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The new P’s

Product Management

finds and quantifies the problem

Development & Service

solve the problem

Marketing Communications

communicates the solution

Sales Channel

sells it profitably

Strategic ﬁ Tactical
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Product management triad
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Product Marketing 15
Reporting to
Europe USA
Customer Support 0% 1%
Marketing 29% 27%
Product Marketing 0% 3%
Services or Training 6% 1%
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Activities for product management

O4hrs
Odays
W day
@ None
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Areas of product management responsibility

- - - - - . e

Program Sales Channel
Support

|eanoe

Market Quantitative Product Product
Analysis Analysis Strategy Planning Strategy Readiness

Strategic

© 1993-2004 Pragmatic Marketing, Inc.



Europe compared to the USA
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Reporting to

Canada USA
CEO 31% 23%
Customer Support 0% 1%
Development or Engineering 14% 12%
Marketing 6% 27%
Product Management 25% 15%
Product Marketing 3% 3%
Sales & Marketing 6% 9%
Services or Training 0% 1%
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Titles and Technical Activity

I I I
monitoring [ ]

development projects _
1 \ \

writing detailed I

specifications —

writing product I

requirements —
preparing business L O TPM
case __‘_‘ O PMM

. — ‘ | mPM
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Titles and Marketing Activity
working with press or I—” ‘_I
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measuring marketing

planning and managing
marketing programs __|

approving promotional L
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writing copy for .
promotional material —_‘—‘
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Titles and Field Activity

visiting sites (without sales people) 0 TPM
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