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Prioritization is
deciding what you will
(and will not) do



Priority is the most
important thing



Target's strategic priorities

At the center of this work are four growth priorities that will guide Target's decisions and investments in 2026 and beyond:

¢ Lead with merchandising authority by setting trends with differentiated, culturally relevant assortments that win in style, design
and value.

* Elevate the guest experience by investing in digital discovery and the in-store experience while strengthening loyalty and
engagement.

e Accelerate technology to help teams move faster and create more personalized, joyful experiences for guests.

e Strengthen team and communities by investing in training and career growth for teams and building on Target's long-standing

commitment to communities. )
Target Corporation March 3, 2026



https://www.prnewswire.com/news-releases/target-outlines-strategic-plan-for-a-new-chapter-of-growth-in-2026-and-beyond-302703004.html

Filters not buckets



Target's strategic priorities

At the center of this work are four growth priorities that will guide Target's decisions and investments in 2026 and beyond:

e Lead with merchandising authority & ited, culturally relevant assortments that win in style, design
and value. THESE "STRATEGIC

e Elevate the guest experience by inve Pﬁldﬁlﬂsfn ARE le in-store experience while strengthening loyalty and
engagement.

e Accelerate technology to help teams BUCKETS )ersonalized, joyful experiences for guests.

e Strengthen team and communities b er growth for teams and building on Target's long-standing

commitment to communities. )
Target Corporation March 3, 2026

Elevating key categories and scaling differentiated offerings

With a clear view of the value Target can deliver for busy families — which it defil DEC‘S"O” FILTER: jed and value-

in style, design, value and experience will accelerate growth. In 2026, Target will wu'L THIS
IMPROVE LIFE FOR

BUSY FAMILIES?

conscious consumers — the retailer is making more intentional choices and inve lere its differentiation



https://www.prnewswire.com/news-releases/target-outlines-strategic-plan-for-a-new-chapter-of-growth-in-2026-and-beyond-302703004.html

Prioritization is not
sequencing



Start with an
outcome,
not a list



You probably don’t
need a scoring
framework



How you prioritize
depends on your
context



The (Internal) Product Lifecycle
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Exercise: Product Lifecycle

Write on sticky note
Discuss at your table
Put sticky note on

product lifecycle flip
chart
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PRICRITIZATION PAIN
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STEP ):
IDENTIFY YOUR
OVTCOME

PRODUCE ACCURATE,
LOCATION BASED SEED PRICES
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Prioritization in the development stage
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Prioritization in the introduction stage
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D/[f[ Prioritization in the growth stage
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j]ﬂﬂ[[ Prioritization in the maturity stage
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Prioritization in the decline stage
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Exercise: KBPEvents Product Overview

1 Read the product brief for your
table

4 Your table has the productin a
certain lifecycle stage

[ Your task: refine the decision

filter if needed and prioritize
your roadmap items (Will
do/won’t do)



Product Roadmap

Now NEXT LATER NEVER
WorkiNG 6N
RIGHT NOW
LIKELY work
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Exercise: Communicate your priority

d  Sortitemsinto Now,
Next, Later or Never Now Next LaTee Nevee

4 Sequenceitems
within Now, Next,
Later

1 Be preparedto
defend your choices




What still feels hard about prioritization?

WHERE DO
RESIST?

UWHERE IS
YouUR
LIFECYCLE
STAGE
VNCLEAR?
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Appendix



Development stage

A Discovery to understand
AL AANET A the needs of internal

SOLVTION
stakeholders
_ 4 Craft a valuable, viable,

Starts: Assigned to solve a problem usable, and feasible

Ends: Initial version of solution for solution

feedback _
Adoption None
Investment Significant

Impact Minimum



Introduction stage

1 Complete development of
InmnaL itial functional
DEPLOYMENT AND Initial Tunctionality
ADOPTION . Train and onboard users
4 Encourage adoption
product
Ends: Product reaches internal Adoption Low
product-market fit
Investment Maximum

Impact Minimum



D/[f[ Growth stage

Jd Scale the solution across

EXPANSION AND organization
ENHANCEMENT d Integrate with other tools
d Implement features

Starts: Product reaches enhancements to increase
internal product-market fit adoption
Ends: All reIevant_departments Adoption Increasing
have product, main use cases
covered Investment High

Impact Increasing



il Maturity stage

OPTIMIZATION AND
REFINEMENT

Starts: All relevant
departments have product,
main use cases covered

Ends: Changes to product no
longer influence impact

d Improve efficiency,

reliability, user experience

[ Select metric and make

changes to optimize that
metric

Adoption Maximum
Investment Low
Impact Leveling off



i Decline stage

4 Make revitalize or replace

TRANSITION decisi
PLANNING AND ecision -
LEGACY SUPPORT d Implement transitions

based on that decision
Starts: Changes to productno 3 Ensure process is still

longer influence impact supported

Ends: Implement the revitalize

= Adoption Declining
or replace decision

Investment Low

Impact Declining





