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Table 11.8  Aggregated stakeholder excitement profiles related to final planning alter-
natives

Alter-
native 1

Alter-
native 2

Alter-
native 3

Alter-
native 4

Alter-
native 5

Very Excited 29 29 30 26 30

Excited 25 25 23 23 20

Neutral 140 139 151 151 149

Disappointed 32 30 27 29 27

Very disappointed 8 8 7 12 12

Looking at the projected excitement, John and the involved stakeholders consider 
alternative 3 being most attractive.  It generates the third highest total stakeholder 
satisfaction, the highest number of strong excitements and the least number of strong 
disappointments. From running the excitement analysis, John also understands 
which stakeholder he needs to talk to explain the final decision despite some 
individual disappointments. For example, as can be seen from Figure 11.10, it would 
be important to explain to stakeholder Sales1 why feature f(6) has been postponed, 
despite the stakeholder having scored this feature with the highest possible degree 
for urgency. One possible reason is that other stakeholders (such as the CEO) have 
assigned a significantly lower priority of urgency to the same feature.

In total, John is now able to make an informed decision about the question which 
features should be offered in R14 and R15. More over, he is able to achieve an increase 
in the expected total stakeholder satisfaction. Finally John has the commitment of the 
stakeholders having been involved in the process and is able to explain and justify his 
proposed roadmap plan to them.




