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Executive Summary 

Since its inception in 2007, Burns & McDonnell’s highly innovative OneTouchPM
®
 application has 

grown to have mass appeal throughout the company.  Four years have passed since its inception and it’s 

now time for the tool to evolve.  Adding functionality to an existing application that has already gained 

mass appeal within an organization is a complex management challenge that involves multiple variables.  

How do you keep from alienating existing users while still increasing functionality?  How do you market 

the new functionality?  How do you manage the growth? 

The research reported in this report involves two components, the first being a review of relevant 

literature.  Reviewing literature on theories of innovation and technology acceptance models helps to 

identify how OneTouchPM
®
’s existing mass appeal came to be.  Literature on product and technology 

lifecycle management theories is examined to yield recommendations for the growth and management of 

OneTouchPM
®
.   

The second portion of the research reported in this report comes from interviews of four current 

OneTouchPM
®
 users.  A seven step process was used to develop the interview questions, select the users, 

and conduct the interviews.  The users were asked questions in the following categories:  Demographics, 

Value, Security, Support/Training, Marketing, Improvements, and Administrative.  User responses 

provided insight to the current levels of satisfaction with the application, and gathered suggestions for 

how to better market and grow the tool. 

The conclusion of this report contains a series of recommendations on how to add functionality to the tool 

while maintaining or growing user appeal.  Suggestions for additional work are also provided to 

encourage future research.   

*The interviewee and client names included in this report have been generalized to protect both interviewees and clients. 

* * * * *
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Chapter 1 - Introduction 

In 2006 Burns & McDonnell (BMcD) was preparing for the construction phase of the largest transmission 

construction project in U.S. history (by dollars).  The unprecedented size and complexity of the project 

was overwhelming using the traditional methods of organizing, distributing, and digesting the project 

data.  The various departments, subcontractors, and clients working on the project were not well informed 

of the data outside of their departments; nor could they keep up with the rapid status and revision changes 

of the data that was beneficial to their daily work.  Paper was the main means of communication.  Tabular 

data, status reports, and map books would be created, printed, distributed, and arrive to the user for a 

tedious review.  Not only was working with this data time consuming, but the quality was lacking because 

the data was stale due to the lag between creation and distribution.  This identified the need for a tool that 

integrated several disparate data sources into a single dashboard tool and spawned the creation of 

OneTouchPM
®
. 

OneTouchPM
®
 is a near real-time, four-dimensional (space and time), geospatial tool that integrates data 

from various project information systems into one system.  It is not so much an application, but rather a 

method by which existing systems used in the management of large scale projects are connected through a 

series of automated translations and scripts.  The data is then displayed spatially in the intuitive Google 

Earth™ platform.   

OneTouchPM
®
 was officially released in February 2007 with just a handful of users using it on a single 

project.  Today the tool is used by more than 700 users nationwide to manage roughly 20 projects, with a 

combined value exceeding 8 billion dollars.  Much of the data being displayed to end-users is near 

real‐time and is triggered by thousands of transactions each day. 

OneTouchPM
®
 puts important project data at the fingertips of those who need it and in 2007 helped 

BMcD earn the Excellence Award for the Engineering & Construction Contractor at the 2007 Primavera 
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User’s Conference.  The creation of the tool, in combination with the award it received, drew a lot of 

attention.  With OneTouchPM
®
’s gaining popularity BMcD decided it would be best to protect its 

intellectual property and apply for a patent on the methods behind the tool.  BMcD also applied for a 

trademark on the name OneTouchPM
®
 and was granted the trademark on November 17, 2009.  To better 

understand the research, findings and conclusions in this report it is necessary to provide the reader with a 

substantial amount of background information.  The following sections outline:  the OneTouchPM
®
 team, 

the tool’s flexibility requirements, who uses OneTouchPM
®
, how OneTouchPM

®
 is supported and users 

are trained, how OneTouchPM
®
 is marketed to clients both internal and external to BMcD, the reason for 

this research, and culminates with the researcher’s premise as work began. 

As time passes, the tool is continually proven to reduce risk.  It’s proven to improve BMcD’s ability to 

execute projects under budget and within schedule.  Therefore, OneTouchPM
®
’s success is often used to 

market for additional projects.   

There are both product and service components to OneTouchPM
®
.  The end tool is the product; the 

service is composed of working with users to determine their specific needs, building those 

enhancements, training, and general support.   

1.1 The Team 

The OneTouchPM
®
 team began with a team of two core people serving one project.  Those two people 

served in all capacities, gathering requirements, development, testing, deployment, training, and support, 

with one of the two team members taking on the marketing and managing of the product.  Figure 1 shows 

the OneTouchPM
® 

team organization chart in 2007, when the product debuted. 
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Project Manager

Also participates in:  marketing, gathering 
requirements, development, testing, 
deployment, training, and support.

Specialist

Also participates in:  gathering 
requirements, testing, deployment, 

training, and support.

 

Figure 1.  OneTouchPM
®
 Organization Chart in 2007 

Four years later, in 2011, the team has grown to have six core members, and five part-time members 

serving twenty different projects.  While there has been growth in the size of the team, the structure is still 

much the same, with almost every team member taking on multiple roles.  Figure 2 shows the 

OneTouchPM
®
 organization chart as it currently exists.  Notice that there are several project silos that 

resemble that of the initial team.   

Project(s)Project(s)Project(s)Project(s)

Project Manager 1

Also participates in:  marketing, 
gathering requirements, 

development, testing, deployment, 
training, and support.

Project Manager 2

Also participates in:  marketing, 
gathering requirements, 

development, testing, deployment, 
training, and support.

On-Site Project Manager

Also participates in:  marketing, 
gathering requirements, 

development, testing, deployment, 
training, and support.

Specialist 1
 Part-Time

Specialist 2
 Part-Time 

On-Site Specialist 4
 

Specialist 3
 Part-Time 

Developer
Part-Time 

System 
Administrator

Part-Time 

Project Manager 3

Also participates in:  marketing, 
gathering requirements, 

development, testing, deployment, 
training, and support.

Product Manager

Also participates in:  marketing, 
gathering requirements, development, 

testing, deployment, training, and 
support.

 

Figure 2.  OneTouchPM® Organization Chart in 2011 
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A Product Manager is primarily focused on marketing the tool, managing a centralized support staff, and 

providing a general direction of how the tool should grow and develop.  The Product Manager is also 

managing a portion of the projects, and participates in some development.  An on-site Project Manager 

resides in only one of BMcD’s 15 regional offices.  He performs more marketing tasks than the other 

Project Managers and has been highly successful in growing the user population in his region.  He has 

also done well at growing the application’s functionality and at selling additional OneTouchPM
®
 projects.  

Three additional Project Managers exist, but differ from the on-site Project Manager because much less of 

their time is spent marketing and interacting with the users.   

There were two individuals that worked to complete one successful project in 2007.  There are currently 

eleven OneTouchPM
®
 team members, but due to some of those members being part-time it’s as if there 

are only eight and a half full-time members.  As previously stated there are currently twenty different 

OneTouchPM
®
 projects being worked on.  The two to one staff to project ratio that was initially so 

successful has not maintained growth consistent with project demands.   

1.2 Flexibility 

OneTouchPM
®
 is implemented on a project by project basis.  For example, a large scale transmission line 

project in Oklahoma and another in California would produce two differing OneTouchPM
®
 projects.  

Each of these projects has unique needs that require customizations to be built.  Such customizations 

include data translations, data display formats, varying reporting needs, etc.  It is the need for 

customizations that makes flexibility critical to the success of OneTouchPM
®
.  The ability to adapt and 

adjust to each project’s changing needs has made both development and growth a challenge.   

The challenge comes because OneTouchPM
®
 is not like a typical commercial off-the-shelf software 

package where one team builds a single cohesive product with scheduled updates and versions.  Instead, 

there are several different versions OneTouchPM
®
 being created simultaneously and by different 
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members of the OneTouchPM
®
 team.  Therefore, one version may not include an enhancement that exists 

in another version of the tool.  It is, in fact, up to the OneTouchPM
®
 project teams to communicate back 

to the centralized support team when such enhancements are made to the different versions of the product.  

In the example given above, if a report was added to the project in Oklahoma the California 

OneTouchPM
®
 team members wouldn’t know about the report unless it was shared with them.  In another 

scenario, maybe both projects requested such a report, and both teams expended time to develop the same 

report.  There is currently no formalized process for sharing of knowledge.  It is scarcely done and when 

such efforts are shared it is done on an ad-hoc basis, usually via email. 

1.3 Users 

The primary users of OneTouchPM
®
 are BMcD employee-owners and their subcontractors, with client 

usage coming in second.  Current users and prospective users alike usually have one of two beliefs.  They 

either believe that OneTouchPM
®
 saves projects money and reduces risk, or they have suspicions that it 

doesn’t.  Just as there are several user groups using OneTouchPM
®
 on many diverse projects, there are 

also users that use the tool at various levels.  Usage rates run from users who only check it once or twice a 

month when reports are due, to the super users that spend 80% or more of their day using the tool.  

It’s important from a sales perspective to have users utilizing the system, but it is equally important for 

those users to make requests for enhancements to the tool.  These enhancements were discussed earlier as 

customizations in the Flexibility Section, and are generally things that would improve the users’ daily 

workflow, or their ability to use tool.  The users know what features and functionalities would bring 

value.  The goal of making such enhancements is to make users’ daily workflows more efficient.  These 

customization requests do not occur frequently enough.  It is likely that either users do not know that they 

can make requests, don’t know what types of features or functionalities they could request, or that they 

are simply too busy to get around to asking.  Either way, the current project and future projects are 
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negatively affected when such requests are not made because the tool does not get the opportunity to 

grow and evolve.  Conversely, all projects are positively affected when such requests are placed. 

1.4 Support/Training 

Support and training are very important components to the OneTouchPM
®
 service.  Not only because it is 

important for users to know how to use the system, but because support and training offers a touch-point 

for OneTouchPM
®
 team members to get to know the users and build a relationship with them.  Getting to 

know the users, helps the users better know who to reach out to if they have questions.  Interacting with 

the users is also is a form of marketing for the OneTouchPM
®
 team.   

Attending a OneTouchPM
®
 training session is advised for all users.  Training is either done on an 

individual basis or in an organized group, and is usually held a few times per year for each project.  

Training sessions either introduce users to OneTouchPM
®
, or serve as a refresher course for existing 

users.  Training sessions are most often conducted by a OneTouchPM
®
 team member on-site, but in 

situations where a site visit is not feasible, an online live meeting training session is conducted. 

The most common ad-hoc support requests are for username, password, and login assistance.  There is not 

a centralized hotline for users to call.  Instead, users call the OneTouchPM
®
 team member managing the 

project that they are working on.  That individual then does their best to answer the user’s question(s).  If 

the OneTouchPM
®
 member cannot answer the posed support question, then they will enlist help from 

another team member.  There is a centralized repository where responses to difficult support questions 

can be logged, but it is rarely utilized.  Poor utilization may be because use is not enforced, or because 

there is some time required to add data to the repository. 

1.5 Marketing 

When OneTouchPM
®
 was first created it was used to aid in large scale transmission line project 

management.  As word and project success stories spread throughout BMcD, several other projects that 
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span large linear distances started to awaken, and saw the applicability and value that OneTouchPM
®
 

could bring to their projects.  Therefore, while transmission line projects are still OneTouchPM
®
’s largest 

customer sector, other sectors are now either using the tool, or have requested further information on how 

their data could be integrated into the tool. 

Word-of-mouth is the best marketing that OneTouchPM
®
 could ask for.  Rarely is there a OneTouchPM

®
 

project that develops solely from an external client.  Nearly all of the OneTouchPM
®
 projects are created 

to compliment the work of one of the other BMcD Global Practices (GPs).  The OneTouchPM
®
 Product 

Manager currently takes on the majority of the marketing effort by responding to proposal requests and 

traveling to meet with potential clients and existing users face-to-face.  Project Managers occasionally 

assist in proposals, but work more on building relationships with their existing users to maintain their 

current clients.   

In addition to the marketing activities listed above, the OneTouchPM
®
 team has attended a few 

conferences.  Over the last four years the team has presented, or had a booth at one to two conferences per 

year. 

1.6 Reason for Research – Maintaining Mass Appeal during Growth 

Since its inception in 2007, the popularity of OneTouchPM
®
 has skyrocketed.  Mass appeal sounds great 

in theory, but also comes with challenges.  Those challenges are described above, and are mainly staffing, 

managing the existing staff, and finding time for the research and development that is critical for growing 

and evolving the tool.  OneTouchPM
®
 is an innovative tool that revolutionized the way that BMcD 

manages large scale linear projects.  The question is now, how can the team keep improving 

OneTouchPM
®
 and keep it from becoming a commoditized tool that no longer makes BMcD’s project 

management abilities stand out in a crowd?   
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The purpose of this research project is to examine the existing theories and methods that will help the 

OneTouchPM
®
 team maintain the mass appeal that the tool has earned over time, while also growing the 

application’s functionality.  The culmination of the report will suggest a go-forward plan to aid in the 

growth of OneTouchPM
®
’s functionality and successes, with a strong focus on maintaining mass appeal.   

While reading this report it is important for the reader to remember that OneTouchPM
®
 is different than 

traditional products because it involves a service component.  While different, there are many 

commonalities between it and traditional products; therefore the concepts, theories, and models from 

traditional product development may be borrowed and applied.   

1.7 Researcher’s Premise 

The researcher’s premise behind this research was that it matters less about which application 

development processes or methods are adopted by the OneTouchPM
®
 team as long as they are planned, 

managed, and executed by a strong, organized, and well rounded team.  Rather, what will maintain the 

applications growth and mass appeal are factors that correlate to user satisfaction applied in combination 

with innovation that will keep the tool growing at a rate that it stays ahead of the competition.  The 

combination of original research and literature review results will seek to prove this premise. 

* * * * *  
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Chapter 2 - Literature Review 

Through this review, numerous books, articles, and web resources on the subjects were examined.  The 

reader will notice that a few Wikipedia references are included.  When using Wikipedia all references and 

content were verified.  When entire citations are captured from Wikipedia it is because Wikipedia 

provided a well written, concise, and accurate summary.  The following sections present an overview of 

relevant research topics identified as part of this report: 

 Theories of Innovation Adoption – to help explain how mass appeal comes to be and how to 

maintain it. 

 Theories of Technology Acceptance – to better understand why users accept the applications that 

they do.   

 Product/Technology Lifecycle Management - to provide guidance on the best methods to grow 

and manage products.  

2.1 Theories of Innovation Adoption 

It is important to first understand how innovations and technologies are adopted by users.  Professionals 

in varying disciplines have used the Diffusion of Innovations Theory to increase the adoption of 

innovative products and practices.  The theories contained in this section help the reader and the 

researchers understand not only how innovation mass appeal comes to be, but they also provide ideas on 

how to sustain those users, and also how to grow the user population. 

2.1.1 Diffusion of Innovations 

Diffusion describes the spread of something new over time and space (Hugill, 2003, 91).  Diffusion of 

Innovations is defined as the process by which innovations are communicated among members of a social 

system over a period of time (RClient 1rs, 1962, 280-290).  Studying the Diffusion of Innovations Theory 
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helps explain how, why, and at what rate new technologies spread through organizations and social 

systems.  For this report the social system is considered to be BMcD, their clients, and subcontractors.   

In Everett M. RClient 1rs’ book, Diffusion of Innovations he states that adopters of any new idea or 

technology can be categorized as one of the following:  innovators, early adopters, early majority, late 

majority, and laggards  (RClient 1rs, 1962).  Table 1 provides explanations each of these adopter 

categories. 

Adopter 
Category 

Definition 

Innovators Innovators are the first individuals to adopt an innovation. Innovators are willing to take risks, 
youngest in age, have the highest social class, have great financial lucidity, very social and have 
closest contact to scientific sources and interaction with other innovators. Risk tolerance has them 
adopting technologies which may ultimately fail. Financial resources help absorb these failures. 
(RClient 1rs 1962 5th ed, p. 282) 

Early 
Adopters 

This is the second fastest category of individuals who adopt an innovation. These individuals have 
the highest degree of opinion leadership among the other adopter categories. Early adopters are 
typically younger in age, have a higher social status, have more financial lucidity, advanced 
education, and are more socially forward than late adopters. More discrete in adoption choices than 
innovators. Realize judicious choice of adoption will help them maintain central communication 
position (RClient 1rs 1962 5th ed, p. 283). 

Early 
Majority 

Individuals in this category adopt an innovation after a varying degree of time. This time of adoption 
is significantly longer than the innovators and early adopters. Early Majority tend to be slower in the 
adoption process, have above average social status, contact with early adopters, and seldom hold 
positions of opinion leadership in a system (RClient 1rs 1962 5th ed, p. 283) 

Late 
Majority 

Individuals in this category will adopt an innovation after the average member of the society. These 
individuals approach an innovation with a high degree of skepticism and after the majority of society 
has adopted the innovation. Late Majority are typically skeptical about an innovation, have below 
average social status, very little financial lucidity, in contact with others in late majority and early 
majority, very little opinion leadership. 

Laggards Individuals in this category are the last to adopt an innovation. Unlike some of the previous 
categories, individuals in this category show little to no opinion leadership. These individuals 
typically have an aversion to change-agents and tend to be advanced in age. Laggards typically tend 
to be focused on “traditions”, likely to have lowest social status, lowest financial fluidity, be oldest 
of all other adopters, in contact with only family and close friends, very little to no opinion 
leadership. 

Table 1.  Adopter Categories 

Source:  (Wikipedia Diffusion of innovations) 

Each adopter’s willingness and ability to adopt a technology is determined by five stages that they go 

through.  These are:  awareness, interest, evaluation, trial, and adoption of the technology (RClient 1rs, 

1962).  In later editions of the Diffusion of Innovations, RClient 1rs changes the terminology of the five 

http://en.wikipedia.org/wiki/Diffusion_of_innovations#CITEREFRogers1962_5th_ed
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stages to: knowledge, persuasion, decision, implementation, and confirmation‖ (Wikipedia Diffusion of 

innovations).  When comparing the initial terminology to the later terminology it is easy to see that the 

concepts behind the five stages didn’t change over time; the stage names simply evolved.  The five stages 

of the adoption process are outlined in Table 2.   

Initial Stage 
Name 

Revised Stage Name Definition 

Awareness Knowledge In this stage the individual is first exposed to an innovation but lacks 
information about the innovation. During this stage of the process the 
individual has not been inspired to find more information about the 
innovation. 

Interest Persuasion In this stage the individual is interested in the innovation and actively 
seeks information/detail about the innovation. 

Evaluation Decision In this stage the individual takes the concept of the innovation and 
weighs the advantages/disadvantages of using the innovation and 
decides whether to adopt or reject the innovation. Due to the 
individualistic nature of this stage RClient 1rs notes that it is the most 
difficult stage to acquire empirical evidence. 

Trial Implementation In this stage the individual employs the innovation to a varying degree 
depending on the situation. During this stage the individual determines 
the usefulness of the innovation and may search for further 
information about it. 

Adoption Confirmation Although the name of this stage may be misleading, in this stage the 
individual finalizes their decision to continue using the innovation and 
may use the innovation to its fullest potential. 

Table 2.  Five Stages of the Adoption Process 

Sources: (RClient 1rs, 1962), (Wikipedia Diffusion of Innovations) 

Just because the user has made it to the adoption/confirmation stage does not mean that they will stay 

there.  It is in the adoption/confirmation stage where the user decides to either accept or reject the 

innovation.  However, an individual may reject an innovation at any time during or after the adoption 

process.  Therefore, it should never be assumed that once a technology has been adopted by a user that it 

will continue to be adopted.   

Adoption rates vary from adopter-to-adopter.  ―The rate of adoption is defined as: the relative speed with 

which members of a social system adopt an innovation.  It is usually measured by the length of time 

required for a certain percentage of the members of a social system to adopt an innovation‖ (RClient 1rs, 
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1962).  Adoption rates are determined by the individual’s adopter category, and in almost all cases those 

who first adopt an innovation require a shorter period of time for adoption than late adopters.   

When the rate of technology/innovation adoption is placed on a graph it forms an s-shaped curve also 

known as an S-curve.  Figure 3 below shows the market share adoption S-curve in yellow overlaid with 

the adoption by adopter categories seen in blue.  ―The graph essentially shows a cumulative percentage of 

adopters over time – slow at the start, more rapid as adoption increases, then leveling off until only a 

small percentage of laggards have not adopted‖ (RClient 1rs, 1983).   

 

Figure 3.  Diffusion of Innovations According to RClient 1rs 

Source:  (RClient 1rs, 1962) 

There comes a time with all innovations where the adoption rate has reached a critical mass.  Critical 

mass ―occurs at the point at which enough individuals have adopted an innovation that the innovation's 
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further rate of adoption becomes self-sustaining‖ (RClient 1rs, 1995 , 313).  RClient 1rs outlines several 

strategies to help an innovation reach critical mass.  These strategies are:  

 ―Have an innovation adopted by a highly respected individual within a social network to create an 

instinctive desire for the specific innovation.  

 Inject an innovation into a group of individuals who would readily use an innovation. 

 Provide positive reactions and benefits for early adopters of an innovation‖ (RClient 1rs, 2003). 

Each innovation carries with it several characteristics that influence an individual’s likelihood to reject or 

adopt the innovation.  These are:  relative advantage, compatibility, complexity/simplicity, traceability 

and operability.  Specific definitions of these characteristics are included in Table 3. 

Characteristic Definition 

Relative 
Advantage 

How improved an innovation is over the previous generation. 

Compatibility The level of compatibility that an innovation has to be assimilated into an individual’s life. 

Complexity 
/Simplicity 

If the innovation is too difficult to use an individual will not likely adopt it. 

Traceability How easily an innovation may be experimented with as it is being adopted. If a user has a hard 
time using and trying an innovation this individual will be less likely to adopt it. 

Operability The extent that an innovation is visible to others. An innovation that is more visible will drive 
communication among the individual’s peers and personal networks and will in turn create 
more positive or negative reactions. 

Table 3.  Five Characteristics of Innovations that Influence Adoption 

Source:  (Wikipedia Diffusion of Innovations) 

2.1.2 Opinion Leaders 

Certain early adopters are often called Opinion Leaders (OLs), and can be found scattered throughout 

organizations.  OLs are the people that form an opinion, and others tend to gravitate to share their 

opinion.  These opinion leaders stereotypically have greater exposure to the mass media, are more 

cosmopolitan, have greater contact with change agents, have more social experience and exposure, have 

higher socioeconomic status, and are more innovative (Wikipedia Diffusion of innovations).   
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OLs can help guide or lead adoption once they have formed their opinion on a product.  The converse can 

also be true.  If an OL dislikes a product it could damage the adoption of that technology within the 

organization where that OL belongs.  An important perspective on OLs is shared by RClient 1rs when he 

says ―OLs have the most influence during the evaluation stage of the innovation-decision process on late 

adopters‖ (RClient 1rs, 1962).  Therefore, OLs are change agents, and can have an influence on product 

adoption. 

2.2 Theories of Technology Acceptance 

Theories of Technology Acceptance go hand-in-hand with Theories of Innovation Adoption.  The 

Theories of Innovation Adoption described the different stages of adoption, and the characteristics that 

influence adoption.  The Theories of Technology Acceptance will take a deeper look at adoption and 

address, what is it specifically about an application that makes a user accept it?  Research has shown that 

such behavioral based decision theories are a form of social psychology that help to explain the use of 

information technology (Riemenschneider, 2001). 

2.2.1 Technology Acceptance Model 

The Technology Acceptance Model (TAM) is an information systems theory that uses psychology to 

model how users come to accept and use a technology.  ―The key purpose of TAM is to trace the impact 

of external variables on internal beliefs, attitudes, and intentions‖ (Afari, 2010).  TAM theorizes that 

when users experience a new technology, there are a number of variables that impact their decision about 

how and when they will use it, notably: 

 Perceived usefulness – The term is defined as "the degree to which a person believes that using a 

particular system would enhance his or her job performance" (Davis, Bagozzi, and Warsaw, 

1989, 320).  
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 Perceived ease-of-use – The definition is ―as the degree to which a person believes that using a 

particular system would be free from effort‖ (Davis, Bagozzi, and Warsaw,1989, 320). 

 
Figure 4 graphically depicts TAM. 

 

Figure 4:  Technology Acceptance Model 

Source:  (Davis, Bagozzi, and Warsaw,1989, p985) 

Examining the TAM factors provides additional guidance and reasoning beyond the Theories of 

Innovation as to why certain technologies are adopted and why others are not.   

2.2.2 Unified Theory of Acceptance and Use of Technology 

Unified Theory of Acceptance and Use of Technology (UTAUT) is a technology acceptance model that 

seeks to describe user intentions to use information systems.  UTAUT is grounded on eight famous 

information technology acceptance models.  They are: 

1. Theory of Reasoned Action 

2. TAM 

3. Motivational Model 

4. Theory of Planned Behavior (TPB) 

5. Combined TAM and TPB  
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6. Model of PC Utilization  

7. Innovation Diffusion Theory  

8. Social Cognitive Theory (Hsiu-Yuan Wang, 2010, 415-426) 

The theory states that four key constructs are direct determinants of usage intention and behavior.  The 

four key constructs are:   

1. Performance Expectancy – ―Is defined as the degree to which an individual believes that using 

the system will help him or her to attain gains in job performance‖ (Venkatesh, 2003, 447). 

2. Effort Expectancy – ―Is defined as the degree of ease associated with the use of the system‖ 

(Venkatesh, 2003, 450). 

3. Social Influence – ―Is defined as the degree to which an individual perceives that important others 

believe he or she should use the new system‖ (Venkatesh, 2003, 451). 

4. Facilitating Conditions – ―Are defined as the degree to which an individual believes that an 

organizational and technical infrastructure exists to support use of the system‖ (Venkatesh, 2003, 

453). 

The prediction of intention and behavior outlined in the four UTAUT constructs continues to build on the 

literature reviewed in this report, and provides explanations for why technologies are adopted.  

2.2.3 Relevance Paradox 

Oftentimes products or technologies are not adopted because potential users don’t see the need for them.  

The Relevance Paradox seeks to explain this.  The Relevance Paradox occurs because people only seek 

information that they perceive is relevant to them.  However, there may be information (in its widest 

sense, data, perspectives, general truths, etc.) that is not perceived as relevant because the information 

seeker does not already have it, and only becomes relevant when he does have it. Thus the information 

seeker is trapped in a paradox (Andrews, 1984).  It is not just a matter of the individual receiving the data; 
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oftentimes even when relevant information is readily available to the decision makers, they are not aware 

of its relevance (Guardian, 1980). 
 
  

2.3 Product/Technology Lifecycle Management 

The literature reviewed up to this point of the report has focused on technology/innovation adoption and 

acceptance.  Now it is important to review literature that will provide guidance on how best to grow and 

manage the technology/innovation.  

The Product Development and Management Association (PDMA) Handbook of New Product 

Development contained the most relevant lifecycle management literature.  Chapter 33 begins ―because 

funding for innovations comes primarily- if not exclusively from profits derived from products currently 

in the marketplace, it is critical that companies do their best to optimize post launch life-cycle 

management.  Not focusing on good postlaunch product management creates high degrees of risk for new 

product innovation and development programs in any company over the long-term‖ (Ausura, 2005, 497).   

2.3.1 Work Areas and Work Structures 

The topic of work areas and work structures discusses recommended ways of organizing work and the 

teams that perform the work.  Ausura suggests that managing a product is a difficult task, but progress can 

be better managed and achieved by grouping work into three categories: 

1. Ongoing product and lifecycle management  

2. Introducing enhancements and derivatives 

3. Providing input into the planning for the next new product for which existing customers are likely 

to be migrated (Ausura, 2005, 498). 
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Implementing and adopting that strategy when managing product enhancements and derivatives can result 

in the lifecycle curves of long-lived products.  These curves often look like the curve seen in Figure 5 

instead of a single S-curve.  Taking a moment to compare Figure 5 to the previously presented S-curve in 

Figure 3, it becomes evident that the curve seen in Figure 5 is what is desired for the life of a successful 

innovation. 

 

Figure 5.  Adoption Curve for Long-Lived Products 

Source:  (Ausura, 2005, 499) 

Moving from work areas into work structures, many resources stated that combining different employee 

capabilities and building cross-functional teams was crucial for product success (Liedtka; Govindarajan, 

2010, 62). 

“Companies that maintain cross-functional teams to manage products after their launch and 

throughout their lifecycles tend to have a more balanced and successful product management 

discipline, as well as better ability to manage their broader portfolios of new and existing 

products and services” (Ausura, 2005, 498).  “The one potential drawback to utilizing the same 

cross-functional team to do new product introduction and postlunch lifecycle management is that 
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there are personality differences that make people who do one or the other of new product 

development verses lifecycle management most effective in just one of these areas.  Ignoring this 

can cause inefficiencies in teams if they are assigned to do things which their personalities don’t 

fit” (Ausura, 2005, 498-499).  “It is highly recommended that companies officially assign 

someone or some team of people to each individual product that has been launched, in order to 

ensure that the actual results for the product during its postlaunch life cycle live up to the 

expectations and goals assigned the product during the original project/product business case 

development and decision-making” (Ausura, 2005, 497). 

Therefore, time and diligence need to be paid to organizing and establishing both the work to be 

performed as well as the team(s) doing the work. 

2.3.2 The Product Champion 

Product Champions (PCs) are individuals who ―make sure that customer, team, and business needs are 

well represented in the development process‖ they also stand behind the innovation they believe in and 

break through any opposition that the innovation may have caused (Rising, 2003, 44).   

“This person helps the stakeholders and the project manager reach a shared vision for a product, 

and then defines and initiates the product within that vision.  A single person should play the role 

of PC, not a group.  Being a PC requires leadership, clear vision, and quick decisions—

something that is difficult for a committee to do.  While a small support group can advise and 

assist the PC during a large development effort, there must be one person, and one person only, 

who is ultimately responsible for a product” (Rising, 2003, 46).   

The following attributes describe the profile of a PC:   

 

 ―Knows the customers—all of them 

 Is not too close to a single customer 
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 Has business experience in the domain 

 Can speak intelligently about the issues 

 Acts as a good facilitator 

 Works and plays well with others 

 Accepts responsibility for the product 

 Defends the team’s ability to produce the product 

 Is willing to make hard decisions about scope 

 Treats the team as knowledgeable professionals 

 Sets reasonable performance expectations 

 Communicates with the team, the customer, management, sales, and marketing 

 Has a willingness to learn—from everyone 

 Doesn’t trust everyone; does trust the right people 

 Doesn’t think he knows more about the market than he really does 

 Can say ―No‖ 

 Keeps his promises 

 Performs ongoing market analysis‖ (Rising, 2003, 46). 

PCs take their own ideas as well as ideas from others, and advocate for change and innovation.  ―Most 

major studies of factors affecting product success have found the active presence of a PC to be a 

necessary condition for project success‖ (Roberts, 2007, 35-54).  

OLs and PCs could easily be confused.  OLs are included in Theories of Innovation Adoption because 

they have more to do with the behavior and psychological influence of the technology/innovation.  PCs 

are included here in Product/Technology Lifecycle Management because they are critical to pushing a 

product forward in its lifecycle.  In a small team could the OL and the PC be the same person?  They most 

certainly could. 
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2.3.3 The Product Manager 

There needs to be an individual steering the product and team’s direction.  ―The role of the product 

manager becomes that of an operational business manager, general manager, or ―mini-CEO,‖ interfacing 

with all the business functions that have an impact on product results‖ (Bill Ausura, 2005, 499).   

As stated by Ausura, the product manager, at a minimum should be responsible for performing or 

overseeing at least the following four areas: 

1. Marketing the product 

2. Servicing and supporting the product 

3. Keeping score (of product performance and financials) 

4. Operations oversight (Bill Ausura, 2005, 500). 

These focus areas are described in the following sections.  When comparing literature on the PC and the 

product manager, the two terms are often used interchangeably.  

2.3.3.1 Marketing the product 

Nearly all product marketing literature suggested that a marketing plan be prepared during the product 

planning and development phases.  ―The purpose of the marketing plan is to define the market, 

competitors, target market segments, and positioning, with the goal of creating a roadmap for optimizing 

performance of the product in the market‖ (Ausura, 2005, 501).  The marketing plan should also define 

adjustable triggers or levers that can be used to monitor and respond to the market.  These triggers are 

foreseen conditions that could occur, and their occurrence would trigger an action from the plan.  Not 
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putting such levers in place exposes the team to higher risk by making it a challenge for them to 

adequately respond to changing conditions.  

―Another one of the key areas for the marketing function has to do with the nurturing and promotion of a 

durable brand.  A brand is generally a collection of attributes of either a product of a company held 

together by messages, images, logos, experiences, and other identifiers that create a perception of the 

company and is etched into the minds of the customers‖ (Ausura, 2005, 502).  Without such a brand 

customers don’t get a consistent image of the product, which ends up weakening their belief or 

confidence in the product. 

2.3.3.2 Servicing and Supporting the Product 

―One of the most important dimensions of managing products is maintaining a clear focus on customer 

satisfaction, loyalty, and retention‖ (Bill Ausura, 2005, 502).  Customer retention is especially important 

in both service and product based industries because research shows that more marketing dollars are spent 

trying to get new clients, than maintaining the ones that you already have.   

Service and support are the best ways to ensure customer satisfaction, loyalty, and retention.   

“Service and support are delivered through several customer touchpoints  It is at these points 

where metrics can be established and perceptions measured.  Further, it is usually at these points 

where the product or service is actually delivered” (Ausura, 2005, 503).  

In service and support initiatives it’s recommended that there be an expert knowledge base or a data 

storage component where all service, support, and business data can be stored and updated.  This is so 

dependent functions and cooperative teams can have timely access to accurate, up-to-date information on 

which to make business decisions (Ausura, 2005, 503). 



 

- 23 - 

2.3.3.3 Keeping Score (of Product Performance and Financials) 

Project/Product metrics are important for any manager.  They describe what’s going on, how the product 

is performing, signal estimates of future metrics, and often suggest changes that could be made to 

improve future metrics.  Creating a list of desired metrics to measure, measuring them each month, and 

then reporting the results, will allow the product manager and the cross-functional team visibility into 

each metric.  This will allow them to track trends, abnormal business situations, and out-of-boundary 

conditions.  ―By seeing appropriate levels of granularity, the team is able to focus on areas of concern so 

that changes can be made to the marketing mix or other elements of the product‖  (Ausura, 2005, 505). 

2.3.3.4 Operations Oversight 

The guidance of operations oversight in relation to products focuses on ―human resource management, 

legal and regulatory, intellectual property management, and supply chain management‖ (Ausura, 2005, 

507).  In a service based product the concept of supply chain management can be replaced with the 

concept of managing the application development lifecycle.  To fully dive into how to properly manage 

the application development lifecycle goes beyond the scope of this report.  This report will keep 

operations oversight very basic and say that the product manager should have a strong understanding of 

the manner in which application development occurs within the team.  This also includes quality control 

metrics and measurements. 

2.4 Summary and Conclusions 

In summary there are several different factors that go into making a product successful.  Of which, 

psychological factors, social influence, championship, and management are just a few.  The biggest 

lessons learned from the literature review seem somewhat like common sense, but are easily side-stepped, 

and are definitely not as easy to implement as the theories suggest.  Specifically:  
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 Better understanding adopter categories, the stages each adopter goes through, and the five 

characteristics that influence an individual’s likelihood to reject or adopt an innovation can guide 

how innovations are released for adoption, and how subsequent enhancements can be better 

planned to cater to different adopter groups. 

 Strong OLs can propel adoption in an organization using their influence. 

 Understanding TAM's theories on perceived usefulness and perceived ease-of-use helps highlight 

how technologies gain popularity. 

 UTAUT’s theories on performance expectancy, effort expectancy, social influence, facilitating 

conditions reinforce TAM. 

 The Relevance Paradox points out that oftentimes users don't believe that they need a certain 

innovation because they don't understand their need for it.   

 Cross-functional teams are critical to a product’s success. 

 Having a strong PC will encourage innovation and product evolvement.  

 A product manager should at a minimum: market the product, manage and establish protocols for 

product service and support, keep score of important project metrics, and oversee development.   

* * * * *  
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Chapter 3 - Research Method 

As described in the introduction, over the last four years OneTouchPM
®
 has obtained mass appeal within 

BMcD and their client organizations.  The tool has reached a point in its lifecycle where a large 

functionality enhancement needs to occur.  Specifically, OneTouchPM
®
 needs to migrate from using the 

Google Earth™ Client platform to using a web browser, by utilizing the Google Earth™ API.  The 

OneTouchPM
®
 team is hesitant to make such a large functionality jump out of fear that the mass appeal 

they worked so hard for would be lost.  The following seven Step method in combination with the 

literature research conducted will be used to provide guidance on how to best move forward with the 

OneTouchPM
®
 enhancement while maintaining mass appeal. 

3.1 Step 1 – Consider the Research Purpose 

The first Step was to carefully consider the purpose that the research would fulfill.  The purpose of this 

research was to determine how to best balance OneTouchPM
®
 functionality enhancements while 

maintaining the mass appeal.  In order to do this, the researcher felt that she must first determine how the 

existing mass appeal came to be.  That way, when functionality enhancements are made careful attention 

can be paid to maintaining the mass appeal.   

Good product lifecycle management must be in place in order to grow the tool properly.  Therefore, it was 

also important to understand the current product lifecycle and how it should be managed.  This 

understanding will allow the researcher to make suggestions on how the OneTouchPM
®
 lifecycle 

management can be improved before enhancements are made. 

3.2 Step 2 – Determine Data Collection Method 

Step 2, was to determine the means by which data would be gathered.  After reviewing Akshaya Amin’s 

Field Project on developing a customer feedback instrument, the researcher decided that the best way to 

gather data would be by personal interview (Amin, 2010).  
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3.3 Step 3 - Design Interview Questions 

The third Step was to construct the list of interview questions.  Questions were derived from literature 

review findings and hypotheses made by a OneTouchPM
®
 Project Manager, also known as the researcher, 

and the OneTouchPM
®
 Product Manager.  The interview questions were broken down into the following 

sections: 

 Demographics (4 Questions) – To understand the users background with OneTouchPM
®
. 

 Value (9 Questions) – To determine the amount of value the user feels OneTouchPM
®
 brings to 

their work.   

 Security (1 Question) – To determine if users feel that data is secure in OneTouchPM
®
.  

 Support/Training (5 Questions) – To gain user perspectives on the existing support and training as 

well as the best method for conducting support and training in the future.  

 Marketing (9 Questions) – To better understand user viewpoints on how OneTouchPM
®
 is 

currently marketed and how it should be marketed. 

 Improvements (3 Questions) – To determine users’ thoughts on OneTouchPM
®
 improvements.  If 

they know of any needed improvements, and how they feel functionality enhancements would be 

received by the rest of the user population. 

 Administrative (1 Question) – To determine if the users wanted to remain anonymous in this 

report. 

3.3.1 Step 4 – Review Interview Questions 

The fourth Step was accumulating and reviewing the interview questions.  The OneTouchPM
®
 Product 

Manager reviewed the interview questions prepared by the researcher to ensure that all of the data desired 

to be gathered was included, and that questions were appropriately phrased and well organized.  All of the 

32 interview questions can be found in Appendix A. 
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3.4 Step 5 – Identify Interviewees 

Step 5 was to identify the OneTouchPM
®
 users that would be interviewed.  A great deal of thought was 

put in to determining which users would be interviewed.  Time would only allow for a very small 

percentage of current OneTouchPM
®
 users to be interviewed.  Since a small number of users would be 

polled, the researcher wanted to be sure that the users interviewed were representative of a diverse user 

subset.  Two specific categories were considered to ensure this diverse subset: 

1. What OneTouchPM
®
 system(s)/project(s) has the user worked on?   

2. What is the user’s role in the project where they used OneTouchPM
®
? 

There were four users selected to be interviewed.  Each user interviewed worked on a different project 

that utilized OneTouchPM
®
.  In addition, each interviewed user played a different role on the project(s) 

where they used OneTouchPM
®
 than the other interviewees. 

3.5 Step 6 – Conduct Interviews 

Step 6 was to conduct the interviews.  Due to logistical challenges three of the four interviews were 

completed via phone, with one interview being done in-person.  Interviewees’ responses were transcribed 

during the interviews.  The researcher considered using a voice recorder and later transcribing the 

responses, but decided against it because live transcription allowed a better opportunity for clarification to 

responses that may have been unclear.   

3.6 Step 7 – Analyze Interview Responses 

The final step, Step 7, was analyzing the interview responses, comparing them to one another and looking 

for similarities to the literature review findings.  Step 7 is covered in the following Findings Section. 

* * * * *
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Chapter 4 - Research Results 

As mentioned in Chapter 3, the interviews completed in this investigation were focused on seven primary 

areas of evaluation: 

 Demographics  

 Value  

 Security  

 Support/Training  

 Marketing  

 Improvements  

 Administrative 

The areas of evaluation listed above correspond to the sections of interview questions.  The following 

sections summarize the insightful interview responses gathered in each area of evaluation.  In order to 

focus in on the research results, some of the interview responses were paraphrased in the summary tables.  

All of the fully transcribed interviews can be found in Appendix B.   

4.1 Demographics 

The users interviewed were a diverse subset of the user population.  They were each representative of 

different OneTouchPM
®
 projects, and were also representative of different geographic regions in which 

BMcD does work.  From west to east, one user was from the BMcD San Diego office, another from an 

Oklahoma field office, the third works primarily in the Kansas City World Headquarters, but was 

involved in a project in Michigan, and the New England office located in Connecticut was also 

represented.  The individuals interviewed play differing roles on the projects they’re involved with.  The 

disciplines covered by the interviewees were: project controls, business development, safety, and assistant 

construction manager.   
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The interviewees also had a vast range of experience using OneTouchPM
®
.  The user having used it the 

shortest amount of time has used it for 1.5 years, with the most long-term user having used it since its 

inception in 2007.  These demographics results were anticipated because the interviewees were 

handpicked to ensure a diverse group would contribute to the research.  All of the demographics 

responses can be seen below in Table 4.   

# Question Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 

1 

How long have you been a 

OneTouchPM® user? 

1.5 – 2 Years. 2.5 Years. Since August 2010.  Since 2007. 

2 

What projects have you 

worked on that use/have 
used OneTouchPM®? 

All CLIENT 1 Projects: 

Project 1, Project 2 and 
Project 3.   

I'm involved in marketing: 

the Client 5, Client 2 in 
Marshall Michigan, Client 

3, Client 4, and Client 6.   

Client 7 Project 5 and 

Project 6 1 -2-3, but I 
didn’t use it that much for 

Project 6. 

Project 7, Project 8, 

Project 9 (5 individual 
projects), Client 8 Project 

10, Client 9. 

3 

How would you describe 
your level of usage? 

I use OneTouchPM® at 
least once a day.  It may 

be for a quick look or it 

may be to further 
investigate a known issue.   

Generally just business 
development.  For the 

three months I was at 

Client 2 I used it 24–7. 

Daily.  I manage people 
that are on it all day long.  

We have it mounted on 

the wall and plot the 
crews, and use it all day.   

I use it to help me go and 
get more work for BMcD.  

So it’s a sales tool for me 

more than a construction 
management tool.   

4 

Who mainly uses 

OneTouchPM®? (Clients? 

Contractors? BMcD?) 

Initially BMcD is the 

primary user, but as the 

project grows owners and 
contractors ramp up in 

usage was the project goes 

on. 

At Client 2 there were 50 

Client 2 employees using 

it.  Everyone involved in 
the project was using it: 

BMcD, Contractors, and 

Clients.  

Everyone.  If they aren’t 

using it they should be.   

BMcD - Department 

managers, 

superintendents, CR staff, 
real estate staff, and 

controls staff are the main 

users.   

Table 4:  Demographics Research Results 

4.2 Value 

The users interviewed agreed that OneTouchPM
®
 brings value to the projects where it is used.  Value is 

added by saving time/cost on projects as well as reducing risk.  When the interviewees’ were asked how 

OneTouchPM
®
 saved them time, the most notable time savings responses given were:  

  OneTouchPM
®
 allows users to look at things that would have traditionally required them to go 

out into the field for inspection. 

 OneTouchPM
® 

allows for users to more quickly respond to situations where they previously 

would have had to consult paper documents to even know where to begin.   

 OneTouchPM
®
 gets real-time field data back into incident command as it is being collected.   
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All interviewees agreed that OneTouchPM
®
 reduces project risk.  Two users mentioned that value was 

added by mitigating the risk and cost of lawsuits. 

When asked to list the most useful OneTouchPM
®
 layers there were several different layers mentioned.  

The most common responses given were: 

 Real Estate 

 Community Relations 

 Sensitive Customers 

 Photos 

All users reported that they trusted the accuracy of the data in OneTouchPM
®
, with one user pointing out 

that the data residing in the system is only as good as the data that is fed into it.  He stated that not every 

user understands this; therefore, if users detect information they know is incorrect, it may cause them to 

grow to distrust the data.  To mitigate this problem, he suggests showing both the data owner and the date 

that the data was updated in each data balloon found within the system.  This will allow concerned 

OneTouchPM
®
 users to contact the data owner(s) directly to question the quality of the data being 

displayed. 

Another user admitted that there was opportunity in his day-to-day workflow to use OneTouchPM
®
 more.  

He stated that he often finds himself slipping back to using conventional methods, then realizes after the 

fact that he could have used OneTouchPM
®
 to accomplish tasks faster.   All of the responses to the Value 

Section questions can be seen below in Table 5. 
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# Question Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 

5 

How does OneTouchPM® 
help with the management 

of large scale linear 
projects? 

We use if to look at things 
without having to go out 

to the field.  We can also 

see the contractors 
progress.  If an issue arises 

we can use 

OneTouchPM® to go 
back and see when 

contractors were in certain 
places. 

On Client 2 

OneTouchPM® got real-
time field data back into 

incident command as it 

was being collected.  This 
enabled the moving of 

resources quicker than if 
we had used phone.   

It puts the project in 
perspective.  You can 

actually see the enormous 

project that’s ahead of us 
and everything that goes 

into it.  It allows you to 

start building questions, 
i.e. how should we build 

in the dessert vs. not.  It 

helps to have all of the 
data in one central location 

vs. trying to read several 
different maps. 

Multiple dept managers, 

contractors, clients, sub 
contractors must work 

together.  OneTouchPM® 

has given us a common 
portal in an easy to use 

fashion.  Before 

OneTouchPM® we were 
good at distributing things 

on paper.  Our projects are 

now so dynamic that we 
need to be able to change 

data fast and in an easy to 
use understandable format. 

6 

Do you trust the accuracy 

of data in 
OneTouchPM®?  If no, 

what are your concerns? 

Yes.  I had reservations 
initially, but it’s proven 

itself. 

Yes, it was as accurate as 
the data that was going 

into it.   

Yes, I’ve never had a 

problem with it.  One time 
I did have an employee 

that looked at it from a 

different angle and that 
caused the data to be 

skewed.   

Data in equals data out, so 
OneTouchPM® is only as 

good as the data it’s given.  

So, yes I trust the 
translation, but data isn’t 

always entered accurately.   

7 

Which OneTouchPM® 

layers/reports are most 

useful?  How are they 
useful to staff? 

Real Estate is the most 

useful because it shows us 

were we have access and 
where we don’t have 

access.  Next on the list 

are the route and 
structures.   

Photos (helicopter and 
ground), boom locations, 

and trustee data.  It was 

great that we could time 
stamp items.  Beneficial to 

bring in other labs data i.e. 

air data being collected.  
People in the field could 

look for the most recent 

photos and see what was 
happening along the river.  

They also used the data to 

buy out homes along the 
river. 

Constructability, Sensitive 
Customers, 

Environmental, 

Construction Yards, and 
Weather.  Daily we have 

people call in when they 

go out to the field and we 
plot them on 

OneTouchPM®.  We track 

them using their radio 
number, and we track 

continue to track them as 

they check-in throughout 
the day.  

I go out and sell the 
products, so I look at what 

is the biggest risk and 

what’s the biggest bang 
when I’m selling.  

Community Relations and 

the ability to communicate 
that information out to the 

field crew is most 

valuable.  The real estate 
layer is also big.  

8 

Are there additional 

layers/reports that could 
be added to 

OneTouchPM® that 

would help your daily 
workflow? 

Yes, defining which ones 

they are is difficult at this 
time.   

All of the procurement 

stuff that we do in the 
other projects would have 

been beneficial.  i.e. 

buying the boats, boom 
material, contractors, etc.  

It would have been nice to 

have that procurement 
data in the system.   Not that I can think of.   

Yes, we should definitely 
add a cost layer.  When 

you get into cost that ups 

the ante on security.  We 
could show how much the 

structure should cost and 

how much has been spent, 
and what the earned value 

is segment by segment.  It 

would also be cool to add 
a risk layer. 

9 

Does using 

OneTouchPM® save you 

time?? 

Yes.  I don’t have any 
estimates on how much 

time is being saved.  I still 

find myself going back to 
conventional methods then 

realizing that I could 

check OneTouchPM®. 

Oh ya.  A good example 

of that is the trustees that 

used it.  When taking their 
field readings with paper 

they would get 7-8 

readings today.  When 
using mobile tools they 

were doing about 24-25 

each day.   

Yes.  If we were not using 

OneTouchPM® and just 

using a map, the time to 
plot people on the map 

would be so much more 

time consuming.  In the 
event of an emergency 

when you would need to 

give directions quickly 
doing so accurately would 

be challenging without 

OneTouchPM®. 

Me no, others absolutely.  

We used to have an admin 

print, then distribute the 
paper, then have the 

superintendents thumb 

through the printed logs to 
find what they needed.  It 

saves time all the way up 

to making mistakes. 

10 

Do you believe 

OneTouchPM® saves the 
project money? 

I think so.  Not having to 
go out to the field saves 

man-hours which 

translates into money 
saved.   Yes. 

Maybe, I don’t really 
know.   

100%!  It helps eliminate 

mistakes and rework 
which means more money.    
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11 

Do you believe 

OneTouchPM® reduces 

risk on the project? 

Yes, because of ROW 

management and the 
identification of properties 

that we should/shouldn’t 

be on. 

It definitely does.  

Especially when we start 

looking at the cost of 

lawsuits.  It’s continuing 
to save money with law 

staff; they don’t have to 

dig for the information.   Absolutely.   Yes. 

12 

Do you believe 

OneTouchPM® is being 
utilized correctly and to its 

full extent? 

Yes, correctly, but not 
necessarily to the full 

extent.   

I’m sure that there is more 

that we can do with it.  I 

saw improvement 
throughout the life of the 

Client 2 project.   

I think that some people 

are using it correctly and 

to its full extent.  I don’t 
know that everyone is.  If 

more people knew the 

capabilities of 
OneTouchPM® then they 

would use it more. 

If we implement 

OneTouchPM® correctly 

it will never be done.  No 
one project is alike we’ll 

learn our lessons from one 

project and apply them to 
the next.  The analogy is 

similar to Facebook.  Keep 

adding things 
incrementally and keep 

people interested.   

13 

What’s the one word 

you’d use to describe 

OneTouchPM®’s value? Useful  Collaborative Immeasurable Flexible 

Table 5:  Value Research Results 

4.3 Security 

There was only one security question posed in the interviews.  It was to determine if users feel that the 

data in OneTouchPM
®
 data is secure.  All respondents said yes, though one person did state that if 

OneTouchPM
®
 moves to the web that he will have more security related concerns.  Table 6 shows the 

security research results.  

# Question Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 

14 
Do you feel 
OneTouchPM® is secure? Yes. 

Ya.  On Client 2 we had 
different security levels 
for different people.   Ya, I think so.   

Yes.  I think when we go 
web based I’ll have some 
more questions around 
that.   

Table 6:  Security Research Results 

4.4 Support/Training 

Users didn’t have any complaints on the current level of support, but did have some good feedback on 

how they felt about support and training.  All users interviewed said that new user and refresher training 

sessions undoubtedly need to be performed in-person by a OneTouchPM
®
 team member.  They also felt 

that it was important to not only train users on the project layers, but to also demonstrate the inherent 

functionality available in the Google Earth™ client.  Interviewees were indifferent on whether the 

training should be done on a one-on-one basis, or in a group setting.  All interviewees felt that both 

training scenarios would be successful.  One interviewee pointed out that training in a group setting might 
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allow for more learning opportunities, because someone might ask a question that another trainee hadn’t 

thought of, or was too embarrassed to ask. 

Every interviewed user knew who to contact if they had a OneTouchPM
®
 support question.  All users go 

to the OneTouchPM
®
 Project Manager that either performed their training, or is currently managing the 

project(s) that they work on.  All users reported that they have, at some point in time, needed to request 

support, and stated that they were happy with the response that they received to their support question(s).  

One person did report that they have started to go to another OneTouchPM
®
 team member for support, 

because the team member that they had previously contacted had a slow response time. 

One question was added to the support/training category purely to evaluate if users were given consistent 

training, and to determine if they were taking full advantage of some of the functionally inherent in the 

Google Earth™ client.  The question was, ―did you know that you can import you own spatial 

information into OneTouchPM
®
?‖  Only two of the four interviewed users said yes.  The support and 

training research results can be found in Table 7.  
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# Question Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 

15 

What sort of training do 

you think is required to 

use OneTouchPM®? 
(Two part question e.g. in 

person, over the phone, 

none, etc ALSO e.g. on 
functionality of Google 

Earth™, on the layers 

available, etc.) 

Training needs to be on-

site, either one-on-one or 
in a group, but has to be in 

person.  In group sessions 

questions get brought up 
that others wouldn’t have 

thought of.  Training 

needs to be done on both 
the functionality of 

Google Earth™ and the 

layers available. 

Training over the phone 
jus t doesn’t work.  When 

you’re live it is so much 

more fluid.  People might 
think that the product isn’t 

that good because of the 

connection.  I think that 
they need to know enough 

about OneTouchPM® so 

they know that they can 
ask for things when they 

need them.  There needs to 

be a liaison that 
understands what can be 

done so they can ask for 

new layers.  It would be 
nice to have one 

OneTouchPM® team 

member contact for each 

global practice.  That 

would allow the individual 

to better understand the 
global practice’s needs 

and have someone to ask.   

Hands on training is 
always better.  If it’s a big 

training session with 10-

15 people I think that’s 
fine as an instructor led 

course.  There needs to be 

an overview of all of 

OneTouchPM® and then 

tell each individual how it 

could be used to do their 
job better.  I also think that 

a manual would help.    

Most people are familiar 

with Google Earth™ 

which makes it easy to 

navigate and get around.  I 
think people get confused 

on where the data is 

coming from.  I think that 
part of the training is 

putting ownest back on the 

data owners.  Trainers 
should stress, this is a 

viewer, if something is not 

right go back to the data 

owner.  To promote data 

ownership each balloon 

should contain an update 
date and the data owner’s 

name. 

16 

Did you know that you can 
import your own spatial 

information into 

OneTouchPM®? No. Yes. No. 

Yes.  I haven’t and don’t 

how to do it, but I know 

that you can. 

17 

Does technical/educational 

support exist for 

OneTouchPM®?   

Yes, you’re my technical 

an educational support.   Yes. Yes. 

No.  The ownest has been 

put back on the data 
owners to ask for 

enhancements and to train 

the users.  Personally I 
think that we need a 

OneTouchPM® person in 

the New England Office.  

They can hear firsthand 

how it’s used, any 

complaints, etc.   

18 
Do you know who to 
contact for support?   Yes. Yes. 

Yes.  We would benefit 
from having someone in 

Alpine.  Definitely early 

on, it would have been 
beneficial to have 

someone on-site, 

especially when hiring 
new employees.   Yes. 

19 

Have you ever had to 

contact a OneTouchPM® 

team member for help 
with support?  If so, have 

you always gotten prompt 

service or were some 
issues left unresolved?  

Yes, I have no issues 
there. 

Yes, sometimes, certain 
people are slow.   Yes.  Yes. You guys are great. 

Table 7:  Support/Training Research Results 

4.5 Marketing 

The Marketing Section was one area where user responses differed most.  That was somewhat expected 

because two of the interviewees, Interviewee 2 and Interviewee 4, have job functions that involve more 

marketing than the other two interviewees.  When asked about current OneTouchPM
®
 marketing 
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techniques and ways OneTouchPM
®
 marketing could grow, one interviewee felt strongly that a pilot 

approach is the only way to get new clients into using OneTouchPM
®
.  He believes that until clients are 

shown the tool, with their data in it, they don’t understand it.  That same interviewee said that educating 

the BMcD Project Managers running big projects is the best way to raise awareness and continue usage 

growth inside BMcD.  This is his position because he believes that many BMcD Project Managers still 

don’t know that OneTouchPM
®
 exists.   

To take marketing to the next level, two interviewees suggested that there be a OneTouchPM
®
 team 

member assigned to each GP to interact with users and encourage use of the tool.  In addition, one person 

felt very strongly that there should be one OneTouchPM
®
 team member in each regional office.  Taking 

these recommendations would have a positive influence on service and support. 

One interviewee pointed out that when OneTouchPM
®
 is being used for large scale transmission projects 

it is most often marketed to the construction component of those projects.  She suggests that there should 

be a conscious effort made to expand the disciplines that the tool is marketed to, because there are several 

other pieces of those projects that benefit from using the tool.   

All interviewees agreed that a OneTouchPM
®
 Product Manager is required for the tool’s success.  When 

asked what roles and activities the Product Manager should perform, the following responses were 

received: 

 Continue the growth/expansion of what the product does. 

 Ensure there is adequate support for the tool. 

 Sales activities 

 Demonstrations 

 Speaking at Conferences 

 Training 
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 Serve as a liaison to other GPs.   

 Facilitate/coordinate a OneTouchPM® team member advocate in each GP. 

 Go on-site and talk with users to ensure that they are happy. 

 Ensure that OneTouchPM
®
 is staying ahead of the competition. 

Table 8 shows the results from the marketing interviews. 

# Question Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 

20 

Is OneTouchPM® 
branded or marketed in 

any certain way? 

We continue to market it 
with CLIENT 1, but get 

pushback from some and 

not from others.  Showing 
the usefulness to the client 

helps sell it to the client.   

We’re trying to push the 

tool on projects where the 

clients haven’t requested 

it.  If we build a pilot for 
clients they get it.  They 

don’t get it until they see 

their data in 
OneTouchPM®.  Clients 

also think that it’s 

expensive as hell when it’s 
not that expensive.  If we 

can penetrate a market i.e. 

Pipelines then word of 
mouth, 

attendance/presentations at 

conferences then the work 
will propagate.  I don’t 

know that we have an 

official marketing program 
for OneTouchPM® right 

now.  We need to 

determine which industries 
we want to sell to.  Then 

mock up samples so we 

have something to show 
them.  If we do enough of 

it for free, then they’ll hire 

us in for the next project 
and we’ll get the revenue 

there. 

I don’t know that I’ve ever 

seen it marketed.  It might 
be marketed more for 

Construction Field 

workers, when really 
everyone in the field can 

benefit from it.   

Absolutely.  We’re not out 

there marketing 

OneTouchPM® as a 
standalone software 

product.  It’s a service to 

enhance our program 
management capabilities.  

It’s part of the tool box, 

it’s not an option to not 
have it as part of the 

program. 

21 

How can 
branding/marketing be 

improved? 

Have a OneTouchPM® 
person be onsite to show it 

to the client.   

Clients often say that this 

is just Google Earth™.  

We need to have a better 

idea of how we show it 

initially.  Can we change 
the icon?  Change the title 

bar?  A lot of clients don’t 

understand the difference 

between Google Earth™ 

Pro and EC and the 

security differences.  If we 

do a brochure we should 
mention the differences 

between the two versions 

of Google Earth™. 

Understanding everything 

that OneTouchPM® can 

do and then tailor it to the 
specific client needs.  i.e. 

if the client wants it more 

for environmental, then it 
should be marketed that 

way.  Same for safety, etc.   

I like the idea of a 
OneTouchPM® contact 

for a contact for each GP.  

If our infrastructure guys 
had a person they would 

be bought into it more and 

they would be creating 

marketing tools.  There 

should also be a single 

contact onsite in each 
regional.  If we wanted to 

centralize OneTouchPM® 

then I’d like to see the 
OneTouchPM® contacts 

be done be global practice. 

22 

How did you find out 
about OneTouchPM®? 

How does the average user 

find out about 

I heard about Project 7 via 
Friday news and word of 

mouth around the 

company.  Then a project 

I have no idea.  Talking to 
BTS people I suppose.  I 

don’t know where I saw it, 

but I knew right away that 

From OneTouchPM Staff 
1.  Users find out by word 

of mouth, and when they 

start using it I would hope 

We had a need and 
someone said it would be 

neat to display it in a GIS 

fashion.  A few people 
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OneTouchPM®? (by word 

of mouth?, BMcD staff? 
etc) 

(Project 1) that I was sent 

to was using it.  They find 
out about it because they 

go to a project that is 

using it.  It makes sense to 
sell our technology and 

services as one package.  

We had alliances with the 
New England Office and 

wanted to standardize with 

them.  We determine if 
we’re going to use 

OneTouchPM® based on 

the size of the line being 
built.   

I could adapt it to 

Environmental stuff.   
Word of mouth on site.   

that there is some kind of 

training session.   

came onsite and we started 

toying with the idea of 

Google Earth™.  NEO 

Representative 1 shows 

every person that we 

interview OneTouchPM®.  
We’re very proud of 

OneTouchPM®, with that 

pride you tend to show it 
off so people tend to see it 

quickly.  You can walk by 
a conference room in the 

New England Office and 

see people use it.   

23 

What’s the perception 

around OneTouchPM®? 

Around the Project 2 
project the perception is 

that it’s a positive and 

useful tool.  Occasionally 
it causes frustration 

because in the trailer it 
will sometimes lose 

connection and drop off.   

It was really well received 

by the Client 2 client.   

I think that most everyone 
sees that it adds value to 

whatever you are doing.   

It’s a great construction 

tool when we’re in 

construction.  However, 
there is engineering and 

construction.  We’ve 

nailed construction, but 
we still struggle in the 

engineering phase.  We 

need to brainstorm with all 
of our existing program 

managers, and look back 
through lessons learned to 

see what would help us.   

24 

Are you aware of a 

competitor to 

OneTouchPM®? No. 

I’m sure that our 

competitors are going to 
try and do the same thing.  

We’ve been places before 

and people have 
mentioned other systems, 

but I don’t know what they 

are. No. 

Yes, and I think that there 

are more and more every 
day.  Oracle Spatial for 

example has some 

impressive stuff out.  We 
need to spend money 

corporately to investigate 

our competition. 

25 

What’s the biggest 

challenge in getting new 

users to use 
OneTouchPM®? 

Training.  In the 
transmission side of things 

some people aren’t as 

computer literate.  Those 
that struggle with 

computers, once someone 

has walked them through 
it they understand that 

they can’t make changes 

and they have confidence 
to use it.   

At Client 2 it just spread 
from person to person and 

people picked up how to 

use it.   A lot of companies 
have tried to use 

centralized GIS systems 

and spent a lot of money 
doing so and it’s never 

worked for them.  

Therefore they are very 
hesitant to trust something 

new that makes the same 

promises as the failed GIS 
implementation.   

Teaching them. If they 
don’t understand all that 

OneTouchPM® can do 

then they are unlikely to 
use it.   

Getting OneTouchPM® 
installed on users 

machines and convincing 

them that the data is 
accurate.   

26 

Will users be intimidated 

if OneTouchPM® 
continues to grow by 

adding more functionality? 

No, I don’t think so.  Once 
you get over the initial 

scare, everyone is ready to 

grow with it.  I find 
something new about it all 

the time.   No. 

No, as long as the system 

continues to run smoothly 

and the growth doesn’t 
affect what it’s currently 

able to do well.   

I think that in its current 

state, yes.  We need to 

upgrade to 
OneTouchPM® 2.0 where 

we can start building 

smart navigation on the 
left. We’re at critical mass 

with the current version.   

27 

How can we continue to 

encourage mass usage 

while continuing to grow 
functionality?   

I don’t’ think that it’s a 

problem.  As long as you 

don’t ever tie it to 
Loadsprings.   

It will go hand in hand.  

Really educating the 
BMcD folks running big 

projects is the biggest way 

to raise awareness and 
continue usage growth.  

Many of the project 

managers still don’t know 
about OneTouchPM®.     

Doing research and seeing 
how people would want it 

to be used and how it can 

be more useful for them.  
Client 7 Representative 1 

of Client 7 is great at 

asking for things, and then 
we figure out how to do it.   

You’re always going to 
need a support team to 

support the product.  

BMcD needs to hire 
someone who is 

specifically there to 

enhance the usability and 
functionality.   
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28 

Do you see a need for 

OneTouchPM® to have a 

Product Manager?  What 
roles/activities would/does 

that person perform?   

Yes.  There’s a lot out 
there that could still be 

added to bring value to 

OneTouchPM®.   They 
would continue the 

growth/expansion of what 

the product does.  Do 
more training seminars 

and marketing.  They 

would also make sure that 
there is adequate support 

of the tool.   

Sales activities, 

demonstrations, speaking 
at conferences, training, 

and liaison with other 

GP’s.  Let each GP know 
what we have available, 

and facilitate/coordinate 

the advocates in each GP.  
People are afraid to start 

over if they’ve had a failed 

system before.  Sell the 
customization and ensure 

success.     

Probably. If one person 
isn’t designated to 

OneTouchPM® it won’t 

work.  I’m sure that 
OneTouchPM® makes a 

lot of money for BMcD so 

it’s appropriate to have 
someone in charge of 

managing it.   

The main OneTouchPM® 
clients are the BMcD 

project managers.  The 

product manager needs to 
be out onsite ensuring that 

users are happy and that 

we’re staying ahead of 
competition.  Always 

growing, always 

enhancing, and 
maintaining our 

competitive edge. 

Table 8:  Marketing Research Results 

4.6 Improvements 

Interviewees did not feel that users would be intimidated if the tool continued to evolve and improve 

functionality.  They did, however, express concern that a new web tool may require a plug-in, or be 

hosted in an environment that made it challenging to gain access.  These fears have resulted from a bad 

experience with another product.  One user said that if such a plug-in is required, then OneTouchPM
®
 

should not migrate to the web. 

Two users said that procurement and cost data would be highly beneficial to add to OneTouchPM
®
.  They 

acknowledged that this sensitive information should not be available to all users, and that it increases the 

security requirements.  They also felt that adding cost information to OneTouchPM
®
 would bring a new 

type of executive user to the tool. 

One interviewee had a vision for what OneTouchPM
®
 2.0 would look like, and felt that right now was the 

time to make that change.  He envisions smart navigation that allows users to save desired views, with the 

layers they desire turned on.  See Table 9 for the improvements research results.
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# Question Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 

29 

Does OneTouchPM® 
have potential for growth?  

How would/could that 

growth be obtained?  How 
could it be realized?  What 

would it look like? 

Yes.  The growth is going 
to take continued 

correspondence with the 

users to ensure that they 
are getting what they want 

out of the program.  Find 
out what would make it 

better/more user friendly.   

It takes someone that will 
make notes as they are 

using the tool then 

communicate them back, 
not everyone can or will 

do that.   

Yes.   You just have to 

make people more aware 

of OneTouchPM® and 
you have to invest some 

money in creating some 

pilots.  Pipelines need to 
happen!  We should team 

with other engineering 

firms.  If we’re not going 
to win the project anyway 

then we might as well get 
a piece of it.  The client 

will realize that BMcD 

was responsible for 
OneTouchPM® and that 

might bring additional 

work back to BMcD that 
would have been 

otherwise lost. 

Yes.  It’s going to be a 
tool that grows as needs 

progress.  I wish that I 

could have an archive of 
my MyPlaces.  It kind of 

works to save them as 

kmz.  From an outsiders 
view it seems like the 

OneTouchPM® team is 

doing research and trying 
to find out what we need 

to have to make our jobs 

easier. It would be an 
incremental change.  That 

works.  I can’t see a 

version 2.0 
OneTouchPM® being 

significantly different.  

The current layout is good 

and most people know the 

basics of Google Earth™.   

Yes.  It’s unlimited.   

Having a dedicated 
resource, a product 

manager, focused on 

developing it.  I’d really 
like to see flythrough 3D 

models of buildings.  

We’re waiting for a client 
to ask for it, but we need 

to be ahead of the ask.   

30 

Additional thoughts to 

add? No. No. No. Nope.   

31 

How do you think a web 

based tool would be 
received?   

That would be well 
received.   

I think that would be good.  
It would have been good 

for Client 2 so the public 

data would have been 
available to the public.  

Can you just make a 

portion of it web based?  
Even for T&D clients, 

maybe the public could 

see what’s planning to be 
done.   

Yes, in general I think that 

people like web based 

tools.  They appeal to the 
masses.    

If it doesn’t require an 
installation, i.e. Java, it 

would be received 

extremely will from 
clients and contractors.  

Many of those people 

don’t have admin rights on 
their machine to install 

things.  In the web we 

could start playing around 
with the navigation tree.  

If a web based tool 

requires a java install then 
stick with the client.    

Table 9:  Improvements Research Results 

4.7 Administrative 

The final question asked was if the interviewees wanted to remain anonymous, or if their names could be 

disclosed in this report.  All users said that their names could be disclosed. 

4.8 Conclusions 

The premise behind this research was an idea that when growing an application’s functionality, it matters 

less about which application development processes or methods are adopted by the OneTouchPM
®
 team 

as long as the activities are planned, managed, and executed by a strong, organized, and well rounded 

team.  Instead, what matters, are factors that correlate to the users’ satisfaction with the tool, as well as the 

innovation management.  Implemented together, focusing on those will maintain the application’s mass 

appeal during times of growth.  The combination of the literature review and the user interviews has 
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confirmed this notion.  The recommendations made in Section 4.9 resulted from the user interviews.  The 

following recommendations supplement those recommendations by including findings from the literature 

review.  They are listed in no particular order and suggest recommendations for maintaining mass appeal 

while growing OneTouchPM
®
’s functionality: 

1. First and foremost, the OneTouchPM
®
 team needs reformed.  The current development silos that 

perform limited collaboration are a hindrance to innovation.  Creating a stronger cross-functional, 

team-oriented environment will help each team member better contribute to the overall success of 

OneTouchPM
®
, and create a bigger picture of the applications goals for the team to cumulatively 

work towards.  When building the new cross-functional team it is important for the Product 

Manager to keep in mind which personalities are best for each role within the team.  The main 

goal of the reform is not necessarily to restructure the organization chart, but rather to enhance 

communication and collaboration within the team.   

2. A large business plan is idealistic and not feasible for the small dynamic OneTouchPM
®
 team.  

However, the Product and Project Manager(s) should collaborate to build a list of goals and 

timelines for which those goals should be achieved.  Without a plan for where to go there’s no 

way that the team will get there. 

3. Several of the characteristics outlined in the Diffusion of Innovations and the TAM models are 

part of the reason that OneTouchPM
®
 has experienced success.  Efforts should be made to 

continue these successes, a few being: 

 OneTouchPM
®
 was adopted by several OLs throughout BMcD. 

 Users and prospective clients are often given the opportunity to try OneTouchPM
®
 or at 

least see their data within the tool prior to committing project funding. 

 Being both award winning and having great success shortly after inception, 

OneTouchPM
®
 had high levels of perceived usefulness and perceived ease-of-use. 
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4. User adoption and building a tool that allows users to do their jobs better is the key to maintaining 

mass appeal.  When these goals are achieved, studies show that user satisfaction will propagate 

throughout the users’ social networks.  When possible additional care should be taken to make 

contact with users and establish a schedule for on-site visits. 

5. Perceived ease of use, functionality, and quality all have a positive relationship with the use of IT 

applications.  Therefore, it is important that while the OneTouchPM
®
 team focuses on innovating 

and adding functionality to OneTouchPM
®
 that they don’t lose sight of the importance of quality.   

6. Adding additional functionality to OneTouchPM
®
 is not only desired by the users interviewed for 

this research, but mandatory to maintain long term success.  When evolving the tool the Product 

and Project Manager(s) must keep in mind that those users that are first to adopt a technology 

generally have a shorter adoption period than those considered laggards.  The initial 

improvements can be done incrementally to soften the effect, but will undoubtedly widen the gap 

between innovators and laggards.  It will be critical that special attention be paid to the laggards 

to narrow the gap. 

As far as application development is concerned, there is not one main development process that this 

report recommends.  Following the recommendations found in this report ought to help ensure that any 

organized and managed approach to application development should be successful. 

4.9 Recommendations 

The feedback in gathered in this research is significant because it represents insight into how the users 

view OneTouchPM
®
.  Overall, the users interviewed seem highly satisfied with the current state of the 

tool, but did offer some ideas for improvement.  Their level of satisfaction helps to explain the current 

mass appeal of the tool.   

The following are key recommendations, listed in no particular order, that resulted from the interviews: 
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1. Focus on the interview responses that bring value.  These are items that shorten workflows and 

make people more productive. 

2. The OneTouchPM
®
 team should continue interacting with users to build valuable layers.  To 

attract executive users the OneTouchPM
®
 team should consider adding cost/procurement data. 

3. Since the data in OneTouchPM is only as good as the data that is fed to it, users should be able to 

easily see both the data owner and the date that the data was updated in each data balloon found 

within the system. 

4. The OneTouchPM
®
 team should continue to perform and improve on support and training.  

Whenever possible in-person training should be offered for all new users and each user should be 

offered a refresher class each year.  A strong relationship with the users will not only encourage 

current use, but will also serve as a form of marketing to encourage future use. 

5. A basic training checklist should be developed to ensure that all users get the same basic 

OneTouchPM
®
 training.  The training can be built upon and customized for each project’s 

individual needs, but at a minimum the items on this checklist should be taught in each session. 

6. Strong marketing goals and a plan to achieve those goals should be developed.  The plan should 

include marketing to all phases of the project (i.e. construction, real estate, environmental, etc.) as 

well as the branding of OneTouchPM.  Brand is one area where OneTouchPM
®
 currently lacks.  

This is mostly due to the fact that the Google Earth™ platform is used to display the tool and 

therefore most customers get confused on what is Google Earth™ and what is OneTouchPM
®
.  In 

most cases customers default to calling it Google Earth™ because it’s more familiar to them.  

When moving to the web API this will be less of an issue, but suggestions for improvement in the 

current client environment are to change the logo that is installed with the tool and/or the title bar. 

7. The OneTouchPM
®
 Product Manager should be responsible for the following: 

 Ensure there is adequate support for the tool. 

 Sales activities 
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 Demonstrations 

 Speaking at Conferences 

 Training 

 Serve as a liaison to other GPs.   

 Facilitate/coordinate for a OneTouchPM® team member advocate in each GP. 

 Go on-site and talk with users to ensure that they are happy. 

 Ensure that OneTouchPM
®
 is staying ahead of the competition. 

8. The OneTouchPM team should implement a stronger marketing and support plan for both GP's 

and regional offices. 

9. Grow the tool’s functionality. 

Each interviewed user was asked for one word that they would use to describe OneTouchPM
®
’s value.  

The four responses were:  collaborative, useful, immeasurable, and flexible.  If the application can 

maintain these four characteristics as it grows, success will undoubtedly follow.   

* * * * *
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Chapter 5 - Suggestions for Additional Work 

During the course of this study, numerous areas of additional study beyond the scope of this report were 

identified.  The following list is presented for any reader interested in opportunities for further 

investigation: 

 Additional User Interviews - Four of the 700 OneTouchPM
®
 users were interviewed to gather 

their viewpoints and suggestions.  While attention was paid to ensure the selected four individuals 

were involved in various projects and serving diverse roles on those projects, further data 

collection could benefit any conclusions drawn from this research.  In addition to polling more 

users, OneTouchPM
®
 could benefit from annual surveys to better understand the perception and 

satisfaction of the tool, and perhaps gain valuable insight and suggestions for growth. 

 OneTouchPM
®
 Team Interviews - The research contained in this report could greatly benefit 

from gaining perspective from OneTouchPM
®
 team members.  One way that could be 

accomplished is to survey the OneTouchPM
®
 team members to gain their perspectives on some 

of the topics discussed in this report.  Questions relevant to their feelings on the best methods for 

OneTouchPM
®
 application development, their feelings on the team dynamics, and what 

motivates them to innovate could also be asked. 

 Business Plan Development - Several texts focusing on project/product management, marketing, 

and application development highly suggest that a business plan be developed.  Without a plan 

how can a manager gauge progress and manage goals?  A business plan could be developed to aid 

in growing OneTouchPM
®
, while maintaining its existing mass appeal.  

 Competitor Research - When searching for ideas on how to best grow OneTouchPM
®
 a research 

of similar industry tools and/or competitors would be insightful.  

* * * * *
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Appendix A 

Conversions and Equivalence List 

Demographics 

1. How long have you been a OneTouchPM® user? 

2. What projects have you worked on that use/have used OneTouchPM®? 

3. How would you describe your level of usage? 

4. Who mainly uses OneTouchPM®? (Clients? Contractors? BMcD?) 

Value 

5. How does OneTouchPM® help with the management of large scale linear projects? 

6. Do you trust the accuracy of data in OneTouchPM®?  If no, what are your concerns? 

7. Which OneTouchPM® layers/reports are most useful?  How are they useful to staff? 

8. Are there additional layers/reports that could be added to OneTouchPM® that would help your 

daily workflow? 

9. Does using OneTouchPM® save you time?  

10.  Do you believe OneTouchPM® saves the project money? 

11. Do you believe OneTouchPM® reduces risk on the project? 

12. Do you believe OneTouchPM® is being utilized correctly and to its full extent? 

13. What’s the one word you’d use to describe OneTouchPM®’s value? 

Security 

14. Do you feel OneTouchPM® is secure? 

Support/Training 

15. What sort of training do you think is required to use OneTouchPM®? (Two part question e.g. in 

person, over the phone, none, etc ALSO e.g. on functionality of Google Earth™, on the layers 

available, etc.) 

16. Did you know that you can import your own spatial information into OneTouchPM®? 

17. Does technical/educational support exist for OneTouchPM®?   

18. Do you know who to contact for support?   

19. Have you ever had to contact a OneTouchPM® team member for help with support?  If so, have 

you always gotten prompt service or were some issues left unresolved?  

Marketing 
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20. Is OneTouchPM® branded or marketed in any certain way?  

21. How can branding/marketing be improved? 

22. How did you find out about OneTouchPM®? How does the average user find out about 

OneTouchPM®? (by word of mouth?, BMcD staff? etc) 

23. What’s the perception around OneTouchPM®? 

24. Are you aware of a competitor to OneTouchPM®? 

25. What’s the biggest challenge in getting new users to use OneTouchPM®? 

26. Will users be intimidated if OneTouchPM® continues to grow by adding more functionality? 

27. How can we continue to encourage mass usage while continuing to grow functionality?   

28. Do you see a need for OneTouchPM® to have a Product Manager?  What roles/activities 

would/does that person perform?   

Improvements 

29. Does OneTouchPM® have potential for growth?  How would/could that growth be obtained?  

How could it be realized?  What would it look like? 

30. Additional thoughts to add? 

31. How do you think a web based tool would be received?   

Administrative 

32. Do you mind if your name is disclosed in the report findings? 
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Appendix B 

Interview Responses  

The contents of Appendix B are not published with this report due to privacy concerns.  If you’d like to 

see the contents of this appendix please contact the author, Christina Gepner at 

cgepner@burnsmcd.com or 816.349.6870. 

 




