Fe B R TT

Product Management & Product Marketing — A Definition

WO — A= AT, BEZS— A4V P, R AR 2 B b M P SR e, B
a7 T KA IR A2 76 1T PR RIS, % il — SR A il
AT AN UL A

AR [ D AE M7 A AR, A M E BN, BRI AR,
CRID ) 1y G RIS T 22 5 AL AT — BRI T A — A= S8 SRR AR 7] LA
9y J NI

H

1. TR

W PSRRI T L TR 5 #oR . SE4eRL& T i (market forces) , JLiR# Hix
T LB s i R L 2

] LGE I i it 5 AT 1 T

o SRR AT

o HHEBLMN LS R BRI
o WHFUHA /Ml it Je 0w

o W TES ™ i

o fFANMEE F AT A%

MR AT RIS o 7 A R 75 K SRS (BRDD R g A IV AE L 2
2. PR E R

a) FEdh e SO TR T RO e o GRS SKRSCR (PRD) SREAT A, PRD T

RS FER:

T

Pl

IRLOlSS:
o Hixili
o FEHIIHT
o RLIRE MR it i
o SR IIREMAL L

o =i (UseCase)
0 R&HK



b) PR SR AN, G vt (UL, User Interface) MM AT H. ¥t
(User Interaction) , W& FTA MM AR E Sy . KRB wHL, PM I AT UT Bt Iihel H.3))
Bt e o™ s et AR AN AR EE AN A R H, PR A B VR e I T AR,
KR i A TAE R B A ERNTR S, W= S TR A Sy WA, LRI E
SEWG UL, A B TAE .

3. MEEH

T H E BE R O A HIBA A G CBUEE TR, QAL UL Bty didg. #5ts. &R
FEPRSE N AL IN T AR RAT e FeR T REELAE LR AR A A

o R EEHN

o s H vl

o MR R I F ke

o Bl ke

0 N A HUBINBIN

O[] AR AL I H HE R 15

FERB A AR, SR A SBEORE BRI H BB TAE, b2 B RS0 Rr . ARdAE
QNP AR EL, a2 BUEH G  H QT H A B AR LR T, BORST AT e T H £
B, ARBRICHR Sy T H B

4. FEEEA

FHEATEMN I E s, B8, W, FIRSEGIE R UL . ThRER HArtily, trlaet
FEI AN FAR . AT BTl BT P A7

KA TR b 28 B30 #8717 g TS FHEAR G R (PRO HIBA T HEA TR AR 7 i B A

ROEER T 7 8 SNV 28k, 07 2 BT 5 B3 i AR, JCHORAE 2R il <
P b IR AbAT TR A I o

5. FEETh%

FEERAMOE BALAR—— 5 VRSN AT R S R SR R R . T Rk,
Flash 7R BEATL BILL K iR a5



FERB AT, 7P TARE R Al PUORSTT, AR AT LTI fh i 2 HORIT B
WA 28R, IR TRk sl gt 3 BOAEACR B, IF oI 95X S .

FERLC N, PR N SRR NN RRISGE, Sl S NP D A
TR LEHs 7 by B BAAT Wb T 3 BTBA 2 T (K A /)5 5 B AT BEASY e S ) AR T, (R AT)
WA e SR “HIMAT”  TRES Y P Ay T R R A TAR

6. 7 hn A dr R

TS LCREAE 7 b 28 DI A= AT = B> 38 HH T 3 A 2 i JL 0T 1007 ol e B B0

T EASEN TR

S 1 22 g
)

it ZE AV

o 7 ENT KA

0 i BT

0 &SR

O RV g A RE S (RVSER
o P AE R RS

PR BRI T, BD ST I R o e X A T AR
Ay B SCEAT B AR T e B (RS i i 3D, BLRABATIE 2 m] R s DS VERIHR T,
FHRURIEA I — AT b2 B

7 i B R R AT A ?

B B T —SE e e A T AE N AR SR, R & Michael [IX
$5” Product Management & Product Marketing — A Definition “, ¥R/ Michael JM&5[
A,

TFRILT Michael BE55 MR, TMHE th T IXRT ML . B Michael M4 I —4
&Iy

° “What fft4”

e  “Goal HARZEAA”

o “How ‘Bafir”

e  “Who XA

e  “Deliverable fHHiH”



AR, B H O B2

H %
1 AT H 1
2 PR E LA TAEA A

T35 Market Research
.1 What ffft4

.2 Goal HixZEft4

.3 How /B4

.4 Who HERAY

.5 Deliverable B HiH

DO DN DN DN
— = = = s

FEdhE X Product Definition
.1 What 44

.2 Goal HirEft4

.3 How E4afl

.4 Who HEXA

.5 Deliverable HTHiH

NI I ORI R R G

7= ihi&t Product Design
.1 What fift4

.2 Goal HizxZAT4

.3 How B4t

4 Who HERA

.5 Deliverable 15 J#ith

W W W w w w

TAH®H Project Management
.1 What ffft4

.2 Goal HArZEfT4

.3 How B4

.4 Who HENAfiK

.5 Deliverable B THiH

N N NN

ro
)

FEmES (EEIXMA) Evangelizing
5.1 What fft4
5.2 Goal H#r&At4



.5.3 How ‘E4ff
2.5.4 Who kA

T
o1

.5 Deliverable & LHiH
2.6 MHEFE (EEFXH) Product Marketing
2.6.1 What A4
2.6.2 Goal H¥Fri2AT4
2.6.3 How /E4af
2.6.4 Who #Ekfif
2.6.5 Deliverable HICHiH
2.7 TR AREHE Product Life Cycle Management
2.7.1 What fift4
2.7.2 Goal HFrEAT4
2.7.3 How Eaf
2.7.4 Who H#EkAlL
2.7.5 Deliverable i
3 S ik
1 ARCHHM

ARG REIR KA B A B CAE I B AR T AE N 2.
2 PUE LR TAEN R
2.1 TiH#I5 Market Research
2.1.1 What 4
THWEIE, FaIIEE S W90 M= b e i i o, Auds:
o TRRPHFR—RATREMIE R T Y n) il
o FIEKHEZHIRE?
0 XUEHFREFIATIAHE . BORMFRAE . RIWRHIE . YRIERERRIE . W 4hF
0 KRR EAAFERE 2
0 K HET ELMILL T fE ?
0 K EmATTEWLLTIRE?

o  WHHIEFEFA PN BIIR— AR P AIREL, EPE “%c
KR



137y B O AT ST G i ? 3K L85 o2 i A 2 /] T A ?

R R SE S T2

SEPR T SEF A IR TAL ?

SEPR T SEF A S IR T AL ?

KILIFEAR H BRI ISR AT % R AR a3, XKL i 175 2
A2 FE 77 it R 5547 LR T o

O O O O O

2.1.2 Goal HinEAT4

7P BOEAGE RS XA WY, TR T OG5 T Wi IR H Y,
Mot RIAWHH . QRIS FIETE. e T Bt e Bea Mbr s,
MK LTSS H AN -

o YHUATT RN CATDIRERI Y 9 S
o IHTMEIT OB dh

2.1.3 How /B4l
WS T AT ? BHE L FB:

o RV, CRAMCAH R WER AR, 2k AR AL, R
Ko

o ML ZE ) IR SR, AR BN BORSCR BN, BT AT B MR R 2 7 1
RPN NITE e S EVRRT B

o I BBEER =TT CUNLI TSR R T MR . S

o WAEF R THITRE W AT T, A TR S S T

2. 1.4 Who #ERAiH

eI TSk, FEE A R FORSCRE T T HAR TAE S, B BB+
ARG FHBN . Marketing H2A4TEBIABCE -

2.1.5 Deliverable & i

CL#G IE R i 385 — 3 F 3¢ business case, product strategy 2 ZRHICHY, — IR
> BRD (Business Requirements Document) , E{EFRZ A MRD
(Market Requirements Document) , EAXImigihot. 08 TAER) M4,

2.2 =i X Product Definition

2.2.1 What Mthar™ g 3, BIE G sh B R EMS A4 —BORBE,  HEBIERERE 2



PEE — ) FRZ2 A PRD (Product Requirements Document) [)3CAY, % SCAY— % n] LAALHE LA
TN

o UMMM RHAR (vision)

o  Hinmigfz )" (target market and customers) MIFHIR

o  HNTTHT (competitive summary)

o XA TEEE feature B LLESTELH IR

o XYY feature ML

o WIPHE B S L 2

o JHHI Cuse cases) , XA LIEHHNEHI KL, Ribb—EZ WML Use Case K.
o UMM EAEAE R K

o TRMITEREEIK

o EEETTA EMERE. TR (HRICREIE? HEEAM? BEEAM? O
o FORSCHT A RIS RSk RV ARERIEIR RS ? O

AR, PRD SCRYBI XS = W B AR, iz b ik Market Research FirBEH MRD SCRY 241
ﬁﬁﬁ‘u::b

o MRD SCRY EZE T il atr, RHBgie “maarmgtEiim s, JAInTL
WAt
o PRD U T-H#EA ™ S ALK, LK business J7 TR #T K.
e PRD AN[A]T- SRS (System Requirement Specification) , SRS f& &R Gtk Hri i
T, RUMNEARMIE ST RSN, FEAHRNREN.
2.2.2 Goal HipsAt4

72 i B SCR = i B B R0 TAE

o AT NI HTE 5 SHCHET] (FESTS . Wk, BE. SRS #6E
FEATE R RATB R AT A 5= 8, NG — RE AT E) .

o EELFE I PRD SCAY, AR EE K T4l ROk H SRS SCASHRAE T IE AR .
2.2.3 How E4fi

P BB R T T, R NI AT 13 R 11 TR A 177
T A

2.2.4 Who HEXRAK
PRSI, T R B AT R TS

2.2.5 Deliverable & i



IR B ARG A A 3 PRD SCRY o 0F/NA ) B /NN 75 A I AT LAFE MRD A1 PRD
B IAE— AN SO LA

2.3 PPt Product Design

2.3.1 What f§ft4

XPAFI RIS, P EE T RARE I, GRS WER, D™ 54 BTN 1
Byt S8 T T AT — e = i e v A, REDE R SR (UT: User Interface) [T
M P A% (User Experience) HJ¥l, #ilanfE e~ FEin iy o BRI vl . 248 B e
IS TE s AHLAS TR e v 4555 .

2.3.2 Goal HrEt4

PR E AR PR e BT H AR S IERRS RS R R K, RS AR T S
FH ARG ERESR, JRORIER T T SR AENE (500 . K500 RT3 T B, M Rens il
AR UFI S A S A S

2.3.3 How E4fi

o PRBNEIFATTT, A5 Gl DA R ) S T SRR B AR A A T S R T
o PRV BEEEIIN SR T TR UT Bt vE e 4, IR R A .

2.3.4 Who kA

RN

PEER BT TAE BN W A& 58T 11 UT Designers or Interaction Designers S5k, i
RS MCRZE TR, AT Eibh. R

2.3.5 Deliverable & i

MR DUITRE , FFACERT A A1, T BEAT AR (0 F0 B 2 v R o

2.4 IHE# Project Management

2.4.1 What fift4

PR RSSO H S B A IRV OF k. KA. QAL UT Design. Marketing.



Sales. Support) %Y, MTTFZIT . CRTTER 11 ) B 2 H 4 7= o
T B

o RIS HUME, RUESCEETYR (N J1. $198d) RN,

o R ACERVEEME, B 5= S T AT H B SEAS I )RR .

o EEVFREREH, R A INH S P E PME, BERES S IF R BERE

o LTI R R AR T A BRI TR St R

o I I H RSB N DL AN TR B TR S it
2.4.2 Goal HArZA4

o DRUES MBS HL IR E VR A, 42 E TRt R T
o ARIETIAME S EILAAL, SAEAT R OT AR R

2.4.3 How E4fi

PR BIAE R R T H B, AN TRESEHEIH B, PR W B I T ) A R
FEEERF R I H 28 B B8 [ N5 70 0 vl o HARP I H 45 PR A S R H £ PR T
FESLHEIN H £ P58 1.
2.4.4 Who ERA
Z I ME. FEAE BT CREER) , DMRAERT] kK TR,

2.4.5 Deliverable & i

MNGDLIRE , 225U, RTREA R IR db T A REA I T8) 1 P 22 A5 300 H A DUIEAR A5 555
R o

2.5 FERERE (FEIXWN) Evangelizing

2.5.1 What fift4

X EAL TAE (Evangelizing) FZEFXT AR WNES, Finlie Xt
sales, marketing, support and executives ['EA%E TAE.

AT 2 BN B A (Evangelizing) 7 3 A Wi BRI TS0 52 (K™ i — HLF R H ok B
JFi PEREARAA RSP A R BT IR SR AT, B0 /bR b A B R 0 D e A A ol R
A REALHE AN D B S T i SRR IO DY, HEAIEAT S 2, AR i A5 L AT REAS
AR



T it B i B T T AT A VR ) A R U SR T SR O R L 7 i A
T BORARTHBATIAE Lo, AT S AATT 0 9 5 AR

AR L, XA b A BRI -
2.5.2 Goal HirEt4
o ibAFE L ETFTF, JUHMSSASEIE I JERREANE = e wi IR A, i BEw 4 —
KEHINIH.
o PN B[R ISEH A 2 T AN TIPS R L, T A R S E A R
JEE 7 1) S RT K R
o IR I BAKE RS B KA e
o BERDANEE A P S KR AR

2.5.3 How E4fi

IRFEA I AR 58 I 18] 2 ) A BB AR ™ W T ACRERE  RAS . R, XS B2 Bk i H
R TARR)—E )

A B DL SIS 24 ) A DI, T DS AR T, 7 R 7 A
EUEESSES

2.5.4 Who H#EkAiL
IX S TE A | NS IRA I TAE, FEEOE = M BT 423k, M T pME.
2.5.5 Deliverable & i

MG DUTTAE T AT AN A7 it T A 0L 3 o S S 4R o

2.6 MHESSE (FEHEMH) Product Marketing

2.6.1 What ffl4
XL AL TAFE (Product Marketing) =3R4 A W4
HAR TAERSEHIE ST B AL M kL

o white paper (ghH RS, RIZH ™ A4

o datasheets (HLEHEARMMBASEINE

e brochures CEAL/NFF, HlanfiiRm &44& R )
o web site CETTEALZL™ M1 M EER 50)



e presentations (MISFEFINH ppt, B0 Flash # X FIERMED
e press packages (KRZAIRAL. HATIEE A TR R /445D

o trade shows (&I Z M &R EAEAED

e user manual C/=ffdHFH

e tutorials, training materials (FEUIFFED

AL T 5 7 4 A SR«

e Advertisement policy (J7 5 EALRME, TS EA LA ANENAIEKIE)
e \Media policy (FIRZL. HAFIEEATTEARELR, WU EA TR

AR TR RN LRk, RS A2, HESMHM R S RATA% Marketing
W5l

2.6.2 Goal HFrEAT4
o A E LAMNAIHSL, RSB ER 7, EAARNIM S, sl H P R .
o LEXTANE SR AT RE R SRR . R AR A BRATS PSSR O, e LR —
PG OMERY, TR CRERE S2RBEA. 855 50, XA Ml R 2R
W, e ES AR
2.6.3 How B4
FEARE BRI, R A E RS I B R,  EE SR IR T EAE M R
2.6.4 Who #ERAL
ERBIAT, —MA LTINS EAL Product Marketing #8177, H2ALTIH
Marketing Communications (MarCom) =3 %[ 141 Tt AIGEAREL &
I¥] Press Relations (PR) #F17].
ENNE, BrE S )2k, VR R NS T T IR,  JE IR 5 X I AR

2.6.5 Deliverable L

I b b T g A P AL

2.7 AR EHE Product Life Cycle Management

2.7.1 What f§ft4

P2 AR A R FR A P S NFT TR, BT, B AT, Bn Bk T 0 8



ANKLTR. 7 2 o O SRR A S TR 7 S MEAFAF B Cstratogy management)
A

o PERVELL: FEEBEANTI G, ALK A v i 2

o FEENEMIRS: PR EM ? Fet AbRHE SR ?

o FEERHESTSRME: WURBHAT T HEST? R R R ?

o FERAAFAKPEERS W FERA RO ? W RS A m A S AR O R ?

o PUIMERELFRE IERE PR (Product Portfolio Management) : GG EAN—A7
i ARG AS P AT HET? R HEAE TOOCHR 1) 22 N 7 R R — AN i R A ?

o BT O AGEIRI? Wi SRR A ? I HET . B R o A A R
%,

2.7.2 Goal HirAt4

7= it A A R A R H A A OR IR R A [ 7 i A R PN, A ) T SR RE S BE S T
TE UL AR AR L, BB B 0™ S TSN, AT E S A4 b RAE A R H0 98 (1 [l (ROT:
Return On Investment) , RUFEZAEFZS i Ko

2.7.3 How /B4t

P E R A3k, W A T NS T TR, R[] S

2.7.4 Who #iERA

Wi G ) A R L T B, ATt — e 5 RN A W) 2 AT e v, I

Sales, Product Marketing, Business Development and Marketing Communications 2
W TR HIT . BT = b 1 R R SRS

2.7.5 Deliverable G i

MUNG DU AE » w] BEATAH L PR SO 4 o

3 B3R

SRS AR TR 92 50k

113

e  “Product Management & Product Marketing — A Definition “, By Michael

. “The Product Management Triad “, By Steve Johnson, from Pragmatic Marke
ting

“PE RS BIN ZPE LR A ¢, By mobilezht, from IT /= fh&EHliB I
o  “Marketing fl Sales FJEFMHERX B2 “, By caizima, from Marketing (i




EAD) B from YUK LY BBS, iXfEPE ik B H B w] AR R R 2 B R AR
WE, FERYITIES (Marketing) F4HE (Sales) MIX I

2 Steve Johnson MJiX5S” The Product Management Triad “, $E7 Sh & B K HR 55 X1 20
A=A title:

FEME 4 Product Line Manager (PLM)
PETIR 4 Technical Product Manager (TPM)
o FEMTIHE) 4P Product Marketing Manager (PMM)

AT A RAT B o (EURAEBLSE S, — i U T A5 R 2w A AT I I 1
URTT AR IR 35 /o W] 5 3l B 4 22 DR, DRI/ 24 ) ML ) B sl AN 2 SR B ) 18 B0
AEATERTT,  PTREAIH L NS BRI 2 o

LA 0 0 i ] 55 B 20 AR OGS

e Michael on Product Management & Marketing, FTfy &

e productmarketing. com

S 138 22 SCRR I M

Over.

Product Management & Product Marketing - A Definition

23
¥ 21 Comments Latest comment by: Robert

&5 reddit | 59 diggitt | W delicio.us

Inmy 11+ years in the high—tech industry, the least well-defined job that
I have come across is that of the... drumroll please... ' Product Manager’
(and the closely associated role of * Product Marketing Manager’ ). The role
of a Product Manager (PM) varies quite widely across different segments
in the high—tech industry, and even across different companies in the same
segment.



In this article, I’11 try to shed some light on the role of a PM by
summarizing their major responsibilities. But, first an anecdote!

It Is What You Define It Is!

About a year ago, I interviewed at a startup that makes software in the
“human resources’ field — let us call them Scooby—Doo, Inc (not their real
name!). They were looking to hire someone who can build their product
management team. The two founders were the Chief Technology Officer (CTO)
and VP of Engineering. They had secured about $10 Million in funding from
two venture capitalists in Silicon Valley just a couple of weeks earlier.

I arrived on time at the well appointed offices of Scooby—Doo, Inc. First
up was the CTO, a very pleasant guy dressed in Scooby—Doo T-Shirt, shorts
and funky sandals! During the interview, [ asked him what was the main
reason he wanted to build a product management team.

He said he wanted someone to document all the features in their product
(which had already been created) in one Word document so that they can
understand what features were in their product. He also said he didn’ t
want the PM team to “muck around with defining features or product
strategy” because between him and the VP of Engineering, they had it
covered.

Next up was the VP of Engineering. I asked him the same question — “What
is the biggest reason you want to build a product management team?”. He
told me that he wanted someone to create UML diagrams of the current
product as well as for all the new features that he planned to come up
with so that developers could implement them.
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What Do Product Managers Do?

While the role of a PM varies widely depending on the company, there are
several key responsibilities that product managers usually undertake at
a vast majority of successful high—tech companies — based on my own
experiences as well as conversations with friends in the industry. I’ ve
grouped them into the following six categories:

1.

Market Research:

This refers to the activities of studying a market to understand
the customer needs, competitive landscape, and market forces — with
the ultimate goal of uncovering opportunities for creating product
enhancements as well as new products.

This is done via conversations with customers or potential
customers, talking to customer—facing teams such as sales and
support, studying reports and articles on the marketplace, test
driving competitive products, keeping tabs on customer behavior,
and other such activities.

This culminates with the PM preparing a business case, product
strategy and/or business requirements document (BRD) detailing how
to capitalize on the uncovered opportunities.

Product Definition and Design:

a) Product Definition refers to the activities of specifying what
a product needs to do. This is usually done via what is referred
to as Market Requirements Document (MRD) or Product Requirements
Document (PRD). This document may include information such as
product vision, target market, competitive summary, detailed
description of product features, prioritization of features, use



cases, system requirements, performance requirements, sales and
support requirements, etc.

b) Product Design refers to the activities of specifying the look
and feel of the product including the user interface (UI) and the
user interaction with the product — covering the whole spectrum of
user experience. In larger companies the PM works with Ul designers
or interaction designers to create this, while in startups the PM
may do all of these.

I consider this to be the most valuable among a PM' s activities —
so much so that I actually think product manager jobs which don’ t
include this responsibility are really not product manager jobs at
all!

3. Project Management:

This refers to the activities of leading cross—functional teams
including engineering, QA, Ul design, marketing, sales and support
to develop and launch the product on—time and on—budget. This may
include securing resources, creating project timelines, tracking
progress against timeline, identifying critical paths, getting

additional resources when needed, and communicating status to the
executive team.

In larger companies, Project Managers actually perform most of

these activities with the support of PM’ s. In very small startups,
the PM may be asked to do these by herself. In some companies, the
Engineering Lead may do most of these activities as well.

4. Evangelizing the Product:



This includes the activities of communicating the product benefits,
features and target markets, and in general championing the product
to internal teams such as sales, marketing, support and executives.
This also includes evangelizing the product to external audience
such as press, analysts and customers.

In larger companies, the PM is supported by the Product Marketing,
Marketing Communications (MarCom) and/or Press Relations (PR)
teams in evangelizing to external audience.

I consider this to be the second most valuable among a PV s
activities — especially evangelizing to the sales & marketing teams,
and the executives to create excitement around the product.

Product Marketing:

This refers to the activities of outbound messaging — telling the
world about the product. This includes creating collateral such as
datasheets, brochures, website, flash presentations, press
packages, trade shows and more.

In larger companies, the product marketing activities are almost
always separated from the PM. They re instead performed by the
Product Marketing Manager. The biggest shortcoming of this
arrangement is the resultant inefficiencies in communication and
the weakening of outbound messaging.

In some companies the terms ’Product Management’ and ’Product
Marketing’ are used synonymously and one person is responsible for
all activities. In companies where there are separate ’Product
Management’ and ’Product Marketing’ groups, the latter group
performs all the activities mentioned in this category. They may
also perform some of the activities in categories 1, 4 and 6.

Product Life Cycle Management:

This refers to the activities of managing a product as it goes
through its life cycle from ideation to launch to growth to maturity,
and eventually to decline.

This includes tasks such as product positioning, pricing and
promotion, product portfolio management, competitive strategy,
making build/buy/partner decisions, and identifying and developing
partnerships. The PM works with Product Marketing, Business
Development and MarCom teams on many of these activities.



There you have it — my attempt at demystifying the role of product

management (and the associated role of product marketing). I hope this
helps product managers and product marketers as well as those who work
with them — including a certain friendly CTO who likes cartoon T-Shirts!



