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18. Strategic Roadmapping and 
Stakeholder Engagement for Technology 
Venturing
Roadmapping as a process to 
support innovation ecosystem 
building

Strategic Technology and Innovation Management Programme 2020 

Aims
To design and develop a structured 

roadmapping process with tool integration 

to support strategy development and 

stakeholder engagement

Lead Researcher:

Yuta Hirose (IfM)

Supporting IfM members:

Robert Phaal (IfM)

External collaborators:

Yusuke Kishita (Tokyo)

Ivan Tandyo (Navanti)

Adrian Sulaeman

(NCubation)

Future research
We will examine the potential of 

roadmapping as a process in innovation 

ecosystem building

8 Steps
- 1. Future insight and goal setting

- 2. Prototyping

- 3. Evaluation (Make-or-Buy assessment)

- 4. Market introduction strategy

- 5. Uncertainty consideration

- 6. Implementation

- 7. Evaluation (Performance evaluation)

- 8. Improvement

Deliverables
- 8-Step Roadmapping (pptx slides)

- Roadmapping Thinking-oriented Idea 

Generation Method (ECoDePS

conference paper)

Evaluation

Market
Introduction
Strategy

Uncertainty
Consideration

Implementation

Improvement

STEP 2

STEP 3

STEP 4

STEP 5

STEP 6

STEP 7

STEP 8

STEP 1

Future Insight
& 

Goal Setting

Prototyping

Opportunity Recognition

Ideation (Product / Service)

Resources & Capabilities
(Technology, People and Finance)

Why is it important?

What do you offer?

How do you do it?

Strength

ThreatOpportunity

Weakness

Opportunity x Strength Threat  x Strength

Opportunity  x Weakness Threat  x Weakness

a) Customer segments
An organisation serves one or several customers

c) Channels
Value propositions are
delivered to customers
through communication,
distribution and sales 
channels

d) Customer
relationships
Customer relationships 
are established and 
maintained with
each customer
segment

b) Value propositions
What value do we deliver to the customer? Which one of our 
customer’s problems are we helping to solve? What bundles of 
products and services are we offering to each customer segment? 
Which customer needs are we satisfying

e) Revenue
streams
Revenue 
streams
result from value
propositions
successfully
offered to 
customers

f)  Key resources
Key resources are the 
assets required to
deliver the previously
described elements …

g) Key activities
… by performing a
number of key activities

h) Key partnerships
Some activities are outsourced and some
resources are acquired outside the organisation

i) Cost
structure
The business
model elements
result in the cost
structure

Osterwalder
& Pigneur, 2014
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Market Penetration Product 
Development

Market
Development Diversification

Market Entry Strategy

Possible Scenario Relevant Factors

Action Plan

Possible Scenario Relevant Factors

Action Plan

Possible Scenario Relevant Factors

Action Plan

Possible Scenario Relevant Factors

Action Plan

Strategic Option for ‘Shaper‘ Strategic Option for ‘Adapter‘

Strategic Option for ‘Explorer I‘ Strategic Option for ‘Explorer II‘

Idea generation
mapping

Business case

Concept 
visualisation

Make-or-Buy
assessment

Ansoff matrix

Strategic options

Strategic roadmap
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市場との整合性

戦略と運営

製品/サービス

研究・技術開発

組織体制構築

資金

人材・スキル
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Evaluation
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Current State Future State

Strategic Theme
and Direction Business CasePrototyping Production

Strategy
Market

Introduction
Strategy

External Factors

Internal Factors

8-Step Roadmapping


