
Strategic Product MarketingStrategic Product Marketing

The Missing Link in a top Down ProductThe Missing Link in a top‐Down Product 
Management Culture

h

“Participate in Your Success”

John Mansour

Participate in Your Success
August 28, 2010 

Copyright 2001 – 2010 ZIGZAG Marketing, Inc.  All rights reserved.



True or False?True or False?

Product Marketing needs more product knowledge.Product Marketing needs more product knowledge.
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True or False?True or False?

Product Managers see markets through Product Managers see markets through 
the lens of their products.the lens of their products.
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The Conscience of the Company?The Conscience of the Company?
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Typical Product MarketingTypical Product Marketing

“Marketing 
materials R us. Can I 

h l ?”help you?”
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The Culprit ‐ Bottom Up PMThe Culprit  Bottom Up PM

Revenue/Margin/Growth
Goals

Competing Agendas, Resource Contention >>> Churn & Burn

Product 1Product 1 Product 2Product 2 Product 3Product 3 R&DR&D Mktg.Mktg. SalesSales
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Top DownTop Down

Revenue/Margin/Growth
Goals

Segment 1
• Marketing & Sales Priority ____
• R&D Investment Priority

Segment 2
• Marketing & Sales Priority ____
• R&D Investment Priority

Segment 3
• Marketing & Sales Priority ____
• R&D Investment Priority• R&D Investment Priority ____ • R&D Investment Priority ____ • R&D Investment Priority ____

Portfolio  Mktg.  Ops
Roadmap

R&D 
Priorities

g
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Ops.
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Strategic Product MarketingStrategic Product Marketing

“What & Why” “What & Why” –– MarketsMarkets

Market 
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Strategic Product ManagementStrategic Product Management

“What & Why“What & Why” ” –– ProductsProducts
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Segment – Portfolio Matrix

Product MarketingProduct Marketing

Segment  Portfolio Matrix

Segment 1
Solutions

Segment 2 
Solutions

Segment 3 
Solutions

gg

Solutions Solutions Solutions

Product 1 x x x

Product 2 x x

ProductProduct
ManagementManagement

Product 3 x x
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Two ButtonsTwo Buttons

Revenue/Margin/Growth
Goals

Segment 1
• Marketing & Sales Priority ____

Segment 2
• Marketing & Sales Priority ____

Segment 3
• Marketing & Sales Priority ____

• R&D Investment Priority ____ • R&D Investment Priority ____ • R&D Investment Priority ____

SHORT TERMSHORT TERM

Sales & 
M k ti

LONGER TERMLONGER TERM

Product 
Marketing
Initiatives

Initiatives
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Higher Value PM & PMMHigher Value PM & PMM

1 Uniquely qualified to set direction1. Uniquely qualified to set direction
• Segment, business & product expertise

2. One agenda for the organization
• Markets segments drive everything

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

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

5. Greater momentum
• Unplanned initiatives aligned to segment priorities
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Product Management: A Framework For Growing Revenue & Market Share

Solutions Marketing                                                                   Design/Development/QA                            Solutions Marketing               

Product ManagementProduct Management
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