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Foreword

Product management in the high-tech 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 offers a holistic

methodology as a solution to these concerns.

Product management is a discipline responsible for product planning (articulat-

ing the market problem) and product marketing (generating awareness, differentia-

tion, 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 like sales, marketing communications, engineering, customer

support, customers, partners, and suppliers. Identifying the various roles and

responsibilities in the product management domain is imperative to understand

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

a distributed set of roles and related responsibilities covering definitive aspects of

the product delivery process.

Defining roles and responsibilities in product management is a very preliminary

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 documented, followed,

audited, and improved upon. The product management models and templates in this

book are intended to help facilitate the implementation of that process.
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For over seven years I have assisted Gabriel Steinhardt in his development of

the Blackblot product management body of knowledge, including the “Blackblot

Product Manager’s Toolkit™” (PMTK). 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 PMTK method-

ology is to help companies and their product management teams become more

successful in their product delivery efforts. With the release of this book it is hoped

that product management will mature further and be viewed as a structured and

well-defined critical business function.

This book will help students of product management, product management

practitioners, 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.

Daniel Stadler

Business Consultant, MBA/Technology Management
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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 more expanded inter-

pretation would be to view product management as an occupational domain that is

based on general management techniques which are focused on product planning

and product marketing topics.

A high-tech 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. In reality, most high-tech companies

view product management as a collective term which describes the broad sum of

diverse product related activities, excluding sales and development activities,

which are performed in the interest of delivering a particular product to market.

With such a 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 high-

tech industry. Every company is different and handles product management differ-

ently – meaning that the product management discipline is not standardized as

much as it could be across the high-tech 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, other than just being lucky, a

consistent understanding of product management must be present in the company

and all aspects of product management must be fully addressed and handled

efficiently. However, the contributing factors to both failure and success can be

extremely complex to analyze. One can attempt to investigate why certain compa-

nies and products have failed, only to quickly realize that the cause is multifaceted

and that many factors need to be considered.
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Product management is comprised of activities that profoundly impact a pro-

duct’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 greater importance in

making sure that management processes are sound, properly staffed, and imple-

mented.

Some products are successful because of external factors, timing, or merely good

fortune. Not all successful products have had great product management behind

them, but it is clear 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 product management meth-

odology with disciplined technology development practices is the key to commer-

cial success in the high-tech world.

The product management profession and the related body of knowledge have

reached a greater level of maturity and acceptance in the high-tech industry.

However, across the high-tech 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 methodolo-

gies. 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 nearly all aspects of product management.

This book, a companion to Blackblot’s comprehensive product management

training and certification programs, includes the “Blackblot Product Manager’s

Toolkit™” (PMTK) professional template collection and offers companies and

product management professionals with a practical primer for implementing an

efficient product management practice in order to increase the practitioner’s work-

place productivity and improve a product’s chances for commercial success.

xii Introduction
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