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True or False?

Product Marketing needs more product knowledge.
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True or False?

Product Managers see markets through
the lens of their products.
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The Conscience of the Company?
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C-Level

Product Management & Product Marketing Agenda

MARCOM

Sales

IT/
Engineering
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Service &
Support
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Board & Image & The Next New Successful
Investors Awareness Deal Technology Customers
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Typical Product Marketing

~

“Marketing
materials R us. Can |
help you?”
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Development
Issues

Customer
Issues

Contract
Issues

“Opportunity

RFP’s &

of a
Demos

Lifetime”

Product
Management

Support
Issues

Marketing
Fire Drills
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The Culprit - Bottom Up PM

Revenue/Margin/Growth

Goals

AN

Competing Agendas, Resource Contention >>> Churn & Burn
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Top Down

Revenue/Margin/Growth

Goals

4 4 4
Segment 1 Segment 2 Segment 3
* Marketing & Sales Priority * Marketing & Sales Priority * Marketing & Sales Priority
* R&D Investment Priority * R&D Investment Priority * R&D Investment Priority

Mktg.
Programs

Portfolio
Roadmap

Ops.
Priorities

Sales
Execution

R&D
Priorities
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Strategic Product Marketing

I —— “What & Why” — Markets

Market
Segment Owner

Market

Market Segment Segment Segment Sales / Sales /
Pricing & Positioning Mktg. Plans Marketing Channel

Packaging & Messaging & Programs Readiness Support

Assessment -
Segments

Segment
Strategy
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Strategic Product Management

I —— “What & Why” - Products

Portfolio Owner

Category & Strategic Segment Product Product Product Readiness
Best Practice Portfolio Needs & Release . Design & Rollout
i Requirements N
Trends Roadmap Solutions Plans Oversight Support
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Segment — Portfolio Matrix

Product Marketing

Segment 1 Segment 2 Segment 3

Solutions Solutions Solutions

Product 1 X X X
Product
Management
X X
X X

Y MARRSTING a8 productcamp

Product Management Training & Consulting Copyright 2001 — 2010 ZIGZAG Marketing, Inc. All rights reserved. Woshlng’ron, DC



Two Buttons

Revenue/Margin/Growth

Goals

Segment 1 Segment 2 Segment 3

* Marketing & Sales Priority * Marketing & Sales Priority * Marketing & Sales Priority
* R&D Investment Priorit * R&D Investment Priorit * R&D Investment Priorit

Sales &
Marketing
Initiatives

Product
Initiatives
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Higher Value PM & PMM

(1. Uniquely qualified to set direction )
e Segment, business & product expertise

p
2. One agenda for the organization
* Markets segments drive everything

3. Product/service solutions that are worth more to customers
e Targeted to segment issues with strategic impact

-
4. Marketing and sales differentiation
e Segment specific positioning that transcends products

5. Greater momentum
* Unplanned initiatives aligned to segment priorities

\.
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LIGEAG
MARKETIMNG

Idea

Emergi
Technol

Market D

Customer N

Product Management: A Framework For Growing Revenue & Market Share

Solutions Marketing

Assess
Markets

A

Design/Development/QA

R

Createa

Strategy

Plan Product

Releases

Design & Develop
Products

Solutions Marketing

Rollout & Launch
Products

Segment & Size
Markets

Quantify

Revenue Potential

Assess

Requirements

Value Chain

Align
Objectives with
Vision

Prioritize
Target Markets

Identify

Competition
Map Core
Competencies to

Market Segments

Determine

Most Viable Markets

OUTPUTS

Market
Assessment

Strategic Partners

Align
Operational
Initiatives

Identify
Risks

Approve &
Communicate
the Strategy

OUTPUTS

E Strategic Plan

Product /Solution
E Roadmap

Create
Target Customer
Snapshot

Validate, Prioritize
& Set Scope

Create Product
Release Plan

Approve &
Communicate
the Plan

QUTPUTS

Target Customer
Snapshot

E Business
Requirements
Document

E Product Release
Plan

Develop
Product or Service

Test & Assure
Quality

Validate
Commercial
Readiness

Release to
Marketing /
Production

OUTPUTS

User Stories
& Functional
Requirements

Technical
Requirements

E Test Plans
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Train Sales,
Service, Support
& Channel

Verify
Infrastructure
Readiness

Execute
Marketing Plan

OUTPUTS

Certified
Product

Organizational
Readiness
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