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The True Cost of Software Waste
Framing the problem: where we stand and what's at stake

Smart Strategies for Enduring Stage Products
How to tackle software waste in mature, long-lived systems

Winning from the Start
Proven plays to minimize waste from day one in new initiatives
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Number of Users>>

The High Cost of Unused Software

US $30B

$259 per desktop

UK £5.7 B

£159 per desktop

Average Software Waste by Company Size

>100,000 37%

100,000 33%

50,000 32%

20,000 38%

10,000 36%

5,000 36% The total value of waste represents the amount of
money already spent on software that was deployed

2,000 41% and then unused. Monetary waste calculations include
anly the top 35 applications (out of 1,800) to maintain a

Software Waste >> conservative evaluation.

4-YEAR v9e 3.6

BENCHMARK STUDY g/@BW wMillion Users ﬂ 14 industries

This report is the result of a four-

yvear global software waste study
conducted by 1E which monitored '| 800
]
and analysed actual software usage 129 Companies

Software Titles

across:

Waste in software = features not used

https://www.1e.com/resources/report/software-usage-waste-report-2016/
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Table 4: Resolution by Traditional Measurement

Year/Resolution 2013 2014 2015 2016 2017
Successful 41% 36% 36% 36% 36%
Challenged 40% 47% 45% 47% 45%
Failed 19% 1 7% 19% 1 7% 19%

*the chaos report by the Standish Group

Chaos report

Value

The percentage of projects
considered valuable from 2013 to

2017 within the CHAOS database.
(Very valuable & valuable).
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So how much waste are we producing?
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— R&D Spending

Maintenance

/ I Maintaining existing features, bug fixing, stabilization

. ' Legislation changes —
S pe n d I ng Implementing mission-critical changes to maintain the software

Compliant with legislation changes

- 75%

New features

Implementing new features that will keep the product more competitive, more
attractive, and will widen the dependency of the customers to it

yonder



— R&D Spending

Maintenance

/ I res, bug fixing, stabilization

Legislation changes -
Spending '—) impemning ision-ricl hanges o malnian h sofwre
Compliant wit e g sat n changes

\ New features
s that will keep the du( ore competitive, more

Implementing new feature m
tyctive, anelwil widen the dependency of the eustomers to 1t

2-3 Mil. NMR businesses —

500K in NLR

> " o
Ps 2 (Professional Services Costs)

Sales > st (2000 e e g
(85% Net Maintenance Revenue)

Support > 4 or6 (Maintenance Costs)

+

R&D’ 1 : R oD oy

G&A:20% T L

(EBITA)

C P R % 50 0/0 (Net Maintenance Revenues)

1 00 250K
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KEEP
CALM

Computer science AND Product Science

FOLLOW
THE SCIENCE

Why is R&D in Software that unpredictable??
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— Product Lifecycle

Revenues Product Induction Growth Maturity Decline
Margins Dev
________________________ Business
risk
Revenues
Time
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— Product Lifecycle

Revenues Product Induction Growth Maturity Decline

2 =

Initiative Stage Enduring Stage

Margins Dev

Validation
Pivoting
Solid business case

—

Time
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Product Excellence

— Levels of Maturity

Maturity
Model

LEVEL TWO

LEVEL FOUR
Aligned
on user

needs

A thriving
product
culture

_Qj_

Decision Characteristics — Macrolens

Dimension 1
Instinct-Driven

¢

MNo formal product
management role
or organization

Dimension 2
Requirements-Driven

Product management
role and
organization

Requirements defined as line items. Engineenng interprets

Dimension 3

Customer-
Experience-Driven

©

Customer experience
shapes development
and GTM activities

Product releasa goals and roadmaps are articulaled through stories/customer experience definiions.

Dimension 5
Strategy-Driven

2 @

Stakeholders aligned
around a vision for
capturing market

Decisions aligned to
strategic priorities

; Data/analytics-dnven
opportunity
Strategic intent is vetted through
Data/analytics-driven methods or frameworks.

_tj_

Product makers

Introducing
~_process

LEVEL ONE systematically
et uncover
|I"Itl:|lt|0n —U— 'oduct make underlying user
driven gin rea needs

User requests are ctan
taken at face

_U_

value & feedback
is interpreted
with bias

Product strategy
and objectives
are fully aligned
with broader
business goals

Product makers
rely on gutrather
than customer
feedback & data Basic product

strategy in place

Emphasis on but prioritization

shipping methods are Product

features overly simplistic roadmaps

whether or not clearly

they drive real =

olUtcomes Roadmap commumc.ate
lacks clear why some ideas

Lack of objectives; long- are prioritized

understanding term goals are over others

around the private and

product roadmap undocumented

leads others to
question it

https://www.productfocus.com/wp/wp-content/uploads/2020/08/Product-Management-Maturity-Model.pdf
https://www.productboard.com/blog/five-levels-product-excellence-maturity/
https://www.gartner.com/en/doc/3887789-apply-gartner-product-management-maturity-model-to-uplift-business-impact

Title/Level-Based Tactical Collaborative Growth-Oriented Transformational
The entire < Charactersstics >
organization
understands
customer needs S
Level 2: Managed = PM on the Baard and leading within

Cross-
functional
teams
understand
how they
contribute to
product
success

Everyone rallies
around both the
product strategy
and roadmap

¢ productboard o

Processes

Level 1: Inmature

- PM lacks leadership
- Senior management have little PM

experience

« Weak vision from above and regularly

changing priarities

 PM working in a vacuum, tactical focus

*Head of PM in place
* Clear vision and plan for PM
+ Insights from PM are regularly sought

by senior management

+ Product plans based on market insights

and support company strategy

the business

* PM accountable for P&L (or at least

tracking P&L)

* Full alignment of business strategy &

objectives throughout the business

* PM seen as the "voice of the market™

= Lack of structure - confusion on who

does what

= Work everloads and unmet commitments
= Project-led, little product-based

governance

« Unclear decision-making process

* Roles and responsibilities clear
*PMin place for all products
« Things get done — decision making

process is clear

+ Governance approach is “one size fits all”

= Well-established roles & responsibilities

agresd with all interfating departments

- PM driving product performance

impravement

« Decision-making pracess is quick and

appropriate to size and risl

+ Reactive and tactical. Lots of

firefighting by "heroes®

* PM not valued by the rest of the

business

« No PM training
« PMs lack influence and authority

to say “no”

» Some PMs trained

» Strategic facus as well as tactical work
+ PMrale accepted across the business

+ PMs understand portfolio strategy

and where their product fits

« High-perfarmance, benchmarked and

well-balanced team - measured &
rewarded on KPls

= PMs well respected - everyone wants

to work herel

* AllPMs trained an PM with angoing

learning and development

« Few tools, templates & systems to

support activities

« Market insight and product knawledge

held in individuals’ heads

» Little product documentation

+ Templates, tools and checklists in

place for all key activities

* Taols and systems used tostore

- Tools evaluated against best practice

and revisad to keep optimal

= Tools used to automatically collate

and actively share information

« Product documentation high quality

and maintained

Hion on mar
projects and products

« Few standard processes, which are

aften sacrificed under pressure

= Little (or no) reporting
+ Few relevant KPls for products.

«Processes defined and used for key

PM activities

+Reparting in place for each product
* Product development process in place

and aligned with PM needs

« Processes well established, monitered

and cantinually impraved

« Automated tracking and KPl reporting

at product and portfolio level

« Full end-ta-end PM Lifecycle process

in place indluding go-to-market, in-life
and end-of-life
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— A model to assess the levels, compared to others

Product Maturity Level

Roadmap

Feature marketing Analytics

Processes/Requirement
S

Customer involvement

Go-to-Market Speed Roadmap visibility

e max leve| ==gctual level
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— Simple Levels of Maturity

Level3:
Level2: Strategic Level
Man.]ged Level *
L* T ganization

U on customer’s understands vqluet; anc?j
idation and data, on measures priority base
what's needed and what on customer feedback
not, and have a structure and real-world data

to capture this feedback

yonder



— L1>1L2

Data Capture / Analytics

(Cheap, easy to implement, fast)

Feataure usage
Peak times
User journeys

Azure Insights

Google Analytics

&2 CH1-RetailAppAl Dashboard

Shared dashbaard | Read-arly access

<+ Create 7T Upload () Refresh /" Full screen

Auto refresh : Evary hour UUTC Time : Past 24 hours

CHI-RetailappAl

Apphcation Insghts

[Ep——

Usage 6.5«

Users

WP i sssin and users

v e oar o ue
24.49. 19.01.
P hverage swaitabitity
e z » ure
ey
86.012.
W avaiabity est results count
1
o
T P
bty ot o
12.38.

PP —

5

P e

& Edit {3 Manage sharing -
g Add filter
o, oo
B86%  cenmm
=

CH1-Retail

Reliability i
Failures
Vhlled requests

s

16,63

I erver exceptions and Dependiency faures

I T
el ek
12,66 3242,

P average process /0 rate

L Export [ Clone

Responsiveness &
Performance
fieeiey

VSQWEI response time

i

121w

W7 hwecage processar and process CPU uiastion

A oM 2 ure
bt rcey o)

e

345a

B Feedback

Browser 2

Browsers

W7 versge page load time breskdown

» s | S
1730 5370
W scomser exceptions
w
pra— e

Acquisition Overview &

A o Q te

Repan Dt gy =
@ o
A o Top Charneis

\|

3o acousmon

B oo

M comessions

& m oy
Q vscoven e
& B

Comersions

L @
B we G oovor < see | s |

Jan 1, 2018 - Fe0 12018 -

® Geomnerca Comerson e

s —
i ey e T -
e . - —=n e
wn aon |



@ RALI - Public Housing Setup - (m] X —¢1
File Edit Record H Fije Edit Record Help Sotfibor(Tywe | B l Q " Earome
5 t
P IR AR 4 . 2l U ' &= Ovstviewl Incomel Assets F.upemes]
[Name v [Resstionship [+ [Income [+ [Assets v [Expenses v [Lisbiiies v [Alets [+]]
Policies MareLawa Augwstn  Head $1.008.00 $0.00 3000 $0.00
50058 Submission Information Agency Name ICambndge Housing Authonty PHA Code IMAmZi JI Other Adut $0.00 $0.00 3000 $0.00
Josen Lawrence Augustin - Other Youth Under $0.00 $0.00 $000 $0.00
Policy Infoemation
Search |
Policy Description Account Clossout Transfer Secuity Depost to Rent
Policy Description -~
Account ut Transfes Secuity Deposit to Rent Policy Value |No =l
Age limit for youth shanng room with opposite sex Vahd Vaues [No
Allow auto generated temporary SSN Yes
Allow unit transfers across company modules?
Allow users to charge/receipt at move in
Allow Utilty Allowances to be updated on Intetims Comments
Allow utlity standard alowance override?
Always Use Hierarchy n Repayment Agreement
0 - Poltical Ward] M - Lease-Up Torms Apply utilty reimbursements to open charges? )
P - Property Uses N - Move Out Reasons Assign Applicant Status After Move In? Policy Details
0 - Offer Status Assign Applicant Status After Dffer is Accepted?
Assign Applicant Status Alter Offer is Made?
E-Matching Hierarcty Assign Applicant Status Alter Offer is Rejected? =
9 - Showing Resut Augo cancel submission of Rent Increase Only cert?
IRl S - Repecton Reason Auto create rent adustments at move-in?
U - Patticipant Statuses Bank account to use when the deposit is created
Calculate and validate bedroom size?
¥ - Paticipant Messages Case Workes assignmert method
W - Certification Checkast Ceding rent method
¥ - Cettification Approval Cestéication check list setup method
s Create Demand Debt record for
Y= Sehool Distycts Create split demand debd batches $1,008.00 $0.00 $0.00 $0.00
Z - Pet Types Demand Debit Posted On o Before based on? l TaiCiodt|[Logal | Edusion)
PHA Use Only Development preferences when diawang apphicants Do
Working Cestfication Status . EID Enty Type ; Bith City [ LJH”’W"‘“‘"
End open reservation on Maove In
WO ToClose onMove Ol | | Frat rent method State/Province [ I S Atachments. |
Demand Debit Spit Flat rent schedule method Counby | (5] Letter...
Houws before cutoff is the users informed? E:Mail | Avwiocn Neasbr of HoiasMWoried Pav Wesk
How mary unit deciines before remedial action? Pregnancy Due Date | / / ﬁ =
How mary working days to respond to Housing Offer?
How wil Secunty Dapost Interest be calculated? Policy Hint s
Implemert HUD LIPH Over Income requrements j First Name Midde Name T Last Name
orw B ® RW [;

Mastes Entiy o0l Conponlon qul Additional MI Rent Calculation | em!‘l

46 pages 80/20 principle > pages
(+Su bpagES) (+Subpages)y0nder




— L1>1L2

Azure Insights

Google Analytics

Insights 360

-
-~
\~

Product Capabilities

: PM on 3D model
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— Product Process

HIPPO Problem

o ® o
'.‘ Executives

Customer
® Support

o /
'd ‘ Decision & »
Customers ~ R&D Manager
\ ’ Dev team

;&{ UX Designer
PS

Committee

Product

Sales

yonder



— Committee to decide the planning

yonder



— Product Process

0O
PN

Customer
Support

223 — v l?h - -

Customers Product Manager ‘ o
/ Product Owner ’ Dev team
UX Designer
0e0 Sales
S

- NS

yonder



Product Owner =
VS
Product Manager

What's the difference?

yonder



— Product Owner vs Product Manager

Product owner
Subject Matter Expert

¢

How do we have to build it?
What are the priorities when having to build something?

More tactical

Product manager

What do we have to build?

Why do we have to build it? (who needs it
who is willing to pay? What are the succes
factors? Is is worth?)

More Strategic

yonder



— Qualities of a product manager

Google Like PMs

A
[ |

Technology

Product Manager
Sweetspot

Business/Domain

Should be good
to at least 2 of them

yonder



— L1>1L2

Azure Insights

Google Analytics

Insights 360

\

/
-
-~

\h

Product Capabilities

: PM on 3D model

High-level estimations

>
'
Strategic Roadmap < pack

\ 21210,

~

I

Strategic roadmap

yonder



— Preparing the roadmap

e 2 i
Customers request Must-Have Strategic

Image Credit: Institute for Integrative Nutrition yonder


http://www.integrativenutrition.com/

— Preparing the roadmap

Strategic Must-Have Customer Requests

Image Credit: Institute for Integrative Nutrition yonder


http://www.integrativenutrition.com/

— Strategic Roadmap

Should start from a business
objective

» Input from everybody

= Confirmed with the stakeholders

= Have estimates in place

= (Calculating in a way, the return

(RO, IRR, Cost of Delay, ...

)

7
)

Increase the customers base with

3 new customers

AP Integrations: Shopify,

Magento, ..

Q4

leh(henumheo
of SKUs (rows) || Archiving
O

yonder



— Simple Levels of Maturity

Level2:
Managed Level
Level1:
Intuition Level *
* Rely on customer’s
validation and data, on

what's needed and what
Rely on multiple people’s not, and have a structure
opinion of what's needed to capture this feedback

and what not
L1>>>>>>>>>>] 2

Data Capture
Product Capabilities and structure
Roadmap visibility

Level3:
Strategic Level

*

The'organization
understands value, and
measures priority based
on customer feedback

and real-world data

yonder



— L2>L3

Analytics BPEle  Track feature usage

yonder



— L2>L3

Analytics indicated the page would be
The second most used after the landing.
This should have super high priority

HEALTH ¢

Browse b Hello, J
N Search.. [c Q" Advanced Search = alo, Job
Delivery Type =

My Account «

Home » My Account
MyProducts | My Credit Tracking My Micro-Credentialing ~ MyRecelpts ~ MyProfle My Subscriptions My Email Preferences My Wish List

Sort By: Default (Future Live Dates, then Registra ~

F Refine your resuits (54 Delivery Comgletian
1w 2023 In Porson Event Type: :"';1";:3 Status:
@ Display Registrations From Symposium oAb EXPIRED
o or2Requramans Complt
Al accounts > ragdintaractive
0.00% Complate ; " . Ing" - - -
Al Analytics | Raddinteractive Web & App - || Toyesarching tproperty 10 T 0
Start Date:  05/13/2014 m
Download Reglstered: Jul 27, 2023 @ Hom i i
) Materials Expires: Jan 24, 2024 02:43 PM (Eastern) ° Pages and screens: Page path and screen class [ e Sop23-0ct20,2020 ~ | [ < A [ Buid comparison
End Date:  07/27/2023 =2 Event Date: Aug 1, 2023 9:00 AM - 10:00 AM (Eastern) ® et
ealtime
. Credit(s). 1 CME Credits AllUsers | Add comparison + CONDITIONS (BUILD UP TO 5)
Xpired
LifE cvoie
L This course has expired, certification is no longer available. If you have any please contact \ o
customer support. * ¥ Acquisition e > pmen
Al Deliveries
P —— P - ~ @ Engagement Views by Page path and screen class Views and Users by Page path and screen class User medium
PEv— Overview 60 USERS Dimension values
Capitol City Event Center — .
SRR e e o el : _
p— Austin, TX 78752 Lo
nieractive ’ sereens
hitps//goo glimapsiEVxgZsYByPnondq28 Ahe-difterenc. . 0 e
GoToWebinar o
& organic
‘Webcast +» & Retention Inew-google-
+ Deseription PR SR I s referrd
Symposium etk ) . ce-betn — YO refers
usen .
Module et - “ U Concel
+ @ Demographics
Publication (PDF) Delivery Registration  Completion Jdigitabmark ¢
OnDomand Extemal 2 Cyber Security and Ransomware: Protect Your Practice Type: Date: Status: VLG Tech
OnDemand  Jul 26, 2023 EXPIRED B °
Multi-Modu 0 2 5 E
— 0 of 3 Requirements Complete EVENTS ’ ‘ ’ . " w -
0.00% Complete — Views
™ Completion Status
& Alevents - Rows age: 10 ¥ Gon 1100f 79
T Delivery Registration  Completion - e e e
3. July 2024 On Demand Example Type: Date: Status: SaO + +Views s New use Views per user
Expired OnDemand Jul 06, 2023 EXPIRED
v B Analysis
Complete 1 of 2 Requirements Complete [ Analysis
s — Py—
Pending

Dalivery E §
ar M7 April 3: The New World Classification of Periodontal Diseases Type: Date:
" Apr 03, 2020

0 of 1 Requirements Completa
0.00% Complate

I Delivery Registration  COmpistion
5. % 2024 New York Prescription Monitoring Program (PMP) Requirements: Who, What,  Type: o Status:
) f When, and How Publication Fab 14 200  COMPLETE
(PDF) " (O2614/2029)

R
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— L2>L3

Analytics BPEle  Track feature usage

Customer validations

I\

Mockups before investing

yonder
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— Mockups before investing

P |

() Residents / Jenny Wilson f General Information e
Q. search v .
& Jenny Wilson YEXNEM Start Recertification (NS NN
Jane Cooper 89d General Information Certifications Move Resident Out Occupancy History
2628 Arturo Branch
Cody Fisher Resident Addresses Add Address
0118 Barrows Mountains
e Resident Tax ID Income Limit Phone CEIMYEREEED  weive 2 Compsny o
9: . Esther Howard Jenny Wilson 640-54-0080 TC Salt Lake County 354-963-3708 3993 S. West Temple # B204 Ap #285-7192 Ullamcorper
B A 258 Daron Route Salt Lake City. UT 84107 Amesbury HI 93373
Dashboard
Esther Howard
i 258 Daron Route
Tasks Dates Additional Unit
— . Certification Effective Date: 9/1/2024 AMP: 113-Bud Bailey Unit Type: 9/29/2022
n Jenny Wilson
Residents 8521 Terry Lane Anniversary Date: 9/1/2025 Development: Bud Bailey Status: Occupied
« Admission Date: 9/29/2022 Housing Type: Regular Tenant Bedroom: 3
Jenny Wilson Move in Date: 9/29/2022 Resident Payment Group: Default Payment Group
Units 8521 Terry Lane
Days Remaining Before 318 Unit ID: BB B204
@ Recertification
Programs w Kristin Watson
77795 Koelpin Rest
B
Reports
Financial / Rent Pets
o) Kristin Watson ! CLEI R
77795 Koelpin Rest Move in Date: 9/29/2022
Configs Name Status Veterinary
Keys in Date: 5/3/2022
o Cameron Williamson Rent run Exclusion Reason 7 Floki Kronvet
636 Luis Fall Current Rent: $1,450.00 & dangerous 968 Gerhold Trafficway
European cat | Male 290-335-9525
Current Balance: $0.00 Billing Statements Comment
- s Kronvet
Cameron Williamson ) ) 'ﬁ now not dangerous 968 Gerhold Trafficway
636 Luis Fall Deposit Required: $1,800.00 Find Vendor Name Terrier dog | Male 290-335-9525
Deposit Paid: $1,800.00
4 Cameron Williamson Write Off Balance $0.00
® * 636 LuisFall

yonder



— L2>L3

e [rack feature usage

Analytics

( Co-creation sessions
\

\ R 5trateg|c discussions

\ -
( Mockups before investing
oedback
ad Customer visibility

Customer validations

Strategic Roadmap

yonder



— Simple Levels of Maturity

Level1:
Intuition Level

*

Rely on multiple people’s
opinion of what's needed
and what not

L]>>>>>>>>>> 2

Analytics

Customer validation
+ Co-creation and Mockups
before build
» Strategic discussions
Strategic Roadmap

Level3:
Level2; Strategic Level
Managed Level *

*

Rely on customer’s
validation and data, on
what's needed and what
not, and have a structure
to capture this feedback

The'organization
understands value, and
measures priority based
on customer feedback

and real-world data

L2>>>>>>>>>> 3

* Feature usage / analytics
O + Customer validation
N

+ Co-creation and Mockups
before build
» Strategic discussions
+ Strategic Roadmap

OO

~=

yonder



2

Validation Stage

Validation
Pivoting
Solid business case




— Challenges before starting an initiative

SIG creation

Team, resources
Business case

Idea, Customer needs
Technical solution
Budget before SIG
Get customers to pay
Pricing model

Manage uncertainties

yonder



— Building an initiative

Tequila Shots never come alone

yonder



— ldeate and validate fast and cheap

2-1 Days 4 Days 2-1 Days I

Workshop ( ’ ,
M ,L A
) ’ Executive '

Sponsor Designer w

Pricing modelling Product

/ Business Model @ » O Q Facilitator Manager
(o Come - T
validate/Learn Roa mapplng
P uh\el‘“ . d L
) f{—an’\\“g prototyPe exercise
Timeboxed " Persona Mapping o "
SOIU poar A
5ketr:h Conclusions and Customer y Tech
Competitors = next steps Support
Analysis i Sales

* 1 week timeline
- Executive buy-in
e Customer buy-in

Multi-department support
yonder



n

d validate fast and cheap
}‘ \ \ \\\R \ \\
Des \‘ \

& (1l

Ideate a




— BQR and the dotted line

~ BQR

yonder



— Product maturity vs. attrition

Customer intimacy

(=

@ ©-

Jonas 3

NRG

Non-CSl| 2

Vel1l Jonas1

Low Product Maturity high
yonder



— Product maturity quadrants

high

Execution
Maturity Reactors
Market / customer pressure reaction
Ad-hoc processes
Lack of direction, frequent pivots, low
accountability
Low

—

Low

Strategic Alighment

Leaders

High alignment between business goals
and product
Continuous optimizations

Forecastors

High alignment between business goals and
strategy of the product

Difficulties in executing it

Unrealized potential, frustration from lack of
progress

high

Alignment with Business Goals

yonder



Leaders

High alignment between business goals
and product
Continuous optimizations

Reactois Forecaster

Market / customer pressure reaction » High alignment between business goa

Ad-hoc processes strategy of the product

Lack of direction, frequent pivots, low + Difficulties in executing it

accountability * Unrealized potential, frustration from lack of
progress

yonder



— Takeaways

Opportunity

Initiative -> organic growth workshop

Customer Co-creation

Strategic Roadmap

Hire Product Structure

Analytics implementation

Analytics based Roadmap and
discussions

Feature usage tracking
Mockups creation before building

Investment

Small/Medium
(1 week multiple roles)

Small
(1 meeting)

Small/Medium - once a

year
(Requirements,
Estimates/Mockups)

Small/Medium

One extra role / or extra
member

Small

Cheap and fast
implementation

Small/Medium

Small/Medium

Small/Medium

Save

Very High
The entire investment of an initiative

High

Investment in non-neede products and customer intimacy

High
Creates clarity and reduces the not needed
things

Very high

High
Gets insights about usage/dead-code/dead-
features

Very High

High
High

as you will not build without confirmation

yonder



— Simple Levels of Maturity

Level3:
Level2; Strategic Level
Managed Level *
Level1: *
ntuition Level The'organization
Rely on customer’s understands value, and
* validation and data, on measures priority based
what's needed and V'\mat on customer feedback
Rely on multiple people’s not, and have a structure and real-world data
opinion of what's needed to capture this feedback

and what not

40-50% — 15-20%

Waste level yonder
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