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Foreword

This book will help students of product management, product management practi-
tioners, product management organizations, and corporations understand the value
of product management and the distinct roles and responsibilities in product
management. It will aid in the efforts to clarify role definitions, identify responsi-
bilities, define processes and deliverables, and improve the ability to communicate
with stakeholders.

For over seven years I have assisted Gabriel Steinhardt in his development of the
product management body of knowledge, specifically the Blackblot Product Man-
ager’s Toolkit' (PMTK) product management methodology. I have met few people
as dedicated to defining and standardizing the product management profession as
Gabriel Steinhardt, who has made it his professional goal. The primary purpose of
the Blackblot PMTK Methodology" is to help companies and their product man-
agement teams become more successful in their product delivery efforts. With the
release of this book edition, it is hoped that product management will further mature
and be viewed as a structured and well-defined critical business function.

Product management is a discipline responsible for product planning (articulat-
ing the market problem) and product marketing (generating awareness, differenti-
ation, and demand). Companies have come to appreciate the organizational value of
other well-defined professional disciplines such as project management, quality
management, and business analysis as well as the results achieved by the orderly
implementation of these disciplines. Accordingly, standardized product manage-
ment done consistently well can greatly increase the probability of product success
and profitability.

Product management practitioners frequently perform a broad spectrum of roles
with varying responsibilities and skill sets and communicate with both internal and
external stakeholders such as sales, marketing communications, engineering, cus-
tomer support, customers, partners, and suppliers. Identifying the various roles and
responsibilities in the product management domain is imperative to understanding
what needs to be accomplished in order to deliver a successful product. Product
management is not a role performed in the interest of one or more product lines; it is
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a distributed set of roles and related responsibilities covering definitive aspects of
the product delivery process.

Defining roles and responsibilities in product management is only a very pre-
liminary step. One also needs to understand how to do what needs to be done—
creating deliverables that can be successfully used in the delivery of a product. In
addition, a repeatable process that creates successful products needs to be docu-
mented, followed, audited, and improved upon. The Blackblot PMTK Methodology"
concepts and models in this book are intended to help facilitate the implementation
of that process.

Product management in the technology industry has always experienced varied
interpretation as to its character and internal structure. Often product management
is performed informally or in a non-standardized form and organized differently in
each company—commonly located in the marketing department or sometimes in
the engineering department. In addition, although the product management profes-
sion has existed for many years, there has not been a product management best
practice or standard that has been globally adopted.

This book provides the Blackblot PMTK Methodology " as a holistic solution to
all these concerns.

Daniel Stadler



Acknowledgments

I have been developing the Blackblot Product Manager’s Toolkit” (PMTK) product
management methodology for over twenty years. Without the help and support of
some very special people, my work and this book would have never become a reality.

Daniel Stadler, a product management expert and technology business advisor,
has been providing me with insight, suggestions, critical review, commentary,
advice, guidance, and support for several years during the development of the
Blackblot PMTK Methodology™ and Blackblot’s product management training
and certification programs. A special note of gratitude is extended to him for his
invaluable contribution.

My sincere thanks go to all my business partners, fellow instructors, and students
worldwide whose feedback and creativity has challenged me. They have candidly
shared their thoughts and I have gained much from each of them. I am grateful for
their continued support.

I am also thankful to the ever-professional editorial staff at Springer
Science+Business Media publishing and their partners who have contributed to this
literary project. This book was made possible by the diligent work of Dr Martina
Bihn, Christian Rauscher, Barbara Bethke, Dagmar Kern, Elisabeth Herkel, Isaac
Ruiz Soler, and Karen Higgins.

Finally, I thank Professor Yael Hanein for her help, commitment, patience,
perseverance, faith, support, and love in the life journey she has accompanied me
on so far. Without her I would not be where I am today.

vii



Contents

1

Introduction. . . ... ... .. .. .. .. 1

Part I Product Management Concepts

2

Definition of Product Management . . . ...................... 5
2.1 Introduction. . ... ... ... . 5
2.2 Userand Buyer.......... ... . ... .. 5
2.3 Core Disciplines. . . ... 6
24 Concept of Product Management. . .. .................. 6
2.5 Problem Space and Solution Space . . .................. 7
2.6 Blackblot PMTK Methodology  Foundation Rules. . . . . . .. 8
2.7 Adjusted forReality . . . . ......... .. ... . 8
2.8 Summary. .. ... 9
Product Delivery Strategies. . ... ......................... 11
3.1 Introduction. . .. ... ... ... 11
3.2 Technology-Driven: Take My Road . . . ................. 12
33 Sales-Driven: A Cruising Taxi........................ 13
34 Market-Driven: Drivento Success. . . .................. 14
3.5 SumMmMary . .. ..o 15
Product Management Team. . ............................ 17
4.1 Introduction. . ... ... . 17
4.2 YourRole. ... .. ... ... 17
4.3 Jack of All Roles, Masterof None . . . .................. 18
44 Breaking It Down. . ...... .. ... ... ... ... . .. 19
4.5 Rolesand Goals. . ......... .. . ... .. 20
4.6 Blackblot Product Management Team Model . . .. ......... 21
4.7 Odd Couple(S) . . v v o et 23
4.8 Roles and Activities. . . ... ..ot 24

ix



Contents

4.9 Role Coupling Guidelines. . . ........................ 24
4.10  Organizational Solution. . . ............ ... ... ........ 25
411 SUMMAIY . . ..ot 26
Product Definition Team.................... ... .......... 29
5.1 Introduction. . .. ... ... ... 29
5.2 KeyConcepts. . ...... ... i 30
5.3 Market Requirements . . . . ........ ... ... ... ... 31
54 Blackblot Product Frames Model . . . ................... 32
5.5 Product Definition Foundation Documents. . ... .......... 33
5.6 Blackblot Product Definition Team Model. . . ............ 34
5.7 Product Delivery Process. . ................ ... ....... 36
5.8 SUMMATY . . .o e 38
Crafting Market Requirements. . . . ........................ 39
6.1 Introduction. . . ... ... ... . 39
6.2 Voice Of the Customer. . . ........ . ... 39
6.3 Market Requirements Document. . . ................... 40
6.4 Blackblot Procedural Requirements Management Model . . . . . 40
6.5 Directive . . . .. 42
6.6 ConStraintS . . .. oo vttt e 43
6.7 Rationales and Sources. . .. ...... ... 44
6.8 Presentment Modes . . . ....... ... ... ... 45
6.9 Complete Structure . . .. . ...t 46
6.10  Verifying Wholeness . . . ............ . ... .. ..... 47
6.11  Market Requirements and Engineering . . . ............... 48
6.12  Market Requirements Database . . . .................... 48
6.13  Summary. ... ... 49
Concept of Marketing. . .. ....... ... ... ... ... ... ... ... 51
7.1 Introduction. . . ... ... ... ... 51
7.2 Business Domains. .. ........... ... 51
7.3 Marketing Domain. .. .......... ... ... ... .. . ..., 52
7.4 Marketing Domain Disciplines. . . .................... 53
7.5 Blackblot Marketing Model . . ........................ 54
7.6 Product Marketing Methods . . .. ....... ... ... ... ... ... 55
7.7 Corporate Marketing Methods . . . . ................. ... 56
7.8 Marketing Communications Methods . . .. ............... 57
7.9 Corporate Organizational Structures. . .................. 57
7.10  Marketing and Strategies. . .. ............... ... 59
7.11 Marketingand Plans . . .. ............. ... ... .. ... ... 60
702 SUMMAIY . . . oottt e 61
Value-Marketing Model . . .. .......................... ... 63
8.1 Introduction. . .. ... ... ... 63

8.2 Value Concept. ...... .. . i 63



Contents xi
8.3 Value FormulaScale. .. .............. . ... ... ... 64
8.4 Value Concept Application. ... ...................... 66
8.5 Internal Value Marketing Dynamics. . .................. 68
8.6 External Value Marketing Dynamics. ... ............... 69
8.7 Creating Superior Perceived Value. . . ................. 70
8.8 Product Marketing Messages. . . ................ ..., 73
8.9 Value Messages’ Foundational Knowledge . . ... .......... 73
8.10 PMTK Market Messaging Model . . . ................... 75
8.11 PMTK Marketing Messages Model and Plan. .. .......... 76
8.2  SUMMATY . . ..ottt 77

9  Extending Product Life Cycle Stages. . . .................... 79
9.1 Introduction. . .. ... .. ... .. 79
9.2 Product Life Cycle Model Assumptions. . ............... 80
9.3 Product Life Cycle Model Stages . . . ................... 80
9.4 Reasons for Extendingthe PLC. .. .................... 81
9.5 Strategies for Extendingthe PLC. ... .................. 81
9.6 Product Planning Strategies for Extending the PLC. .. ... ... 81
9.7 Product Marketing Strategies for Extending the PLC. . . . . .. 82
9.8 Strategy Application Within the PLC Model . . ... ... ..... 83
9.9 Limitations of the PLC Model . . . ..................... 84
9.10 Benefitsof the PLCModel....................... ... 85
0.11  Summary. . ...... .. 85

Part I Product Management Editorials

10 Defining Product Management . . . . ... ..................... 89
10.1  Outbound and Inbound Activities in Product Management. . . 89

10.1.1 Imtroduction...............c.c.oouiiinnnneen.. 89
10.1.2  Outbound and Inbound Activities . . .. ........... 89
10.1.3 Summary. . ... ...ttt 90
10.2  Product Management Organizational Placement. . ... ...... 90
10.2.1 Introduction....................ouiiooo.... 90
10.2.2 History of Placement. . ...................... 90
1023 Summary. ... ... 91
10.3  Product Marketing Organizational Placement. ... ......... 92
103.1 Introduction............... ...t 92
10.3.2 Organizational Placement Considerations. . . . .. ... 92
1033 Summary. ... ...ttt 92
10.4  The Fallacy of Generalizing . . . .. .................... 93
10.4.1 Introduction.............. ... iiinnneon.. 93
10.4.2 Product Manager Title. . . .................... 93
1043 CEOoftheProduct......................... 94

1044 Summary. .........iiiiine i 94



Xii

11

Contents
10.5  Misconceptions About Product Management. . . .. ........ 95
10.5.1 Introduction................. ...ttt 95
10.5.2 A Flurry of Interpretations. . . . ................ 95
10.5.3 Summary. . ...t 96
Practicing Product Management. ... ....................... 97
11.1  Maturity Model for Product Management. . .............. 97
11.1.1 Introduction......................ieeeoo.. 97
11.1.2 Capability Maturity Model (CMM) . ... .......... 97
11.1.3 Gap Analysis and Performance Review........... 98
11.1.4 Summary. . .......ooi i 98
11.2  The Necessity of Product Management at Startups. . ....... 98
1121 Introduction............ ... ... ... . oo.. 98
11.2.2  Product Management at Startups. . .............. 99
11.2.3 Summary. . ......oineeiin e 99
11.3 A Primer to Market Segmentation. .. .................. 99
11.3.1 Introduction............... .. ..., 99
11.3.2 Theory of Market Segmentation. . .............. 100
11.3.3 Performing Market Segmentation. . ............. 100
1134 Summary..........oi i, 101
11.4  The Connection Between Market-Driven Product Management
and Marketplace Success. . ...... ... 101
11.4.1 Introduction............ ... ... .. ... ... .. 101
11.42 Rootsin Tradition. ... ...................... 102
11.4.3 Evolution of Technology Companies. ............ 102
11.4.4 Crossing the Revenue Chasm. .. ............... 102
11.45 Summary. ........ooiiiiin i 104
11.5  An Algorithmic Model for Product Feature Prioritization. . . . 104
1151 Introduction............. ... .. ... ... . 104
11.52 ProductFeatures. .......................... 105
11.5.3 Product Feature Selection Process. .. ............ 105
11.5.4 Prioritization via an Algorithmic Model. . .. ... ... 106
1155 Summary. ...... ..ttt 108
11.6 The Importance of Having a Product Management
Methodology . .. ... . 108
11.6.1 Introduction.............. ...t 108
11.6.2 Defining Methodology . ... ................... 108
11.6.3 Identifying a Sound Methodology . . ............. 108
11.6.4 The Importance of Having a Product Management
Methodology . . ... ... ... i 109
117 Summary. . ... 110
11.8  Programmatic Tools for Product Management. . . ......... 110
11.8.1 Introduction............... .. ..., 110
11.8.2 Programmatic Tools. ........................ 110

11.8.3 Summary. .........iiiiiinet .. 111



Contents Xiii
12 Product Management Career............................. 113
12.1  Mastering the Product Management Interview . . . . ... ..... 113
12.1.1 Introduction.................... it 113
12.1.2  Product Management as the Talent Pool. . ... ... .. 113
12.1.3 Job Interview Concept. . ............cvvuun.. 114
12.1.4 Domain Expertise and Functional Expertise. .. ... .. 115
12.1.5 Modern Product Management Interview . . . .. ... .. 115
12.1.6 Modern Product Management Interview Questions. .. 116
12,17 Summary. .......oi it 117
12.2  Transitioning From a Technical Role to a Job in Product
Management . . . . ...t 117
12.2.1 Introduction. ..............c.ciuiiinnnneonn. 117
12.2.2 The Technical Role. . ....................... 118
12.2.3 Knowing the Objective. . .. ................... 118
1224 SUMMAIY . . ..ottt e e e 119
12.3  Product Management Training: An Overview
and IsItWorth It? . . ... ... ... o 119
12.3.1 Introduction.................... ..ttt 119
12.3.2 Reasons for Training. . . . .................... 120
12.3.3 Training Subject Matter. . .. .................. 120
1234 Vendor Offering................ ... ..., 121
12.3.5 Training Experience......................... 122
12.3.6  Curriculum Customization. . .................. 123
1237 Self-Study . ....... .. 123
123.8 Summary. ... ...ttt 124
12.4  Product Management Certifications: A Bit of History and Are
They Worth It? . . . ... ... 124
12.4.1 Introduction. ..............c.civiiinnnneenn. 124
12.4.2 Early Market Dynamics. . .................... 125
12.4.3 PastLessons Learned. . ...................... 126
12.4.4 Being Certified has Some Value................ 127
1245 Summary. . .......ointtt e 127
12.5  The Future of Product Management is in a Movement. . . . . . 127
12.5.1 Introduction.................... .t 127
1252 Orderly Ways. . ... ... 128
12.5.3 Lag in Product Management. .................. 128
12.5.4 Generalization and Trivialization. . ... .......... 129
12.5.5 Quest for a Popular Movement. . . .............. 130
1256 Summary . . ... ...ttt 130
13 Agile Software Development . . . . .......................... 131
13.1  The Need for a New Breed of Agile. ................... 131
13.1.1 Introduction........................ ... .. 131
13.1.2 A Brief Background to Agile. . ................ 131

13.1.3 What Agile Is, What Agile IsNot. .. ............ 132



Xiv

14

Contents
13.1.4 Scrum Software Development. . ................ 133
13.1.5 It All Starts with Something Called the Product
Backlog. ... .o 133
13.1.6 The Three Rolesin Scrum. ................... 135
13.1.7 The Product Owner Role in Scrum. ............. 135
13.1.8 Shaping the Future of Agile Methods. . ... ....... 137
13.1.9 Summary. .........itiii i 138
13.2  The McDonaldization of the Development Team. . ... ... .. 138
13.2.1 Introduction...................ouuiinnn. 138
13.2.2  The Industrial Revolution. ... ................. 139
13.2.3 TheMcDonald Way......................... 139
13.2.4 The Scrum Development Team................. 140
1325 Summary. . ........i i 141
13.3  Origins of the Product Manager vs Product Owner Dilemma. .. 141
13.3.1 Introduction................ ..., 141
13.3.2 Business Motivation for Faster Delivery. ... ... ... 142
13.3.3 Timing Is Everything, the Agile Manifesto. . . ... .. 142
1334 TheRiseof Scrum.......................... 143
13.3.5 The Impact on Product Management. . ........... 145
13.3.6 The Impact on Software Companies. . .. ......... 146
1337 Summary. .. ...t 147
Ancillary to Product Management . . . . ..................... 149
14.1  Product Management to Product Development Ratio. . . ... .. 149
14.1.1 Introduction.................... .ttt 149
14.1.2 Estimation and Factors. .. .................... 149
1413 Summary. . .......ointtti i 150
142 The Defining Role of the Product Architect. ............. 150
1421 Introduction.............. ... ... . ... 150
1422 Background................... .. . . .. 151
14.2.3 Gap in Product Delivery . ..................... 152
1424 Typesof Architects. . ... ..., 152
14.2.5 Product Architect Role Description. . ............ 153
14.2.6 Product Architect Skill Set. ... ................ 154
14.2.7 Product Architect Role Overview Table. . ..... ... 154
1428 SUmMmary. ..........uuuuuuuueeeeneeenennnn 155
14.3  Program Manager Is the Product CEO.................. 155
143.1 Introduction............ ... ... ... .. 155
143.2 Lockheed U-2 Aircraft. ................... ... 156
14.3.3 Microsoft at a Crossroads . . . . . ................ 156
14.3.4 Flurry of Combinations. . . . .................. 158
1435 Summary. .........uouviiiinne e, 158
14.4  The User eXperience (UX) Domain.................... 159
14.4.1 Introduction............. ... ... .. 159

14.4.2 Fundamental Concepts. . ..................... 159



Contents

XV

14.43 User Experience Roles. . .................. ... 160

1444 UXvsUland Usability. ..................... 161

14.4.5 User Experience Placement. . ... .............. 161
14.4.6 User Experience and Blackblot PMTK

Methodology™™ . ... ... ... . ... .. ... 163

1447 Summary. .........uouueiiinneeenneeenn. 164

Part IIl Product Manager’s Toolkit " (PMTK)

15 Blackblot PMTK Methodology  Product Management Glossary . .. 167

15.1  Blackblot PMTK Methodology = Glossary . .............. 167
16 Blackblot PMTK Methodology Roles...................... 177
16.1 Introduction. ............ ... ... 177
16.2  Key Definitions. . .. ... ... 177
163 Typesof Expertise. .. ... ......oiiiiinennn... 178
164 Educationand Mindset. . ........................... 178
16.5  Product Planner Role Description. . ................... 178
16.6  Product Planner Role Skill Set. . ...................... 179
16.7  Product Planner Role Overview Table. .. ............... 179
16.8  Product Marketer Role Description. . .................. 180
169  Product Marketer Role Skill Set. ...................... 181
16.10 Product Marketer Role Overview Table. . ............... 181
16.11 Product Architect Role Description. . .. ................ 182
16.12 Product Architect Role Skill Set. ... .................. 182
16.13 Product Architect Role Overview Table . . ............... 183
16.14 Sales Engineer Role Description. . .. .................. 184
16.15 Sales Engineer Role Skill Set. ... .................... 184
16.16 Sales Engineer Role Overview Table. .................. 185
16.17 MarCom Manager Role Description. . .................. 186
16.18 MarCom Manager Role Skill Set. .. ................... 186
16.19 MarCom Manager Role Overview Table. .. ............. 187
16.20 Director of Products Role Description. ... .............. 187
16.21 Director of Products Role Skill Set. . .................. 188
16.22 Director of Products Role Overview Table . . .. ........... 188
17 Blackblot PMTK Methodology  Models. . . ................. 191
171 PMTK Core Models. . ............ ... .. ... 191
172  PMTK Support Models. .. ....... ... ... ... 191
173 PMTK Concept Models. .. ........... ... ... ... ..... 192
174 PMTK Core Models. .. ........... ... 192
17.4.1 PMTK ActionModel . ....................... 192

1742 PMTK Flow Model . . ....................... 193

1743 PMTK TaskModel......................... 194

17.5 PMTK Support Models. .. ....... ... ... 197

17.5.1 PMTK Action-Team Model . . ................. 197



XVi

17.6

Contents

1752 PMTKMVPModel......................... 198
1753 PMTKPRMModel......................... 199
17.5.4 PMTK Problem Echelon Model . . . ............. 200
17.5.5 PMTK Product Tree Model . .. ................ 201
PMTK Concept Models. . ...........oiiineen.. 202
17.6.1 Blackblot Product Management Team Model. . . . ... 202
17.6.2 Blackblot Product Definition Team Model . ... ... .. 203
17.6.3 Blackblot Product Frames Model . . . .. ... ....... 204
17.6.4 Blackblot Marketing Model . . . ................ 205



About the Author

Gabriel Steinhardt is Blackblot’s founder and CEO and a recognized international
technology product management expert, author, lecturer, and developer of practical
tools and methodologies that increase product managers’ productivity.

A marketing and information systems MBA with over two decades of experi-
ence in product management with technology products, Gabriel has assumed
diverse leadership roles with major corporations and start-ups in marketing, product
management, and technical undertakings.

Gabriel is the developer of the Blackblot Product Manager’s Toolkit' (PMTK)
product management methodology, a globally adopted best practice.

Xvii



Chapter 1
Introduction

Product Management is an occupational domain which holds two professional
disciplines: Product Planning and Product Marketing. This is because product
functionality is built for the user via product planning and the product’s value is
presented to the buyer via product marketing. A somewhat expanded interpretation
would be to view product management as an occupational domain that is based on
general management techniques which are focused on product planning and prod-
uct marketing topics.

A Technology Company is a business entity that either develops technology that
is incorporated in a product or is used in the assembly or manufacturing of a
product, or manufactures a product that contains technology and that same product
relies on that technology to perform its core function. Many technology companies
erroneously view product management as a collective term which describes the
broad sum of diverse product-related activities, excluding sales and product devel-
opment activities, which are performed in the interest of delivering a particular
product to market. With such a broad, vague, and misleading definition it is possible
to fit most anything (even product testing) into the realm of product management.

This commonly used vague definition of product management misleads and
allows many people to place their own personal interpretation on the role of product
management, and that accounts for the multitude of diverse definitions in the
technology industry.

Every company is different and interprets product management differently—
meaning that the product management discipline is not standardized as much as it
could be across the technology industry. Further complicating the situation is that in
each company there are individual stakeholders who often view and interpret
product management very differently from each other.

For companies to be recurrently successful, rather than just lucky, a consistent
understanding of product management must be present in the company and all
aspects of product management must be fully addressed and managed efficiently.
However, the contributing factors to both failure and success can be extremely
complex to analyze. One can attempt to investigate why certain companies and
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2 1 Introduction

products have failed, only to quickly realize that the cause is multifaceted and that
many factors need to be considered.

Product management is comprised of activities that profoundly impact a prod-
uct’s chances of success. For example, providing incorrect market requirements,
erroneous pricing, or an inaccurate profiling of the target market can all be
detrimental and critical. If just one of these aspects of product management is
amiss, then the product’s chances of success are greatly diminished. Therefore, in
order to succeed a company must execute all fundamental tasks and follow all key
processes in product management. Even though there is still a chance of failure, the
probability of success is increased if a company implements and consistently
follows a complete product management methodology.

Companies with formal and well-defined product management practices are
companies which realize that product management is a core strategic function to
the organization. These companies also realize that there is great importance in
making sure that product management processes are sound, properly staffed, and
implemented.

Some products are successful because of uncontrolled external factors, timing,
or merely good fortune. Not all successful products have had great product man-
agement behind them, but it is reasonable that many product failures have had poor
or no guidance from product management. Companies will be more successful for
each dollar they invest in product development if they improve in the area of
product management. The obvious conclusion is that combining a definitive prod-
uct management methodology with disciplined technology development practices
is the key to commercial success in the technology world.

The product management profession and the related body of knowledge have
reached a greater level of maturity and acceptance in the technology industry.
However, across the technology industry, drastically different duties and responsi-
bilities are attributed to product management professionals. Diverse interpretations
regarding the role of product management practitioners have only confused and
stifled the ability to develop clear and consistent product management
methodologies.

This book provides a consistent and holistic managerial approach to product
management and is based on Blackblot’s applicable work models and practical
methodology that covers all aspects of product management.

This book describes key components and concepts of the Blackblot Product
Manager’s Toolkit (PMTK) product management methodology and offers com-
panies and product management professionals a practical primer for implementing
an efficient product management practice in order to increase the practitioner’s
workplace productivity and improve a product’s chances of commercial success.
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Chapter 2
Definition of Product Management

Defining the Product Management Domain and the
Foundations of the Blackblot PMTK Methodology

2.1 Introduction

The Blackblot Product Manager’s Toolkit (PMTK) is a comprehensive set of
models and professional templates which constitute a complete product manage-
ment methodology that illustrates notable best practices and processes to help
create successful market-driven products.

At the very core of the Blackblot PMTK Methodology' are two foundation rules
which govern the entire methodology.

This chapter defines product management and presents the logic and rationales
of how the two Blackblot PMTK Methodology" foundation rules are derived.

2.2 User and Buyer

At the heart of the product management domain are the user and the buyer entities
whose motivations can be illustrated with the following example.

A sand bucket and shovel is a child’s toy. Before buying this product, the child’s
parents check the sand bucket and shovel for safety, price, and reliability. More than
likely the parents’ main interest in the sand bucket and shovel is the effect that the
product will have on the child.

The parents buy the sand bucket and shovel and give them to the child who plays
with them at the beach. The child will use the sand bucket and shovel to move sand,
dig a hole, carry water, and more. The child’s interest in the sand bucket and shovel
is all about what they can do with this product.

From this example it is apparent that the parents are the Buyer entity of the
product. The buyer is focused on the product’s value which is derived from the
benefits that the product provides in exchange for money. From this example it is
also apparent that the child is the User entity of the product. The user is focused on
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6 2 Definition of Product Management

the product’s functionality. The user’s only concern is what they can do with the
product.

2.3 Core Disciplines

The user is focused on the product’s functionality. Companies build product func-
tionality for the users through an activity called Product Planning. Product plan-
ning is based on having the Customer Advocacy skill, which means knowing the
customers well so that the company can build the required product functionality for
the users.

The buyer is focused on the product’s value. Companies provide buyers with
information about the product’s value through an activity called Product Market-
ing. Product marketing is based on having the Business Value skill, which means
knowing the product’s business value well so that the company can inform potential
buyers about the product’s value.

Product Planning is defined as the ongoing process of identifying and articulat-
ing market requirements that define a product’s feature set. Product functionality
for the users is built by means of product planning processes.

Product Marketing is defined as outbound activities that are aimed at generating
product awareness, differentiation, and demand. The product’s value is presented to
the buyers by means of product marketing activities.

2.4 Concept of Product Management

Every product simultaneously offers functionality for the user and positive or
negative value for the buyer. Because the product’s functionality and value are
created together and depend on each other, the product planning and product
marketing disciplines that build the product’s functionality and tell about its
value are also tightly connected. Together, the product planning and product
marketing disciplines are called Product Management.

More elaborately, because the product’s implications, functionality, and value
are mutually dependent, the product planning and product marketing disciplines
that represent the mechanisms for building product functionality and articulating its
value, are inextricably linked. The union between product planning and product
marketing activities is collectively referred to as Product Management.

The succinct definition of Product Management is an occupational domain which
contains two professional disciplines: Product Planning and Product Marketing.
The slightly expanded definition is that product management is an occupational
domain that is based on general management techniques (a collection of activities in
the areas of decision-making, employee motivation, and process application that



