


IV. Strategic Planning V. Product Planning VI. Case Study VII. Delineating Responsibilities

Million dollar decisions are made every Once product managers have collected and Attendees break into work groups to dissect As companies grow, it is difficult to delineate

day by middle management—without fully analyzed most of the available market data, a technology case study. Putting together where product management responsibilities end

understanding the downstream financial information can be articulated in three concepts from the class so far, groups create and the other departments begin. This section

effect. This section examines the need key forms: positioning, sales process, and a problem-oriented positioning document. covers how to use market facts to provide

for a concise business case and explains a market requirements. The result: primary message, description, the bridge between departments and how to

two-phase process for fast, well-informed o . . and product name that resonates with the delineate the responsibilities so each department
. . The positioning document is the basis . .

approvals with no surprises. different buyers. does what it is supposed to do.

for communicating the product message

Business case discussions include when to internally and externally. A repeatable Toics Covered:

buy, build, or partner with specific tips for process for positioning any product or p ’

creating and managing partnerships. Other service is simplified down to a one-page e Communicating market facts to Development,
critical issues include pricing; care and worksheet format. Marketing Communications, and Sales

o Drawing the line between product management and

feeding of industry thought leaders, and
the other departments

two case studies of outstanding product
innovations.

The course covers how to
document the sales process
by defining key steps and
associated collateral. A
detailed sample is examined

Topics Covered:

® Business case and a worksheet is provided
® Buy, build, or partner? to help begin the process.
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Requirements That Work

|. Personas, Problems
and Use Scenarios

Successful products require market
input.* The planning team must
balance input from customers,
evaluators and future prospects to
create products that sell. Internal
customers, including the sales team
and other departments, add input.
Since anecdotes can’t replace solid
research, product managers must
quantify market needs to help
prioritize features and benefits for
the next product or release.

* How to solicit the right

input from the right segments of the
market is discussed in the Practical
Product Management seminar.

Topics Covered:

e Defining a persona

® Many requests, one problem
® The “problem” card

® Words to avoid

e Frequency of the problem

e Statistical anomalies

e Vendor considerations

Il. Requirements

Product managers need to
communicate market problems to
Development in a meaningful way.
Information that appears to be
detailed to Marketing does not seem
detailed enough for Development.
When developers ask for more
specifics, how should product
managers communicate market
requirements so the final product
requirement matches market needs?
What is a requirement and how is
it written? How can product
managers help developers
understand the intent and context
of market requirements?

Topics Covered:

® Types of requirements

® Regs vs. specs

e Persona, problem and use scenario
e Specification

lll. Prioritizing Problems

Once market problems are identified
and articulated, product teams must
analyze the business issues and
technical feasibility. Which features
are necessary for a successful product
introduction? How do we
incorporate the market into the
process?

Topics Covered:

® Many inputs, one problem
® Market data, evidence and impact
e Prioritization

IV. Planning a Release

Many projects fail when the original
project plan is altered. How do
product managers get senior
executives to support the release?
What about "special” features
needed to close a deal? Commitment
means making a plan and getting the
project team on the same page.
Further, time lost in implementation
phases of development can never be
recovered. How can the project be
monitored so problems are detected
before they are out of control? The
product contract summarizes release
plans in a simple format that can be
communicated and understood
throughout the company.

Topics Covered:

¢ Too much to do?

e Organize and prioritize

e Product contract

e Communicating deliverables
e Product roadmap tips

V. Effective Product Teams

In most industries and occupations,
roles are clearly defined. Yet,
technology product teams are
frequently in conflict because roles
are unclear in the delivery process.
Who collects requirements? Who
writes specifications? How do you
prioritize? How can you define a
product to best meet market needs?

Topics Covered:

e Phases in the planning process

® Roles for effective teams

e Techniques for protecting the team
e Techniques for leading the team

e Affecting change
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