SUMMARY 

A detailed Sales summary OT key issues Rlative to the product. For example: 
What functions and features are required in the p d u c t  in order for it to be 
mccessful? 
What sales strategy must be adopted? 
What are some of the risks? 

For additional questions, refer to the detailed memory joggers listed in this 
chapter. 

3.0 PRODUCT ASSUMPTIONS 

This section provides m understanding of the product, &om a Sales perspective, 
and can be used to communicate information to other Sales-related Di&tal 
functional groups. It provides: 

Pmluct Description 
product Configurations 
ASVs (Average System Values) 
Annmncement Date 
Manufacturing R m p  
Performance Positioning 
Availability of Related Peripherals and Software 
Other peniwnt information 
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6.5.2 Sales Plan for Phases 1, 2, and 3 Exits (Pre-Product 
Announcement Outline) 

The purpose of the Sales Plan is to alert SaIes functions; solicit support for 
products yet to be announced; and to establish criteria for a successful, well- 
integrated product introduction. In addition to Sales inputs h m  the Geographies, 
the Product Captain shall obtain Marketing inputs Eran the NAB Tkam’s 
Marketing Plan. 

The Sales Plan describes how and where a product will be sold, documenting 
programs (initial and Continuing training, announcement day activities), channels 
of distribution, selling costs, initial volumes, and suggested positioning. 

SALES PLAN OUTLINE FOR PHASES 1,2, AND 3 

* Refer to the Sales Impact and Requirements Document Wine for detail. 
(Subhersding 6.5.1) 

* 1.0 INTRODUCTION 

* 2.0 MANAGEMENT SUMMARY 

* 3.0 PRODUCF ASSUMPTIONS 

4.0 ANNOUNCEMENT CHECKLIST 

The checklist focuses and monitors issues that center on announcement readintss. 
The folluwing committees consider them important for announcement: 

MSSC - Marketing Sales and Strategy Committee 
PAC - Pricing and Announcement Committee 
ASC - Announcement Strategy Committee 
FLC - Field bunch Committee 
PCA - Press, Consultants, and Analysts 
MAB - M&ting AdVis~y Board 
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SALES PLAN ouniw FOR PHASES I, 2, AND 3 (contin~ed) 

There are four sections to ?.be checklist. TAe content of each cheeklist is the 
responsibility of the following: 

The prodact Captain and Ihe Product Manapr begin the ASC checklist activith 
six months in advance of the scheduled product announcemenl W. Sac the 
Coporale Ptuducr Inwducrfan Guide for m p J m  of theat checklists. 

5.0 DETAILED SALES ACTION PLAN 

This is a call-to-actiw driven by the Producl Captain to ensum that the prodoct 
achieves iui inaoducdm objectives. Develop this plau according to the following 
format: 

Goal Action Performed TtJtFor Dateof priority 
Item BY ~ p l e t i m  completion LowMed/Hgb 
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6.5.3 Sales Plan Outline for Phase 4A and 4 8  Exits (Post-Product 
Announcement Format 1 

The purpose of the phase 4A and 4B Sales Plan is to interne Corporate and 
Sales Field functions into a comprehensive set of action items to ensure that 
revenue and unit plans am met through product phase down. This format is used 
for products in the m m @  state of their life cycle. 

SALES PLAN OUTLINE FOR PHASES 4A AND 48 

* Rekr to the Sales Impact and Requirements Document Outline for detail 
(subheading 6.5.1). 
** Refer to the outLine of Sales Plan for Phases 1,2, and 3 for detail (subheading 
6.5.2). 

1.0 

* 2 0  

3.0 

40 

m 

c* 5.0 

INTRODUCTION 

MANAGEMENT SUMMARY 

PRODUCT ASSUMPTIONS 

PRDDUm ANALYSWPERFORMANCE 

Business Sizing 

Statns Against Plan 
M a t i o n  From Plan 
Supply Issues 
Fmcast Issues 

DETAILED SALES ACTION PLAN 

morical sales Analysis 
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Chapter 7 

CUSTOMER SERVICES 

7.1 PURPOSE 

Customer Services includes Field Service, So€tware Services, and Educational 
SerViCeS, 

Customer Services provides an evaluation of the pmdua impact on training 
needs for Educational Services, professional sedces for S o h a r e  Services, and 
mmsdial and installation services for Field Service. They develop product service 
strategies and influence product goals through reliability and maintainability 
requirements, and availability features. These service strategies feed the service 
development process. Customer Services attemp to integrate seervice strategies 
with the Product Business Wnit (PSU) or sponsoring organization strategy, in 
order to optimize Digital’s ability to competitively meet customer needs. 

Customer Services Systems Engineering (CSSE) is usually the Customer services 
representative to the Corporate Phase Review Process. To meet the service 
delivery needs of Digital’s customers, CSSE represents the needs of Field Service 
Educatimal Services and Field Service in the planning, development, and phase 
down of Digital’s procfucrs. CSSE wodcs closely with Educational Services and 
Software Services as their activities inffuence Field Service. 
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Tbe Softwm sentices (SWS) business now involves Professional stmias, 
including custom applications, cortsnlting, and residencies, SWS a b  have theit 
own engineering function and, a$ such, develop carporste products. In addition, 
SWS perfvrms a pxe-sales function far the sales organidon, &evelops sentice 
package for selected products, and maintains an Applications Software Solutions 
and Exjwtise l’kmsfer Service (ASSETS) library to serve as foundations for 
customer solutions. 

7.2 FUNCTIONAL RESPONSlBlL1TIES 

Customer ServiceS’ responsibilities rn to: 

DeveIop system, product, lwal- and wide-area netwodcs, &mbility 

implementation. 
Develop service and support plans to ensure that products can be sentid by 
field support organiz&ons. 
Ensure integration of service strategies with PBU or sponsoring organirption 
strategies to optimize Digital’s ability to meet customer me&, 

by providing appropriate sewice tools such as diagnostics, documentation, 
Itrainin& and spare pam. 
Provide Corporate-Level back-up and support to the Servicesg arganiz&tiws. 
Manage senrice perfomance h the field throughout the product’s We cycte. 
Monitor service metria against goals and make, if necessnry, appropriate 
recmmendatiollg to alter h e  product or product mvices, 

requirements, and plans that address sewice impact, squirements, and 

Ensure &Id preparedness to sppport the pmhct throughout its li& cycle 
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7.3 CUSTOMER SERVICES ACTIVITIES AND 
DELIVERABLES 

Ergurc 7-1 shows the deliverables and activities of Customer Senrim within the 
Phase Review Process. 

Figure 7-1 : Customer Services Activities and Delkerablerr 

I 
- .. 

PHASE 

I I 
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7.4 EXECUTING AND EXITING EACH PHASE 

Each phase in the product's life cycle provides a mechanism for the systematic 
review of proposals, plans, and results in a manner that allows for controlled 
funding, ~ e s o u ~ c e  allocation, and project approval. 

For each phase in this chapter, there is a list of Exit Criteria, supporting Activities 
and a set of questions that serve as memory joggers €or the Customer Senices 
Projed Manager. These questions are not all-encmpassing; their purpose is 
to stimulate the thought process and surface issues as early as possible in each 
phase. 

7.4.1 Phase 0 - Strategy and Requirements 

Objective: Develop a Services Impact and Requirements Document. This 
document includes the following: 

r Product impact on services 
r Business goals and impact - Anticipated service strategy 
* Serviceability requirements 

Reliability, Availability, and Maintainability Program (W) and metria 

7 4  CUSTOMER SERVICES 



7.4.1.1 Phase 0 ExH Crileria 

Services hpau and Requirements Document written, reviewed, approved, and 
published. C W s  provided to Le lProduct Manager for inclusion in the product 
Requirements Document, 

Senices Impact and Requirements Document Executive Summary provided to 
the Product Manager for inclusion in the phase 0 Business Plan. 

Copies of approved Phase 0 Cuamer Senices exit plans mubmirted to the 
Product Manager. 

7.1.1.2 Phase 0 ActlvHles 

Write tbe Services Impact and Requirements Document. 

Evaluate the Product and MaAcet Requirements Documents to detemniw 

- HOW this product fits Within the cumm service strategy 
What, if any, new pieces of the Servioe Strategy need to bt m t @ d  or 
modified 

Become knowledgeable of future seervice strategies 50 as to u-and the impact 
of this product on long-range service goals, 

Create seruiceability and RAMP goals for the product. 

Worir with #e product ?kam to understand the constraints a d  lraqnrirwnwrts of 
P- Pr0d”c-t. 
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7.4.1.3 Phase 0 MmOV Joggers 

What is the product’s antidpated madcet life? 

What is the product’s anticipated senrice life7 

Is the design compatible with existing test strategies d by Services? 

Tf this design has been used in the past, what was its service cost breakdown? 

What are &e elrpected yearly build rates fm the life ofthe product? 

What effect WiIT geographical markets have on support of the product? 

Has the Customer Services Team been formed7 

What are the Customer Senices requirements for the total product? Include 
packaging, pricing, diagnostics, doaunentation, and tedng. 
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7.4.2 Phase 1 - Planning and Ptelimlnary Deslgn 

Objectives: Develop Customer Services Plan dccting businea goals and 
sewice strategies, seniceability goals for both product and *mice delivery, 
training intent, and estimated service pricing. 

~ 

7.4.2.1 Phase 1 Exit Criteria 

Services committed to supporting the product. 

Assumptions and requirements evaluated since the phase 0 exit. Functional plans 
updated and sigdicant changes communicated to the product Team. 

phase 1 Chstomer Services Plan Written, revkwd, approved, and published. 

Exemlive Summary of the Customer Services Plan included in the Phase 1 
Business Plan. 

Copies of approved Phase 1 Customer Services exit plans submitted to the 
product Manager. 

7.4.2.2 Phase 1 ActivRles 

Analyze functional sped&orts, focusing CHI meeting hardware anaor softwm 
goals. 

Analyze the prodact’s quality goals to determine how well they support service 
goats, including ProbIem Free Installation (El), measured Mean Time Between 
F d m s  (MIBE), and revision management. 
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Annotate the Servim Impact and Requirements Document with Engineering’s 
commitments. 

Work with Engineering to include a p e d  upon senrice requirements in h e  
product. 

Work with Engineering to include plans for testing the product with configura- 
tions representative of the intended user environment, comptemenwy hardware 
and software products. 

Work with Educational Services to determine training quimments. 

Supply the Product Manager with the estimated number of units requkd to 
support Phase 2 and 3 service activities. 

Work with Software product Services I S H )  and Hardware Fmdua Services 
(HPS) to estimate service pricing, as required. 

Assist Field Service Logistics (FSL) with their material planning needs. 

Work with Field SeMcc Geography Planning pups on their senrice deli- 
plans. 

With Custmer Senrims Team, agree w Services’ Phase 1 Exit Criteria 
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7.4.2.3 Pham 1 hkmaqf Joggera 

Have yw evaluated &sign specifications and prwposed specification changes to 
support the Services strategy? 

Has the prudua been introduced on the New Product Planning Data Base 
(PASS17 

Has a replacement pmdud been identified for this product? 

Is there a strategy for product evolution or migration? 

Is a GOYIVGUV~ adon system pl;mned that directly lwrS to the approprfate design 
suppa org9nizatiOll7 

Has a time-phased sctiedule becn prepared that outlines the key elements required 
for sucoessful implementation of a product support plan? 

Are self-test features incorporated into the product design7 

What is your estimated Mean Tune Between Failures (MTBIF"J and Mean Time to 
Install Cryrm) for product hardware? 

For product software, what is your estimated Mean Time Between CalI (M7BCh 
M'ITI, and Softwate Problem Report (SPRYQTR? 

What Is the update frequency and cost of media'? (Softwm) 
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What is the anticipated c o n m  penemtion and mix? 

What level of service is planned for OEMs, distributorn, and end URTS? 

Is a license agreement involved wiih the senicing of buyout products? 

What percent of the product will require buyout spares? (HaTdwam) 

Have YQU received and evduated the Educational Sewice Strategies and 
Requkments Dmments? 
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7.4.3 Phase 2 - Implementation and Design 

Objectives: Delive~ an updated Customer Services Plan. 

Prior to Phase 2 exh, Customer Services delivers an updateU Customer Services 
Plan including: 

ServiceDeliveryPlan 
S e M c e ~ r a t i O n s P l a n  
Trainingplan 
Logistics~an 

7.4.3.1 Phase 2 Exit Criteria 

Assumptions and requirements evaluated since the Phase 1 exit. Functional plans 
updated and significant changes commudcared to the Product Team, 

Customer Services m9n updated, induding Service Delivery, service Operations, 
'h ia ing,  and Logistics (hardware) Plans. 

Serviceabili~/hWntainabiity Test Plan written, reviewed approved, and pub- 
ligw. 

Field Test support commitments completed. {Software) 

Customer Services Plan Executive Summary included in the Phase 2 B~sinetw 
plan. 

Copies of appved Phase 2 Customer SeMces  exit plans submitted to the 
R d u c t  Manager. 
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7.432 Phase 2 Actlvitles 

Review the design to ensum that committed Servkes requirements have been 
implemented, 

Evaluate prototype against senrice quirements. 

Evaluate qualification plans for sewice wncems. 

Evaluate documentation drafts. 

Execute Part 1 of the ServiaabitiryFIaintaininabillty Tkst Plan to ensure that the 
praduct is ready for Field 'Wt.  

Pmlicipate in Field Test Plaruling. 

WI~I Castomer Services Team, agree on Services' Phase 2 Exit Criteria 

7.4.3.3 Phmse 2 Memory Joggers 

Has the FRM Tes~ strategy been provided for the product? Has a Ficld Tkst PIan 
been written? 

P a syatem in place to obtain feedback reports for field test sitm? 

Have yo0 reviewed zhe final specifidms? 

Do special service tools need 10 be purchased or designed? 

b special product installation required? 
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Wfll storage and packing strategies meet your needs for site installation7 

Has the Training Plan been updated? 

Is a system in place to verify and certify the adequacy of training (both content 
and quantity af resources trained). 

Is a process in place to update seMce manuals and associated documents? 

Is any special site specification requited? 

Is any suppwr subcontracted7 Does the contract specify revision management 
control requirements? 

Are you negotiating support contracts for a l l  Geographies whelg the product will 
be sdd? 

For hardware pnMluCts: 

Have prototypes and first production m&ls k e n  evaluated against service 
requirements? 

Does the self-test cwerage provide useful diagnostic feedback for pmdua 
repain 

Has the Logistics Plan been updated? 

Have spares forecasts been placed on Manufacturing? 

How will the stock of spare parts be maintained in the plants? At the 
distribwlors? At repair centers? 

How many parts or components will be interchangeable? 

Is QEC STD W-0 Project Specifcution infomation available from 
Engineering? 

Have contracts been signed for spares acquisition? 

Is Revision Management Documentation available $om E;nginaeringl 
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7.4.4 Phase 3 - Qualification 

Objective: ptepare Customer Services for product service. 

Prior to Phase 3 exit, Customer Services will deliver the final Customer Services 
Plan including: 

Service delivery commitment 
9 Training intent md/m PIan 

Logisticssan 
9 Field readiness assessment 

' service pricing approval 

7.4.4.1 Phase 3 Exit Criteria 

Assumptions and requirements evaluated since the Phase 2 exit. Functional plans 
updated and signilicmt changes communicated to the prodpct Team. 

Service organizalions prepared to service the product in all cfeographies where 
the product will be sold 

Customer Services Plan completed. 

Problem reparting pmedms opedmal and communicaxed to the &Id. 

Maynard List Price W), Software P d u c t  Description (SPD}, and New 
Roducts Fcmn [NPF) approved. 
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Customer Sewices Plan Executive Summary included in the phase 3 Business 
Plan, 

Copies of a p v e d  Phase 3 Custwrm Services exit plans submined to the 
h o d U C t  MiUIZiBeC 

'1.4.92 Phaaa 3 AdivRiss 

With Customer Services Barn, a w e  on SeMoes' Field Readiness. 

Evaiuate Field %st results for pmduct readiness. 

Report Serviceabilicy/Maintainability Rst results. 

Monitor all Engineering Change W e t s  @COS) for Services impaa, including 
assesing need for Field Change orders {FCQS). 

Evaluate pricing and Announcement Commitwe (PAC) proposal for announce- 
ment and FRS readiness. 

Ensure that release copies of diagnostics, documentation, and identified software 
am! made available to appropriate Service personnel (such as support centers and 
diJtricts) in t h e  to suppon initial product shipments. 

With Customer Service 'Jkam, generate Post-FRS reliability monitoring q u h e -  
ments. 
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7.4.4.3 Phase 3 Memory Joggers 

Has the Customer Services Plan been updated7 

Is documentation available to Service organizations that accurateIy depicts the 
product being shipped? 

Have you reviewed the serviceability and maintainability of the product? 

Has a field Test Evaluation Report been written? 

Are training and trained resources in place lo suppmt the product? 

For hardwafe pmduets: 
Has site management information for the product been communicated to the 
field? 

Has environmental information been provided to the field? 

Is interchangeability in the field assured? 

Are spare p m  in pIace to support the product? 

Is a system in place to ensure that spare parts will be compatible with the 
hardware configuration fur which they are to be used? 

Is a  pair plan a p e d  upon7 

Have Automatic Distribution System (ADS) kits been approved? (Software) 

Have support starter kits been distributed to the field? 
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7.4.5 Phase 4A - Ramp-Up 

Objective: Ramp up service activities to meet steadyatate ~ r v i c e  plm. 

~- 

7.4.5.1 Phase 4A Exit Crilerla 

Assumptions! and requirements evaluated since the Phase 3 exit. Functional plans 
updated and significant changes communicated to the Rroduct 'hm. 

Execute Customer Senticzs Plan. 

Achieved aeady-state sewice capabifizy worldwide. 

Copies of approved Phase 4A Customer Services exit plam submitted to the 
Product Manager. 

7.4.5.2 Phase 4A Activities 

Ramp up ktining and material availability to meet the steady-state service plan. 

Monitor all ECOs fw sewices impact and assess need for FCOs. 

Monitor service metrics against goals. 

Monitor service penetration against plan 

Monitor service deeliwry implementation ag& plan, 
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7.453 Phase 4A Memory Joggers 

Has Support Engineering committed to support Services” problem reporting 
systems (such as Common Log Desk (CLD), Problem Resolution and Information 
Systems Management (PRISM), or Technical Enformation Management Exchange 
(mu? 

7.4.6 Phase 48 - Steady-State Operation 

Objective: Frovide steady-state service levels, monitor Service activities against 
p l w ,  and orchestrate change as necessary within Services. 

7.4.6.1 Phase 4B Exit Criteria 

Customer %vices product Phase Down Plan written, reviewed, approved, and 
published* 

Customer Services Plan Executive Summary inclu&d in Ihe Phase 4B Business 
Plan. 

Copies of approved Phase 4E Cuslomer Services exit plans submitted to the 
Product Manager. 
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7.4.59 Phase 4B Activltleo 

Review all functional Fwduct Phase Down (PPD) plans including those from 
product Management, Enginwring, Manufacturing, Marketing, and Sales. 

Monitor all ECOs for services impact, and assess need for FCOs. 

Review service pricing to maximb senice revenue. 

Rwiew service offerings for new opportunities. 

Look Far ways to maximize remlts (to do better than planned). 

Assess the FieM Service Business impact. if any, of implementing ex- 
inventory disposition programs. (HaFdware) 

Develop the long-range Installed Base Forecast. 

Negotiate with Manufacturing on excess inventory disposal. (Hardware) 

Monitor service metria against goals. 

Monilw Servioe penetration against plan. 

Monitor service delivery implementation against plan. 
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7.4.6.3 Phase 48 Memory Joggers 

If applicable, has the PEW M sponsoring organization manager negotiates the 
transition of product management responsibilities? 

Have you met with Training to review training arategy and implememation? 

Have you nWled Training and Doamentation of changes in servia strategy? 

Has the mast cost effective and long term lo@ics strategy been determined? 
(Hardware) 

Are long tern product material requirements sufficient? 

Do contingency plans exist for ongoing manufacturing? (Hardware) 

Have you investigated self-mainmanee demands for modules, docmne~'~ntatiw. 
and diagnostics? (Hardware) 

Have yw determitaed a deinstallation .straEgy7 

Have you evaluated the feasibility of CSSE providing engineering-level support? 

If the pmduct is software, have ym consided transferring it to an alternative 
development group such as Maturt Software Services? 

If the product is software, have you deleted "H" kits and moved service items to 
maintenance only? 

Has the Services phase LRwn Tkmplate been entered into the P l d g  Automated 
Support System CpASS)7 
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7.4.7 Phase 5 - Product Retirement (Service Continues) 

End of Sates L ik  and Ongoing Field Service Support 

Objective: During Phase 5, Customer Services supports the Field Service 
produd Phase Down (PPI31 philosophy, which states: 

"As business ~ ~ I ~ I I C X S  with our customers. and for as long as there is a customer 
need, we will continue to support Digital hrdwam and software praduas, or 
develop wtmer-specific solutions, when the Digital standard service o€k&gs 
are no longer available." 

7.4.7.1 Phase 5 Closure Craerla 

All services cease" 

7.4.7.2 Phase 5 Activltles 

Identi@ fixused Product Ram representatives responsible for developing 
account-specific End+f-ILife (EOL) programs. 

Look for ways to maximize results (to imprwe on papt performance). 

Provide ongoing cmtomer suppoa. 

Ensme material availability for expected sewice life of the product. 

Review results of the Customer Services Product Phase Down Plan to determine 
customer satisfaction. 
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If service is Io be discontinued, sponsor a proposal to: 

9 Eleld Services Pricing and hxedurrs Committee CFSPPC) 
field Services Policies and P r o c e d ~  Review Committee IFSPPRC) (if 
reviewed by Field Service Management Committee (FSMC) for high impact 
or precedent setting proposals) 

If the Corporare product phase Down Plan states that product responsibility 
transfers to Field Service, obtain approval f h n  the other Field Service groups 
that Field Semite is ready to accept designated msponsibility, 

7.4.73 Phase 5 Memory Joggers 

Have yw worked with Geographies to sponsor $IC FSPPC! retirement ptoposal? 

Have the geographical mas executed account-specific End-of-Life programs 
lhmugh the Product nam? 

Have y w  investigated the centralizaticN1 of field suppurt resoarces? 

Has a Sales Migration Plan been implemented? 

Should standard s d c e  t e r n  and commitments be EVW? 

Has self-maintenance support ended7 

Has the software product been considered for transfer to the DECUS Public 
h a i n  Libmy? fiinaries or sources) 
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7.5 REQUIRED CUSTOMER SERVICES DOCUMENTS 

The wenriews and outlines contained in this section sem as guidelines for 
creation of the pIans and documents used by the Customer Setvices Manager 
in suppoa of the phase Review €Wcess. The outlines present the minimum 
requirements for Customer SeFrices plans and documents fur Phase Exit appmd. 

Tlme content, style, and scope of the plans and dmurnents described herein may 
vary for hardware and software prducts, and across Customer Services Group. 

This section b c r i b e s  the fullowing p h :  
9 - CumerServicesPIan 

Services Impact and Requimnents Doamem 

- somare cwtmer services Han 
- Hardware Customer Services Product Plan 
h t m e r  Scrvices Phase Down Plan 
- Customer M c e s  Hadware product Phase Down Plan - High Impact 

Products 
- custcxner Services Hardwam Producr Phase Down Plan - Law Impact 

~ U U S  

- Customer Semias Software prod\lct phase Down Plan - AU producls 

NUTE 

Contact J0KUR::SMC regarding problems copying these fles. 
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7.5.1 Services Impact and Requirements Document (Phase 0)  

OVERVIEW 

* 
* 

* 

Assess the product impact on Customer Services' business guals. 
Provide timely, reeliabk technical infomation on product service needs to 
help make decisions on product development and set ptoduct goals, 
Ingease customer satisfaction with Digital products and services. 
Improve the seniceability of Digital products. 

Who is Responsible: 

The designated Customer Services Manager. 
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SERVICES IMPACT AND REQUIREMENTS DOCUMENT OVERVIEW 
(continued) 

When Required: - The approved Services Impact and Requirements Document is Rquired 
to exit Phase 0. and is annotated at the end of Phase 1 10 reflect actual 
Engineering commitments. 

Re la t ioap  'Ib Other Plans: 

SetvicePlan 

The product requirements agreed to and incoqwrated in the Services Impact 
and Requirements Document are part of the Senrice Plan, 

Functional Specification 

Product requirements an input to the EundionaI Specification. 

Where Recorded: 

Customer Services Systems Engineering (CSSE) New product Planning 

CUSTOMER SERVICES 7-25 



SERVICES 1MPACT AND REQUIREMENTS DOCUMENT OUTLINE 

1.0 

1.1 
1.2 
1.3 

2.0 

3.0 

40 

5.0 

6.0 

6.1 
6.2 
6.3 
6.4 

EXECUTIVE SUMMARY 

SUMMARY OF SERVICE IMPACT AND REQUIREMENTS 
SUMMARY OF PRODUCT METRIC3 
SUMMARY OF RISKS AND CONCERNS 

PRODUCT SUMMARY 

IMPACT ON SERVICES 

SERVICE STRATEGY 

SERVICE BUSINESS GOALS 

SERWCEABTWTY REQUIREMENTS 

INSTALLATION 
REMEDIAL SUPFQFtT AND/OR REPAIR 
TRAIMNG 
MATERIAL REPAIR 

7-26 CUSTOMER SERVICES 



SERVICES IMPACT AND REQUIREMENTS DOCUMENT OUTLINE 
(continued) 

7.0 SERVICEABILITY GOALS 

7.1 IMXUMWTmON 

7.1.1 Product 
7.1.2 Sources 
7.1.3 Customer Communication 
7.1.4 Service Cmmunicaiions 

7 2  FUNCT’IUNTESTS 

7.2-1 Dernonstr;lbion Programs 
7.2.2 bstallatim Certifmttion Procedm 
72.3 Benchmarks 

8.0 RAMI’ AND METRIC REQUIREMENTS 

8.1 INSTALLAnUN 
8.2 CALLS 

8.2.1 On-Site 
8.2.2 Remote 

Simpre 
Complex 

8.3 w m m  
8.4 TRAI”G 

9.0 RISK8 AND CONCERNS 
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7.5.2 CUSTOMER SERVICES PLAN (PHASES 1 THROUGH 3) 
HARDWARE or S O W A R E  

NOTE 

Use the overview below with the hardware OT software outline shown 
on succeeding pages, depending on the product. 

OVERVIEW 

purpose: 

The p u p e  of the Customer Services plan (hardware or software) is 
16 document the Customer Services delivery commirments, The plan 
is the outcome of the Customer Services Product Planning Process. 
This proms is the communications vehicle used by the various 
Customer Services groups responsible for emuring congmency 
beween Customer Services delivery strategies and P5U product 
strategies. 

Audience: 

- Manufacturing Planning - ProduaManagement - M e t i n g  
Sales 

W o m e r  Services Geography Planning and support groups 

7-28 CUSTOMER SERVICES 



CUSTOMER SERVICES PLAN (PHASES I THROUGH 3) 
HARDWARE OR SOFTWARE (cont'lnued) 

The Customer Services representative on the product Ram, with 

depending on produd type: 

CSSE 
* Educational Services 

Flld service Logistics 
s o ~ a r e s e r v i c e s  

inputs from repreSentafive3 Emnl the organizatiow listed below, 

Geography Planning G m p s  (U.S., Eumpe, GLa) 

The Customer Services Plan is the Customer Services input to the 
Coprate Phase Review Process. 

Customer Services Systems Engineering (CSSE) New prodact 
manning 
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SOFWUARE CUSTOMER SERVICES PLAN OUTLINE 

1 8  MECUTM%SwMMARY 
PLAN SUMMARY - Brief desaiption of product, marketing, and &ce 
-3-Y * 

BUSINESS WACT STATEMENT - Relationship to, and position in, the 
family business strategy. 

KEY AND CRITTCAL ITEMS - Key risks, COI~CCTI~S, option issues. 

2.8 PRODUCT RECORD 

Record of information containing key fields, such as: 

productphase 
PACcategory 

* Service impact category 
Corporatebackupgroup 
Field Test, Announcement, PRS &ks 

2.1 SERVICE DELIVERY PLANNING INFORMATION 

Record containing information neoessary to deliver services. such as: 
* Product ddonships to other products 

Hardware and/or software prerequisites - Volumenumbers 
Support tods available or planned 

' Skill set required to provide support 

2.2 BUSINlkSS CHECKLIST 

Record containing information on service business planning, such as: 
* 

servicesplanned - Standardvs. non-standardservices 

Service revenue anticipated over two years 
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SOFTWARE CUSTOMER SERVICES PLAN OUTLINE (continued] 

2.3 PRODUCT SERVICE BUSINESS INPORMATION 

Record containing information on intended services, such ms: 

SeMceoEerings 

Problems per n?gistered customers 

Impact on Software Product Senrices {SPS) 

Customer base 

2.4 GEOGRAPHY (U.S., EUROPE, QLA) SERVICE DELIVERY CALL 

Records containing information on how the three Geographies intend to support 
the pruduct, including primary and secondary support €or remedial and installation 
activity. 

FLOW MATRIX 
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HARDWARE CUSTOMER SERVICES PRODUCT PLAN OUTLINE 

1.0 DIAGRAM 

Sections 1,O through 2,O me the responsibitity of Fwld Service product 
Management. 

Picture of actual product. 

1.1 EXECUTIVESUMMARY 

1.1.1 Plan Summary 

Brief description of product, marketing, and d c e  strategy. 

1.1.2 Business Impact Statement 
1.1.3 Key and critical Items 

1.2 

Consists of business goals and objectives, shategies to meet sods, Field Service 
pricing firm, 5-yea~ pmfit/loss statement, with bnal-even quarter, and the 
p m s s  used to measure goals. 

r.3 FINANCIAL AN&YSIS 

Consists of Life Cycle Business Management (LCBM) madtet Basic Monthly 
Charge (BMC) runs, LCBM sensitivity runs, CSSE cust-driven LCBM runs, pnd 
technical ri&. 

SERVICE BUSINESS PLAN AND ANALYSIS 

2.0 MARKETING PLAN AND AN&YSB 

Consists of 5-year projected produa sales; service product9 affetad, any special 
reguin?ments, #ems or conditions; identified hatdware delivery channels; and 
identified markets in which Digid  is competing. 

Also Lists promotiunal schemes and d e b s  major accounts, if available. 
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HARDWARE CUSTOMER SERVlCES PRODUCT PLAN OUTLINE 
(continued) 

3.0 SERVICE OPERATIONS PLAN 

Responsibility of CISSE. 

Include a product description and block diagram, and describe architecture, as 
applicable, Describe physical characteristics, service features, and configuration 
diagram. 

3.1 PRIMARY SERVICE PLAN 
Initial service delivery, product repair smagy, remote diagnosis features avail- 
able, maintenance goals, such as MTBF and MTTR, preventive maintenance, 
environmental and power requirements, physical layout, in#.;tallation and accep- 
tance procedures, service engineer profile and skill set, toots and test equipment 
requirements, documentation, diagnostics, S Q ~ ~ W U ~ ,  and data collection methodol- 
ow. 

3.2 SzmpoRT SERVICE PLAN 

Support mtegy, revision control/cmpatibility, tools and SUUS required, test 
equipment and service aids. support level documentation. 

3.3 LOGlSTTCS PLAN 

Strategy, RSL/ARL repair source identification, kit information, field ordering 
information, kit/op#ion ratio, kit availability, FflU repair swrces and cat, loose 
piece ordering information, option swap, capital equipment, test equipment, tools, 
look-dike strategy, material feedback plan. warranty plan, and logistics flow, 

3.4 SERVTCETRGINZNGPLAN 

Responsibility of the Training Project Manager. 

Focuses on service delivery methods, strategy, population, prerequisites, student 
volumes, h t  level and support level training, documentation, and implementa- 
tion, 
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HARDWARE CUSTOMER SERVICES PRODUCT PLAN OUTLlNE 
(continued) 

3.5 CUSTQMERTRdI"(s 
Responsibility of the Training Project Manager, 

3.6 CONTINUATION ENGINEERING 

Responsibility of CSSE. 

Includes FCO stntegy. 

4.0 SERVICE DELWERY 

Responsibility of Field Service product Management. 
Include service deliwry method, problem management system, p+xmract 
inspection, option level swap strategy, escdaiion procedures, and revision 
management. 

5 0  OPERATIONS AND ADMINISTRATION 

Responsibility of Field Service product Management 

Inclub business reporting and measuments, call administrsrion and labor 
"porting, warranty administration, warranty terms and conditions, contract 
adminismlion, revenue mckhg, and billing requirements. 

6.0 MJSCELLANEOUS A'ITACHMENTS 

Responsibility of Field Service Product Management 

IncIude pre-contract inspection form, key contam for field, referenms, and 
envirmental specifications. 
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7.5.3 Customer Services Product Phase Down Plans (Phase 48) 

OVERVIEW 

NQTE 
The following overview applies to the three plans outlined In this section: 

Customer Services Hardware Product Phase Down Plan - High-Impau 
Products 
Customer Senices HardwaFe Product Phase Down Plan - Low-hpact 
products 
Customer Servias Softwm Product Phase Down Plan - All Plloductg 

Purpose: 

The purpose of a Pmduct Phase Down Plan is to document the Customer 
Services Phase Jhwn commitment for the producr 10 be tetbd from sales, 
and to pian for ongoing s u p p ~ .  The Customer servicw Product Planning 
Process is the cmmmunicat+ms vehicle used by the viubus Customer Services 
p u p s  responsible for ensuring congruency between Customer Services &livery 
strategies and PBU product strategies. 

All Customer Service Product Base Down Plans include: 
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CUSTOMER SERVICES PRODUCT PHASE DOWN PLANS OVERVIEW 
(continued) 

Audience: 

Customer Services Geography Planning and support groups 
Manufacturing Planning 
RoductManagement 
ImIketing - Sales 

Who is Responsible: 

The Customer Services representative on the Product Team, with inputs h m  
qmsentatives &urn the organizations listed below, depending on product type: 

CSSE 
Educational Sewices 
Field Service Logistics 

' softwareservices 
9 Geography Planning Groups W.S., Europe, GIA) 

When Required: 

The Product Phase Down Plan must k completed by Phase 4B Edt. 
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CUSTOMER SERVICES PRODUCT PHASE DOWN PLANS OVERVIEW 
(continued) 

Relationship To Other Activities: 

This plan is the Customer Services' @ut to the Corpora@e Phme Review Process. 

Where Rmxded: 

Customer Services Systms Engineering (CSSE) New Product Planning 
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CUSTOMER SERVICES HARDWARE PRODUCT PHASE DOWN PLAN - 
HIGH IMPACT PRODUCTS OUTLINE 

COVERSHEET 

Include name, date, organization, and revision. Label JHgital Internal Use W y  
at the bottom as s h m  in the following example: 

CUSTOMER SERVICES 

ptroduct Phase Down Cover Shed 

Name: 

Date: 

Oqmizaticm: Revision: 

FOR DIGlTAL INTERNAL USE ONLY 
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CUSTOMER SERVICES HARDWARE PRODUCT PHASE DOWN PLAN - 
HI013 IMPACT PRODUCTS OUTLINE 

FOREWORD 

Purpose of document. 

1.0 EXECUTIVE SUMMARY 

Limited to one page. Includes: problem statement, hi@lights, background 
information, concldon, and necommendations, 

2'0 OVERYIEW 

lphasedmschedule . Migratimstrategy 

Brief description of product, inchding models. 
Responsibilities of Ram members (Customer Sewices Team) 
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CUSTOMER SERVICES HARDWARE PROUUCT PHASE DOWN PLAN - 
HIGH tMPAG1 PRODWCTS OUTLINE (continued) 

3.0 FIELD SERVICE PRODUCT PHASE OUT OBJECTIVlES 

Field Sewice standard service offerings with emphasis on changes q h d  to 
support the PBU business strategy. 

Material {spares) objective 
Customer satisfaction 

Financial 5-year forecast 
- Contract volume 
- SentiCeNOR 

- Contribution margin 9% 
- Geographicaldistribution 

- MSE 

4.0 BUSINESS STRATEGY (Hardware or Software Prodnct Strategy) 

ptoduct migration strategy (from PBU Product Manager). If SPSBSC or FSPPC 
proposals will be made to obtain approval for the p d m t ' s  phase down strategy, 
show key highlights. 

FSPPC proposal highlights 

- 
current 

Key accounts (h PBU and FS Product Manager) 
Service offering (by area business support groups) 

* Proposed 

cmtingency plans 
Geographicalimpact 
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CUSTOMER SERVICES HARDWARE PRODUCT PHASE DOWN PLAN - 
HIGH IMPACT PRODUCTS OUTLINE (crsntlnd) 

5.0 PRODUCT SUPPORT PLANNING (HARDWARE AND 
SOFTWARE) 

5.1 LOGISTICS PLAN 

5.2 TRAINING PLAN 

Customer 
Internal 

5.3 DCCUMBITmON PLAN 

5.4 PRODUCT MGMT PLAN (PEW AND PS) 
5.5 REMEDML PLAN FOR FuTullE 
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CUSTOMER SERVICES HARDWARE PRODUCT PHASE DOWN PLAN - 
HIGH IMPACT PRODUCTS OUTLINE (continued) 

6.0 CONCLUSION/RECOMMJA~~NS 
6.1 CONCLUSION 

Business oppcmtunities/directitions (customer impact) 

Cmmitment to review seMce offerings 

Riskanddependencies 

7,11 COMMUNICATIONS STRATEGY 

Field Implementation Plan (FIP) 

sALEsmm 
DECSTUFF 
Other 

Planning Automated Support System (PASS) 

8.0 REFERENCES 

Other plans for further information: 

Manufacturing Phase Down Plan 
Marketing Migration Plan 
Sdes Phase Down Plan 
Corporate Phase Down Plan 
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CUSTOMER SERVICES HARDWARE PRODUCT PHASE DOWN PLAN - 
LOW IMPACT PROQUCTS OWTUNE 

1.0 PRODUCT-SPECJFIC INIWRMA~OIY 

1.1 PRODUCT DESCRIPTION 
1.2 PBU PRODUCT MANkGEMENT (Long-Term Plan) 
1.3 MIGRATION STRATEGY 
1.4 PRODUCT PHASE DOWN SCHEDULE 

2.0 SERVICESPECIFIC INFORMATION 

2.1 
2.2 CUSTOMER SERVICE TEAM MEMBERS 
2 3  LOGlS'J?ICS PLAN 

Service Life Cycle Forecast 
9 %If-Maintenance Support 

2.4 7 " G  F" 
2.5 D O m m m O N P L A N  
2.6 PRICIPJGPLAN - 
' Eco/Fm 

. Diagnostics 

PIELD SERVICE PRODUm PHASE DOWN PHILOSOPHY 

Common Log DesWProblem Resolution and Infomation Systems 
Management (CLWFRISM) 

Design Problems (Long-Term Engineering Suppott Plan) 

' contingency PlanSlRisk3 

2.7 COMMUNICATIONS PLAN 
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CUSTOMER SERVICES SOFTWARE PRODUCT PHASE DOWN PLAN - 
ALL SOFTWARE PRODUCTS OUTLINE 

FOREWORLPURPOSE OF DOCUMENT 

Statements about Field Service retirement philosophy, the audience of the 
document, and why Customer Services input is important to the decision making 
process. 11-2 paragraphs) 

1.0 OYERYIEW 

1.1 PRODWCr DESC3UPTION 
1.2 mmREMENr DECISION BASIS 
1.3 OTHER PROQUm DEPENDENCIES 
1.4 MIGRAmON STMTEGY 
1.5 PHASE DOWN S C H E D U  

Note: The above information is fwnd il documents produced by the PBU 
Prduct Manager. Topics are Iisted here to put the plan in context. 

2.0 FIELD SERVICE PRODUCT PHASE DOWN INPUTS 

2.1 CURRENT SERVICE OFFERINGS BY GEOGRAPHY 

2.2 CURRENT CONTRACT VOLUMES BY G l 3 ) G W W  

2.3 SERVICE NET OPERATI" REVENUE (NOR) OR OTHER 
AVAILABLE APPROPRlATE FINANCIALS 

2.4 SSC OR ESFTC APPROVALS REQUIRED, SCHEDULED 
DATES, PROPOSAL HIGHLIGHTS (if apphcable) 

KEY SPS ACCOUNTS, GO- OBLIGATIONS 

IME'ACT OF OTHER PRODUCT DEPENDENCIES ON 
SERVICES 

SUMMARY OF IMPACT STATEMENTS FROM THE 
GEQGRAPHlES (if available) 

2.5 

2.6 

2.7 

This information is the senrice M u d  Manager's porrlm of the Phase Down 
Plan and is the field Setvice input to the Qecision-making procebls. 
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CUSTOMER SERVICES SOFMTARE PRODUCT PHASE DOWN P U N  - 
ALL PRODUCTS OUTLINE (ccmtlnued) 

3.0 PRODUCT SUPPORT PLANNING 

3.1 REMEDIAL SulppoRT OBLIOAmONS 

* Ontstandingms 

* OutstandingCLDs/PRTSMs - Estimated End of Service Dale 

3.2 ANY CHANGES RECOMh4ENDED IN CURRENT SUPPORT 
S T R A W Y  

3.3 SERVICE CONTRACT MIGRATION STRATEGY IF 
APPLICABLE 

3.4 TRAINING IWORM4TION TO BE ARCHWID 
3.5 PASS m m m  D m m  NUMB= 
3.6 CUSTOhER SERVICES TEAM MEMBERS 

This is the Maintainability Engineefllanner side of the information. It is a 
reminder to the PBU of the obligations that they a~ mquired to fuffill before 
support can end, BS well as a summary of the information that CSSE is sending 
to the FieM 
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Appendix A 

DIGITAL STANDARDS 
REQUIREMENTS BY PHASE 
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DIGITAL STANDARDS REQUIREMENTS BY PHASE 

This table indicates at which phase of the Phase Review Process compliance 
with individual Digital Standards is required Digitd Standards are mandatory 
because of legal requirements. Corporate responsibilities. and liabidilies. Some 
standards are unique to the design of subassembfies, badcplanes, modnks and 
compliance is expected. The following keys identify basic information which 
must dochamated for any Digital Standard as Phase Exit requhents. 

KEY DlESCRfPllON OF DEC STANDARD 
REQUIREMENTS 

1 

2 

3 

4 

Confirm that the Digital Standard Is appkable a8 I qu i re -  
m a t  for the product, 

Provide cvidcflce ro j n w  that it ia  not applkable. 
Cm6m that a l l  the q u k m c n t s  of the Digital Smdard am 
tu bt inooptatcd in the produd, 

Provide tvidcnce to justify designing the pmduct to a Iwmx 
capability. 

Confirm (dmw schedule or plan) that cmnplction of the 
r r q u h m t s  of the Digital Standard am ahsdulcd. 
Confirm @rovidt evidence, such aa test n p l s  and agcncy 

been met, 

6r 

or 

appmwls) that d req-enu of the Digitd Standard have 

OT 

prwide evidence (formal waiver pcr DEC STD 066-2) that 
fonnal waivers am complete for any noa-pliancs which 
are not to be resolved. 
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Table A-I : TECHNICAL DOMAINS AND COUNTRY REQUIREMENTS 
DECSTlD PHASE0 PHASEI PHASE1 PHASE3 PHASE4 

002-0 

002-1 

0124 
012-1 

012-2 

025-0 

0474 
047-1 
0 5 2 4  

052-1 

052-2 

052-3 

0 5 2 4  

053-0 

053-1 

o w  
062-0 

069-0 

06w 

0 6 6 3  
068-0 

07 1 4  
080-0 

080-1 

080-2 

1oo-o 
1024 
102-1 

102-2 

3 4 

3 4 

1 

1 
1 

1 

2 
2 

2 

2 
2 

2 

3 
2 

2 

3 4 

3 4 

3 4 

1 

1 

3 
3 4 

4 

2 3 

2 3 

2 3 
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Table A-1 (Cont.): TECHNICAL DOMAINS AND COUNTRY REQUIREMENTS 
DECSTD PHASEO PRASE1 PHASE2 PRASE3 PHASE4 

102-3 

lQ2-4 
1 0 3 4  

1 0 4 4  

1054 

119-0 

119-1 

119-2 

119-5 

1 2 2 4  

1234 
136-0 

1 3 6 3  

178-1 

178-2 

178-3 

1 7 8 4  

178-5 

17E-6 

178-7 
178-8 

178-9 

1 

1.2 

1.2 

1 

1 

3 

4 

4 

4 

3 

3 

3 
3 

3 

3 
3 

3 

3 
3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 
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Table A-2: TERMINALS REQUIREMENTS 
DECSTD PHASE@ PHASE1 PHASE2 PAASJZ3 PHASE4 
070-0 1.2 3 4 

107-0 1 

107-1 1 2  3 4 

107-2 112 3 4 

HIM 1.2 3 4 

Table A-3: HARDWARE ARCHITECTUPE REQUIREMENTS 
DECSTD PHASE8 PHASE1 PHASE2 PHASE3 PHASE4 
0324 1 2,3 4 4 

0 5 7 4  5,2 3 4 

Table A-4: CROSS-ARCHITECTURAL REQUIREMENTS 
DECSTD PHASE0 PHASE1 PHASE2 PHASE:J PRASE4 
049-0 1 2  3 4 

1 3 8 4  1 2  3 4 

169-0 1.2 3 4 

1694 1.2 3 4 

169-1 1,2 3 4 
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TabC A-5: DIGITAL NETWORK ARCHlTECTURE 
D E C m  PHAiiEO PRASE1 PHASE2 PHASE3 PRASE4 
1344 1 2,3 4 

1614 1 2.3 4 

2004 1 2.3 4 

4 

4 

m 3  1 2.3 4 

200-4 1 2.3 4 

200-5 1 2 5  4 

200-7 1 2.3 4 

200-10 1 2,3 4 

-11 f 2.3 4 

Table A b :  PROCESS AND DESIGN TECHNOLOGY 
DECSTD PHASE& PHASE1 PHASE1 PHASE3 PHASE4 

020-0 1.2 

022-0 1.2 

022-1 1.2 

030-0 1J 4 2 

030-1 1 2  4 2 

030-2 12 4 2 

030-3 12 4 2 

030-4 1.2 4 2 

030-3 1.2 4 2 

0 3 0 6  132 4 2 

030-7 1 2  4 2 

030-8 

03+9 

030-10 

043-0 

2 

2 

2 
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Table A-6 (Cont.): PROCESS AND DESIGN TECHNOLOGY 
DECSTD PHASE0 PHASE1 PRASE2 P H A S e 3  PHASE4 

043-1 

044-0 

0454 
045-1 

om4 
O S 5 4  

Q5W 

056-3 

056-5 

072-0 

076-0 

092-0 

092-1 

092-2 

092-3 

m4 
092-5 

092-6 

092-7 

1 20-0 

1314 
136-1 

195-0 

179-0 

law 
187-0 

2,3 
1 

2 

2 

1 2  

1 

1 2 
1 2 

1 2 

4 

2 

3 

3 
3 

2 

3 

3 

3 

1 
3 

3 

2 

3 

3 

3P 4 

4 

3.4 

4 

4 

4 

4 

4 

4 

3-4 

3 
4 

4 

4 
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Table A-7: PRODUCT PERFORMANCE TESTING 
DECSTD PHASE@ PHASE1 PHASE2 PHASE3 PRASE4 

0384 1 53 4 4 

038-1 1 2,3 4 4 

038-2 1 23 4 4 

139-0 1,2 3 A 

Table A-8: MAINTENANCE AND INSTALLATION REQUIREMENTS 
DECSTQ PHASE6 MASE1 PHASE2 PHASE3 PHASE4 
009-1 1 3 4 

009-2 2.3 4 

117-0 1.2 
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Appendix B 

REFERENCED AND RELATED 
DOCUMENTS 

EL-CLASS DIGITAL DOCUMENTS 

REFERENCED AND RELATED DOCUMENTS 8-1 



EL-cllse Number Doamcat "ltle 

ELrcKKn2-01 

ELrooo30-05 

EL-ooo32-00 
ELaoo38-00 

DEC STD 0224 Cable and Harrwss Docummtufion: Purr 
Ident$catim Requirem*nrs 
REG STD 022-1 Cublc a d  Humess Documenration: 
Druwing Requiremenis 
DEC STD 025-0 Purrs Lists 

DEC STD 028-0 Phase Review Policy 

DEC STR 0304 Module Munrgactrrring Stun&& - 
I n i r d w r b n  A d  General Infarmrth'an 
DEC STD 030-1 M&k MaMactunng Standard - General 
Producibiliry Requirements 

DEC STD 030-2 M&le Mun+ctunng Stondard - P h t  
Safety Rquimments 

DEC STD 030-3 Mdde Maqfiwturing Standard - 
Component Selection Rules 

DEC STD 030-4 Madule Manqfachuing Standad - Printed- 
Wiring Board Design Requirements 
DEC STD 030-5 Mduk Mungaefuring Standard - Mad& 
Assembly And Componmf inser$itna Rdes 

DEC STD 030-6 Module M u ~ u c m ~ n g  Srudand - Ban 
Board and Module Tesinbiliv Rder 

DEC STD 030-7 Modrtle Manr#actwing Stan&& - 
Backplane Rules and Related Facrws 
DEC STD 030-8 M&k Mun$uctring Standard - Rules 
for Power S u p p h  and Ifonplug-In M&&s 
DEC STR 0313-9 Module Man$.ctwing Stadmi  - Sutfacc 
Momr Technology Design Rules 

DEC STD 030-10 Module Munufacturing S t d r d  - 
Footprint Pufterns for sqfuce Mount Tecknolugy 
DEC STD 032-0 V4X Archimwe Stundud 

DEC STD 038-0 Sysfm Evaluation . f N e w  Producrs - 
General 

DEC STD 038-1 Sy$fems EVdWtiOn of New Producrs - 
sqlware 

DEC STD 038-2 Systems Evaluution qf New Pnoducls - 
Hardwart 
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E3Iroow3-00 

HL-ooo43-01 

EL-oooQ5-01 

EL4m49-w 
BL.ooo52-00 

J3L-00052-01 

Ec-ooo52-02 

ELrooo52-03 

EL-0005244 
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Hrooo57-00 

ELd0060a0 
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EL-OOO92-02 

EL-0009243 

EL43100-00 
EL--oo100-1c 

EL-oo102-00 

I3L4010241 

EL401024 

EL,#102-03 

EL40102-04 

EL-oo107-00 

DEC STD 092 -I Finish and Color S!u&nd - Finish 
Standard for Applications 

Matstid Standard for Suppliers 
DEC STD 092-3 Finish and Color Stan&& - Finish 
Muterid Test Requirements 

DEC STD 092-4 Finish and Color Sbmdard - Approved 
Finish Spec$cationS 
DEC STD 0 9 2 4  Finish and Color Stundard - Digital Color 
List 
DEC STD 0924 Finish and Color S~andrrrd - Digiml- 
Approved Paint Supptiers and M a t d l  Iden@cation 

DEC STD 092-7 Finish und Color Sia&d- Plastic Cdor 
Control and MarCriat identification 

DEC STD 100-0 rntroducrion to Engineering Change Qrdcrs 

DEC 5TD 300-1C Enginewing Change Urdrrs - Fimncing 
ECUs to Hardwarp 

DEC STD 102-0 Enrimnnrenlnl Stamford for Compfers 
and Pmphnals - Gewrd  Texz Requiremcnrr 
DEC STD 102-1 Environmental Standard for C m p f e r s  
a d  Peripherub - Terup-arure, Humidity, ond Atit& Test 
Requirements 
DEC STD 102-2 Environmental S t d a d  for CmpWers 
a d  P e r i p h d s  - Mechunicol Shock and Ebration Tesr 
Requirpments 

DEC STD 102-3 Physical S&xb&ty Rquiremrs  During 
Shipping arrd Handling 

DEC STD 102-4 Environmental Startdad fur Compurers 
and Peripheral$ - Product Armstic Noise Meomrement 
DEC STR 103-0 Elecmmgnetic Compatibiliiry (EMC) 
H Q ~ W O ~  Design Reqrtirrmcnls 

DEC 5TD 104-0 Product A G O W ~ ~ G  Nuhe Accpptabilip 

DEC STD 105-0 Dispiay Work Station Ergonomics (Human 
Fa~rors): Design Crirerb 
DEC STD 107-0 Digital Stcllrdard for TemivcaE K q h m i s  
Studard Kqbourd Layouts 

DEC STD 092-2 Finish t d  Color St~tl&rrd - Finish 
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W a r n  Number Documcat Tilk 

DEC STD 166-0 S&vme Use of the Graphic Churacrcr Set 
of AXII 
DEC STD 169-0 DEC Stndnvd Cuded Gruphk Churucfer 
Sets for H u W m  and Sqthvaw 

DEC SI23 169-1 DEC Stundad Coded Oruphic Chamcier 
Str3 for Hadware and S@wure: Inrtvduchn 
BEC STR 178-0 Digird ?dem&ation Murkhg 
Requirements - Intraduction 
DEC SIZ) 178-I Digitul Morking R r q u i m n r s  For Piece 
Parts 

DEC ST.. 178-2 D i g h i  Marking Requkments For 
Sdussmrblies: Field Rpplacmble Units (FRU) nnd 
Nort-Field Rephcmble hh 

DEC STD 178-3 Digitd Mading Requiremenis for 
Completed Products Intended to be Sold 

DEC STD 178-4 Conruinrr Marking Equhvments fur 
Finished Goods 

DEC STD 178-5 Marking Symbology 
DEC STD 178-6 Marking and hb&g Requirements for 
Diagraastic Tools and Diugnostic Ssftware 

DEC STD 178-7 Trafisbtims 
DEC sI;D 178-8 General Shipping DucurneMation am3 
Container M e l i n g  Rtguimmnts for Finished Goods 
Intended fo Be Shifped Tu Customers 

DEC STD 178-9 Shi'pping Container Morking Requirements 
For Gads In Pmcess 

DEC STD I794 Requirements for Spccfiing Row Materials 
for Powder-Metal Put75 

DEC STD 180-0 Stundard for Font File IdentFcation 

DEC STD 186-0 Signal Iniegtfty 
DEC STD 1874 Mccbnical F u b r i d o n  Worhawh@ 
S!d&ardJ 

DEC STD 197-0 h g d l  Requirmcnts a d  Guiscfines for 
Di+t Publications and Sojhare 
BEC STD 200-0 Digitd Neiwark Amhitecture Proecss 
Specifscutiun 
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EL-Clam Number 

ELr00200-02. 

ELAcmo- 10 

W A C - 0 0  

ELcCP060-01 

EL-MF356-05 

EL-MF356-06 

EL-w3M-07 

tklcumcnt Title 
DEC STD 200-1 Digital Netwoni Architrctcrre - 
Maintenance Operutions Functional Spccgcdon 
DEC STD 200-2 Digital Network Architecture - Nrtwork 
Management Fwrct io~I Specrfication 

DEC STD 200-3 DighIl Network Architecture - Ethernet 
Node Product Architecture Specif cution 

BEC flD 200-4 Digitul N&work Architcciwre - NSP 
Functiod specification 

DEC STD 200-S Di&d Nctwurk Architecture - Routing 
m e r  Funttionnl Spec$cution 

DEC STD 200-7 Digital N e w &  Architechrre - Session 
Control Functional Specif cation 

DEC STD 200-10 Digird Dato Cvmmunicutwns Mtssogc 

DEC STR 2110-31 Digilar N e m r k  Architectwe - Erhmt& 
Duru Link Functional Specgcation 
Cuporate Policies fur Product pricing. Announcement. and 
Firsr Customer Ship 

Corporate Product Introduction Guide 

P b s e  h i t  GSridebooR - Top 100 Products 
Administration Pvlicies and Procedures - Product P h s e  
D m m  Policy 
Design and Certifrcutian of Hurd"Hwe Prohcrs to Nutiom1 
and imiernutionnl Reguluriuns and Stundarcls - Spec$c 
ReqarirPnwnts 

Ucmt&7cmring Systems Program MarmagPr (MSPM) - Guide 

Finance f'hdre Redew GuHehes 

I@ormation Sysrems P h a ~  Review Guidelines 
Munlrfacturing Engineering Phase Rmiw Guiddiws 

Corparatp Marerials Architecrsvp New P&crs Mdde 
Material Phase Review Process 

Manqucturing Order ddninistratwn Phase Ravipw 
Guidelines 

Mar&& Engineering D m h  Phose Review Chidelks 

Phase Rm'w Production Guideline$ 

Pratoml {DDCMPl 
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Copies of Digital EGQass documents may be obtained €rm Standards and 
Methods Control, CTSl-Z/D4, DTH: 287-3724, J0KUR::SMC. 

Please provide your name, mail stopl cost center, badge number, and node address 
when o&!ring. 
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GLOSSARY 

8-Qusrter Volume Planning Process (IQVR) 

A process and document that establishes cme scum! for Corporate volume 
requirements. 

Altsmathres and FeaslMlHy Study 

A study to determine the benefits and costs, in terms of time, money end 
manpower, of the develvemt of a propsed product, ~sulting with a recom- 
mendation of ENoposea atrernatives. 

Announcement Strategy Committee (ASC) 

A subcmmittw of the Maketing, Sales, and Strategy Committee (MSSC) that 
develops and manages integrated introduction plans for s m e g k  products and 
sponso~s them 10 MSSC for approval. Cxeates Ccmporate Announcement Calendar 
for MSSC approval. Recommends product names to MSSC. 

Appllcatlons Review Board {ARB) 

Committee that evaluates software developers who sell ?heir softwm applications 
separately from, but fm execution on, Digital systems. The software developers 
must meet standard criteria on both seMce and technid issues before they can 
be approved by the ARB Committee. 

Appllcatlon Soflware Solutkns and Expertise Transfer Service (ASSETS) 

A libmy of software packages used as a foundation to mate customer solutions, 



Approval 

The term ''appruvnpprwal" is used primariry in association with documents (plans, 
requiwments statements, and specifications) and indicates that the dowment has 
been written, reviewed, and approved by the delegated responsible individual(s). 

Assumptions Package 

The Assumptions Package includes: 

Marketrequirements 

requirements will include functional requirements input) 
* msl pass product r e q m e n t s  including product description (final product 

w Alternatives and Feasibility Study 
Assumptions: 
- Volume projections 
- Announcement and Errst Revenue Ship (FRS) dates 

- Major guals (such as, zime-to-market, cost. availability) 

Automatic Distribution System (ADS) 

System containing names of individuals, both cusiomer and internal, and the 
software products or diagnostics fur which they wish to receive updates. 

Avsilability 

Availability is a h a i o n  showing the time that a unit of system is available for 
use during the intended usage period divided !JY the intended usage period. It 
is sometimes expressed as a percentage. Huw long a gap h functionality is 
counted a$ non-availability and how much of a system needs to be down kfore 
non-availability is counted needs to be defined in every circumstance. 

8aselevel 

A baselevel is the set Qf dl documents and W a s  that comprise a specific version 
of a product created at a specific time, All Mes in the baselevel are in their latest 
"built" and tested states brom which it is usually possible to gentrate a working 
system. 
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Baselevel build 

A baselevel build is the enthe process of creating a new baselevel and performing 
a baselevel release, Ttds includes buWng the total product Eiom i8s source 
files, performing regression tests, collecting new baselevel test procedures, and 
releasing the new baselevel. 

Baselevel release 

The baselevel release is the process of n?placing the current baselevel with the 
new and regnssion-tested baselevel. The baselevel rnlem will also include 
submitting the new baselevel 10 the library for archival storage. 

Acronym for Bill of Materials, The Bill of Materials for a ptoaUct defines 
the component p m  of the product It is a complete list o€ unnpent partli 
and m&Feri& making up one unit of an end item, The standard cost of each 
c m n p m n t  multiplied by the quantity is totaled in order to calculate the cost. 

Busfness Plan 

The Business plan is a comprehensive set of business meuics designed tu 
evaluate the potential of a new produd, in a format that permits CoMpmison 
to other products. The Business plan is used to =view the product stategy, 
business viability, and required investments. The busine~ plan is updared during 
each phacpe and summarizes phase activities. (See DEC STD 130 Pm#ucrlSystcnt 
Business PEntrs: Conrenr Requirmcnt,r a d  F o m t  Guidelines.) 

Change Control 

The prwess by which a change is proposed evaluated, approved M rejected. 
scheduled, and mked 

Common Log Desk (CLD) 

Field Service pmcedute to handle the highest level of customer support problems, 
Individual is assigmd responsibility to remedy the situation. 

Complete 

Term used in DEC STD 028 Corporotr Phase Review Policy to indicate that 
Phase Exit dmmenls have been writrm, reviewed, distributed and approved by 
the delegated responsible individuals. 



Corporate Expon and Trade (CEIT) 

Cmpomte Export and Trade (an), Washington D.C. - 
for determining how U.S. Government regulations impact Digital products and 
services. CE/T will review the product, deternine appropriate government classi- 
fication under the cumnt export regulations, and advlse the Product M M ~ ~ W  of 
the conditions under which the product may be exported. The Producr Manager 
is requested to provide C&T with a summary product description an overview of 
the target markets, estimated month of announcement, and initial date feedback is 
required. CE,T contact focal point is Don Ames, See ELF. 

is responsible 

Corporate Process Task Force (CPT) 

Ammg its other responsibilities of developing strategies and amhiteams to 
integrate the information of knowledge prmsses in Engineering, Manufacturing 
and the pield, the CFT membership serves as a repository of infmation and 
consultation on Methods and Twls in these domains. In addition to the expertise 
of direct members of CPT (all senior process experts), access is available. through 
W, to Computer Aided Design (CAD), (QM) and W c i a l  Intelligence (AI) 
experts. 

Xn addition to advice and consulting, CFT and its subgroups (CAD Forum, Test 
Track, Computer Intergrated Manufacturing ( C M )  P o w )  has assembled a 
Corpormrte-CAI-Tml-Directoq and documented examples of working design 
methods which can be shared on request. 

For further information, contact Eli Glazer or Tony Hutchings. See ELF. 

Corporate Product Operations (CPO - Sales) 

CPO is responsible for managing major product introductions worldwide. Field 
Product Strategy and volume planning, product pricing, competitive positioning 
and messages, Pqrietary Information Disclusure to poteneial customers, post 
announcement programs, and product bus;messs problem resolution. 

Country List Price (CLP) 

Term replacing Maynard List Price which is the price of a product that Digital 
customers would pay for a product; Counay List Price includes uplift. 

Cuatomer Sew ices 

Consists of field Service, Software Services, and Educatimal Services. 

Cuatomer Sewlces Phase Down Plan 

The Services plans and commitments to phase down service for the product. 

Olomary-4 



Customer Services Plan 

The Services Plan for products thar is a Phase 1 through Phase 3 deliverable to 
the Program Team. It includes the Services plans, activities. and commitments to 
seMce the product. 

Customer Servlces Systems Engineering (CSSE) 
A Field Service organization primarily responsible for providing: - Defined levels of service engineering 
9 corporate support of all products 
* Technical infomation 

Sewice Product Management . Senrice Product Marketing 
Field inlductions 

DECUS 

Digital Equipment Computer Users Society 

Design Spec if kat ion 

T d a t i o n  of the functional specifications into detailed technical parameters that 
are used by Development Engineering to define and execpte the work necesswy 
to create a ptoduct with the requkd functional characteristics. 

Design Verification Testing (DVT) 

I Design complete . - Simulation complete, timing has been verified 
Build prototypeJsoftware functional code freeze 
All features tested in at least one configuration that is in the customer 
environment, for example, B U  runs all instructions at speed with a given 
operating system 

DEC STUFF 

DEC STcTFf3 is a technical newsletter publisbed monthly by CSSE Publications. 
It is a means by which CSSE Maintainability lEngheerhg distributes remedial 
information to field support personnel. Some examples sure VAX STCTFF, RIGHT 
STUFF, MICRO STUFF, and VES STUFF (Vendor Equipment Systems). 
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Dig ita1 Business Agreement (D BA) 

Contract a customer signs with Digital to purchase a certain amwnt of Digital’s 
products that makes the customer eligible for discounts on those products. 

Documentation 

A collection of written descriptions and pmcedms lhat provide information and 
guidance for all or part of a computer system, so thal it can be properly installed, 
used and serviced 

Documentation Plan 

The documentation plan is a document which describes in detail the activities, 
the time to complete the activities and the reswms required tu complete a 
documentation project. The documentation plan also provides a detaitd outline 
ob the infomation that is to be written for a product and usually covers one or stlt 
OS the following aspects of the product: installation, use, service. 

Domain Manager 

See DEC STD 066-0 Digital Design Stundunis. 

Educational Services 

Customer Services organization responsible for both customer and internal 
technical training. 

Educational Services Strategies and Requirements Document 

Educalionat Services document that includes the training sttategy and requixe- 
mats  needed to develop the haining required to suppoTt the product. It is a 
Phase 1 document, 

Enginawing Change Order (ECO) 

A fomd change to the produu M its documemticm to co~lect a problem, or 
add additional funclionality or information. See DEC STD 100-0 I n t d u d i m  io 
Engineering change orders, 

Exit Criteria 

Major requirements that must be completed prior to proceeding to the next phase 
of a product’s life cycle. 



FieM Change Order (FCO) 

Impkmentation of an ECO in the installed customer base. Process used by field 
Service to implement engineering change mdcat iuas .  

Field Implemenlatlon Plan (FIP) 

A geography-pcilic Field Service Plan which contains infomation needed to 
support a pmduct in a particular geography. 

Field Launch Committee (FLC) 
A subcommittee of ASC; participates in the development and implementation of 
field incrodudion plans, as documented in the Cqmrate htruduction Plan. 

Field Replaceable Unit (FRU) 

A uml of a system’s srmcture which can be readily removed and ~eplaced at a 
customer site. 

Field Service (FS) 

The Customer Services organization responsible for installing and maintaining 
hadware and software pducts  through a portfolio of service offerings. 

Field Service Loglstics (FSL) 

The organization responsible for material processing within Field Services; has 
responsibility for materials. repairs, and distribution of hardware parts tu the Field 
servie personnel. 

FSeld Servkes Pricing and Policlea Committee (FSPPC) 

Committee responsible for service pricing and policies relating to the Field 
Service organization. 

Finance 

Finance has the a key mponsibility for providing financial support to the product 
Team in the preparation of Business Plans and other product plantring activity* 
The Product Business Unit [PBW) or sponsoring organization Finance Manager is 
responsible for coordinating hance activities across all Ptoduct Team functions. 



First Revenue Ship (FRS) 

Date that signifies the fifst product shipment to a paying customer external to 
Digital, This does not include field test Units, seed units, or any other Corpwately 
approved condiilions under which a product may be given to a customer. 

Functional Software PmductJHardware Pilot 

Product built to specification with a volume level process and qualified parts. 

Functional Specit ication 
A document that tells whpf a product must do 6om the user perspective. Must 
include performance requirements for each functionality. It should include visual 
elements, for example Data Flow Diagrams to prevent ambiguity. 

Geography Planning Groups 

Field Service individuals responsible for the introduction, planning of new, and 
retirement pIanning of old products within their specific geographies. 

Hardware PilotlFunctional software Product 

Pruduct built to specification with a volume level process and qualifkd pzlrtr. 

Hardware Product Services (HPS) 
Field Senrice group tespnsible for business decisions relating to hardware 
ponfolio o€ services. 

Hardware PrototypeJSaftware Functional Code Freeze 

Complete working version of the product built to spwiflcation. Product has not 
been tested to meet standards, regulations, or manufacturing criteria. 

Header Contact 

A header organization is an order fulfillment organizatiwr with a goal to improve 
customer order fulfillment amracy and timing. 

Presently the U.S. and GIA order fuIfillrnent respofisibiIity resides in the U.S. 
Area Mfg. group, presently called the U.S. Business Center. 

H Kits 

Media and full docmentation on a softwm product. 



lnternsltional Engineering Development (IED) 

IED - International Engineering DeveIupment (Focal point is Jim Mills, See ELF 
for contact information.) 

Internationalization Plan 

Forms the commitment by TED to provide the Product T h m  with ccmsulting 
services, development and delivery of product variants, and coordination of 
Iocalizaticm work at area and country levels for Europe aod GIk The plan 
identifies those dependencks that ED and the counhies have on the Prduct 
Team to meet these commitments and provides the method for measuring 
~ Q ~ S S  of rhe inlemationalization effort, 

KPL 

Computetized Parts List 

Law Departmenl 
Depamnenl within Digital that offers legal services to the rarious Tunctima, for 
example, the Engineering Law section has the key responsibility for providing 
legal suppon to the product Team, 

Maintenance Service Expense (Ids€) 
A tern used by Field service to denote their maintenance expenses in providing 
service for their products. 

Marketing Advisory Board (MAE) 

A commitlee of representatives of all marketing organizations; PMGs, Industries, 
Services, PBU, Channels, CSSE. MAB pmpoges announcement messages, rewm- 
mends p d w t  positioning for S-qumer volume planning, appraves application 
chamderization plans, and advises the VP of Product hlarkehg on Corporate 
product sttategy i s m .  

Marketing and Sales Strategy Commitlee (MSSC) 

The Madwing, Sales, and Strategy Canminee (MSSC) ensures that indus- 
try marketing strategy, channel strategy, and geographic plans are integrated 
with the systems and applications strategies. W S C  provides a forum for 
discassionlresolution of key product positioning strategies and is responsible for: 
* Approving product pricing strategy, working ~ l o ~ e l y  with PMSC and 

Exemtive commiitee as required. 
Approving announcement strategy for al l  products 



Approving promotion strategies for all products 
Approving and reviewing the implementation of major marketing and 
geographic sales pgrams. 

Propoa with smtegic importance require both PAC and MSSC approvat. PAC 
proposalsrs with revenue more than $25 million in the next 12 months, with major 
waivers, of of strategic impmance must have MSSC approval, 

Market Performance Review 

Digital Specific: 

Term used in the Phase Review Policy. A Market Performance Review is 
conduaed within 12 months of the product release to Ule &Id. The review is 
then held pedo&cally {uusually every quarter) to evaluate the performance of the 
product in the field. The results of the reviews are used as part of the decision to 
continue with, enhance or phase-aut the product, 

Maynard List Price (MLP) 

Price h m  which the country list prices, including the United States, are derived. 

Mean Time Between Calls (MTBC) 

The average time between cmctiw maintenance calls. 

Mean Tlme Between Failures (MTBF) 
The average time between failures, 

Mean Time Iu Inslall ( M I )  

The average: time to install an option or system. This time includes administra- 
tive, mvel, and labor. 

Mean Tlme Between Parts Replacement (MTBPR) 

The average time between calls which require parts consumption, Mean The 
Between Fans Replacement (MTBFR) is a term used by field Service Logistics 
for planning spares inventory, 

Mean Time io (accomplish) Repair (MTTR) 

The average time required to complete a corrective service call. This includes 
admhimtive, travel, and labor time, 



Mission Critical Applications 

Applications which are essential to the operation of an enterptise, as distinguished 
from supporting applications such as payrolt. Mission critical applications are 
difierent for each industry, 

New Produels Form (NPF) 

An Software Distribution Center (SDC) form that must be completed twfm a 
software pmducl can be duplicated and distributed. 

New Product sfatt-Up (NPSU) 

'Ibe costs in manufacturing for tooling, test equipment, and so on. 

Ongoing Rellablllty Testing (ORT) 

Ongoing Reliability Bsting done in manufacturing plants on regular production 
units to check that the reriabirity is being maintained. 

Original Equipment Manufacturer (OEM) 

An OEM is an organization that purchases computer components fiom various 
manufacturers, assembles them to create a single unit, supplies it with additional 
hardware and/or software developed for specific applications, and sells it a6 a 
package. 

Digital sells to end users both directly and through OEMs. OEMs in  this context 
are m extension of the Digital Sales force. 

PARC 

Acronym for Pricing and Announamen1 Readiness Committee. PARC is the 
European equivalent to PAC. 

Phase Exlt TransHlon 

A formal checkpoint event (or set of events). At this time, the Product Terun 
verifies and agrees that rnropiate phase Exit Criteria have been met. Primary 
participants are the product Team members. Product Management will &lain 
appropriate level of approval. When Phase Exit is achieved, it is annmoed  ID 
the appropriate parties. 



Plan of Record 

Phase 1 business plans are the basis for the "gdno go" investment decisions and 
provide details sufficient to judge the quality of the investment. These plans ue 
also called the "Plan of Recordtm by which the Corporation meamaes the quality 
and success of the investment decisions. 

P rodu et Pha se-Dow n 

Term used to indicate withdrawal of n product from the Sales arena, When a 
product is "phased-down," Digital devolves its marketing, manufacturing and 
sales responsibilities. N o m a y ,  service continues for some period of time. 

Phase Review Committee (RRC) 

The phase Review Committee is a cross-functional body that meets monthly to 
review product status, identi@ issues, recommend funher action, and approve the 
phase exit bansitions for all Top 100 products. 

PllotlFunctional Sotlware Product 
Roduct b d t  to specification with a volume-level process and qualified parts. 

Planning Automated Supporl System (PASS) 

Customer Services new product planning database containing information and 
plans on al l  new and retired products. 

Post Project Review 

A review meeting held at the end of Phase 4A to review the performance of the 
Product Team in Phasing-in the mutt, 

Press Consultants and Analysts (PCA) 

A subcommittee of ASC; recommends press, consultant, and analysts event plans 
i o  ASC. Manages the implementation of approved plans, 

Prlelng and Announcement Committee (PAC) 
The Digital Corporate body that apprwes announcements and First Revenue Ship 
(ms) OF products. 

PAC i s  compo& of repFesentatives from all major groups in the Corporation 
including: Marketing, Product Management, Engineering, ManuFacturing, Sales, 
Legal, Finance, Services and Administdon. PAC establishes and publishes 
criteria for Product readiness, Sdes readiness and Support readiness, 
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Pmpsals with strategic importance q u i r e  both PAC and MSSC approval. PAC 
proposals with revenue more than $25 million in the next 12 months or with 
major waivers must have MSSC approval. 

PAC meets as a subcommittee of the Maddnglsales Strategy Committee 
(MSSC) to veri@ that announcement and readiness criteria is met and to approve 
p&ct pricing. Once this is done, the product is announced and is then tmd- 
timed inlo production, sales, and service, PAC First Revenue Stup (FRS) criteria 
must be completed prior to FRS. 

Problem Resolution and Information Systems Management (PRISM} 

A Field Service database .containing noncritically known hardware- problens and 
finally their  solutio^. 

Product Business Unit (PBU) 

The PBU is a business unit within Digital responsible for a portfolio of prod- 
ucts. PBUs are divided into two types: systems PBUs and component PBWs. 
The PBWs plan and measure the worldwide succesg of the Cowration from 
the business/product perspective rather ahan from the functional pd~mance 
peTspeCtiW. 

Product Captain 

Provides a worldwide Sales perspective of the product to the PBU or ofher spon- 
soring organizations. Coordinates product plans between the Field, Engineering, 
Manufacturing, Marketing and Services. 

Responsibilities include: 

]Drive the FieRd Prcduct Strategy Process 
Manage Field Volume Planning Process 
lnitiate and Support Product Inmctim Programs 
Manage product Business Problem Resolution 

- . 
Product Marketing Strategy Cummittee (PMSC) 

Reviews product suategy from Marketing and Engineering standpint; invoIves 
sharing information and sening directions. 
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Praduci Requlrements Document 

Document that defines the technical requirements and requirrd functionality of a 
product. The Product Reyiaments document contains the base infomation from 
which the functional spedfication will be prepwed as well as the schedule and 
cost estimates requited For Phase 1 closure. 

Product Team 

This team is headed by the Product Manager. The hoducl Team generally has 
membership from Ihe following functions; Product Management, Engineering, 
Madreting, Manufacturing, Customer Services, and Sales. Tkam size and com- 
position is directly related to the product type and complexity. Team members 
coordinate all the tasks and integration activities across their respective functions 
to ensure sumssful delivery and service of the total product. 

The Product Ram s~pporls the development of international products and their 
product variants. Infmation is gathered concerning worldwide marfret need and 
requirements. The resulting systems, products, and serviws me infrodud into 
the marketplace. Resouroes available across the Geographies suppoln the product 
Team as the product moves through the phases. 

Proprktary Information Dlsclosura (PID) 

In certain situations it is necessary to disclose information on unannounced 
products and programs to customers to facilitate their long range planning in 
the interest of Digital's long tern relationship with them. It iS the goal of the 
P m p n e ~  Information Disclosure Poolicy that these disclwures be consistenily 
employed across the company. 

Types of Proprietay Information Disclosures: 

Corporate Slmtegies - broad in scope in order to pro* pmper content for 
decision making. 
Major Upcoming Announcements - inant is to provide our major customers 
with advanoe notice of an upcoming strategic annoancement. 
Future p r o d u ~ g r a m s  - not requiring s m g  control, minimal risk lo 
revenue stream. 

Field Test and Independent Software Vendor Presentations - created to meet 
the needs to qualiEy field test sites and to provide information required by 
software vendors. 

- 

PrototypdSoftware Functional Code Freeze 

Complete working version of the product built to specification. Product has not 
been tested to meel standards, regulations, or Manufacturing criteria. 
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Quallf lcatlon Testing 

Qualification Testing includes: 

Regulatory testing and approvals 
Other Digital standard testing or appropriate external testing 
Performance testing 
Testing in all supported environments 
Reliability Qualificatim Testing 

Software certification and evaluation by applicable software quality test 
PWP (for SQWSQG) 
Internal Field Test 
External Field Tkst 
Frocess Verification Test (PVT) and Process Qualification Rst (PQT) 
Application Characterizaribn 
Design Maturity nst 

Ramp-Up 

The pcess  of getting from initial production, sales, and services to &eady state 
production, sales, and services. 

Reg resalon Testing 

Regtession testing is an activity performed on a new product baselevel and fn- 
roIves putting the product through a minimum, rigorous get of test procedu~s to 
ensure that all expected functionality of the product is present and wodring COT- 
rectly. Regression testing provides confinnation that no regression of capabilities 
of the current baselevel has occurred as a result of either modifying it to c o m t  
problems or adding new functionality. 

Reiiabilily, Avallablllty, Maintainability Program (RAMP) 

The collection of goals, strategies, and requirements that are specified to ensure 
product success and profitability in the marketplace from a service viewpoint. 

Rellablllty Quallfication Testing (RQT) 

Testing to demonmte that the intended reliability levei has been achieved. 



RSLlARL 

Recommended Spms List/Authorized Returns List - lists maintained by Field 
Service Logistics for parts handling. 

ServlceabiIltylMaintainabilHy Test Plan 

Services plan to test the product from a Services viewpoint. 

Servlces Impact and Requirements Document 

Phase 0 deliverable from the Services representative on the Product Ram. It 
includes the anticipated impact on Sewices of the proposed pmlucl and also the 
service requirements that should be considered in developing this product. 

Servlces Market Appraisal 

Document that describes the changing product environment and the impact of 
that environment on services. It also details specific marketing strategies and 
programs that wiU best allow management of the services business, 

Senrices New Product Notifier 

Notifieation of a new product from Services Program Team member lo other 
Service functions. 

Software Functional Code FreerelHardwars Prototype 

Complete working version of the p d u c t  built to specification. Product has not 
been tested to meet standards, regulations, or manufacturing criteria. 

Software Problem RsportslQuarter (SPRIQTR) 

Software problems reported per quarter. 

Software Product Description (SPD) 

The document which is the legal definition of the product functianality. It 
describes iofhware, minimum hardware needed to support it, components and 
servioes. 

Software Producl Services (SPS) 

Field Service p u p  responsible for business decisions relating to softwm 
portfolio of wrvices. 
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Sponsoring Organization 

This organization champions and Funds, internally OT exlernally, praduct develop- 
ment and delivery. 

Sustaining Englneering 

A h  called sup pa^? Engineering, Maintmanci Engineen'ng 

The engineering functim that is xsponsible for supporting Digital products 
during Phases 4 and 5.  

Technical Information Management Exchange (TIME) 

Technical Information Management Exchange is a software problem reporting 
system {database) used by Field Service. 

Top 100 Process 

Top 100 Process - Produas with the following cdteria are selected for incluBon 
on the Top 100 list: 

All major systems 
High-revenue-pWcing components 
Major software pduct s  
High-strategic-impact products of any nature 

Most new projects are entered on the list during phase 0 or Pre-Phase 0. These 
projects =main on the lis1 until First Revenue Ship (FRS) or until they m 
canceled. Products on the Top 100 list have not completed the phase review exit 
process until they are approved by the Phase Review Committee, 

Verification Test Plan 

The colkctive activities and events that prod& an organized plan to ensure that 
the quality of a product will satisfy the requirements as defined in the Product 
Requirements Documents The Veri6cation n s t  Plan identifies the purpose, 
procedure, data and expected results of the tesFt. 
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