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About Pragmatic Marketing 
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Experts in technology product management and 
product marketing 

Specialize in training 

Trained hundreds of thousands 
of people at thousands of 
companies since 1993 



About the Presenters 
Mike Smart 

• Founder and principal consultant at Egress Solutions, Inc., helping 
companies such as Vista Equity Partners, NetApp, VMware and 
others implement the Pragmatic Marketing Framework™ 

• 25 years of high technology industry experience in a variety of roles 
including consultant with Pragmatic Marketing Inc.  
 

Scott Sehlhorst 
• Product management and strategy consultant, who founded Tyner 

Blain in 2005 to help companies make sure they are building the right 
products right 

• Visiting lecturer at the Dublin Institute of Technology's product 
management degree program 
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Learning  Objectives 
After this webinar, as a product 
manager, you will be able to better: 

 

Understand the most effective use of 
roadmaps in an iterative environment 

 

Communicate product direction to 
internal and external audiences  

 



Survey Questions 
Does your company have a formal roadmapping process in place? 

• Yes 
• No 



The Iterative Effect 
Traditional roadmap methods can be 
cumbersome 

In many organizations, product backlogs 
are synonymous with product roadmaps 

Stakeholders believe that roadmap 
deliverables are the same as the 
roadmapping process 

Product managers have an ad hoc process 
for roadmap creation 

Presenter
Presentation Notes
Confusing short-term plans with a roadmap. Ask a product manager what the roadmap is for his or her product, and you might hear a rundown of what's in the next release or what's in the product backlog (for those using an Agile/SCRUM process). Executives confuse a roadmap with the roadmapping process. A roadmap is the deliverable; a roadmapping process is the way that it’s created. Product managers have an ad hoc process for roadmap creation.  With out a standardize and rigorous process each product team, each portfolio team shifts the assumptions, priorities and recommends actions that can’t be fairly examined. The leadership team either relies on instincts or high jacks the process and become product managers. 



Case Study: Tarenda Solutions 

Challenge 

 Mix of agile and waterfall 

 Expanding PM function 

 History of failing to deliver on 
roadmap 

 Confusion between deliverable 
and process 

 Over time, executives owned 
roadmap  

Internal use only 

Solution 

“The biggest benefit of this approach is the 
executives giving us back control over product 
planning ...” 

— Director of Product Management 

 Apply basic planning principles 

 Drive stakeholder buy-in  

 Incorporate key business 
goals  

 Use lean cadence 

 Standardize the process, 
deliverables and 
communication 

Online anywhere, anytime 
tracking for professionals 



Product Strategy and Planning 
Owner: VP of Product Management, 
Product Managers  

Overview:  

 Process aligns key business drivers 
with product initiatives and priorities 

 A stakeholder-driven process 
balancing inputs from the SLT, key 
customers and other market 
influences 

 Establishes business priorities for 
more than one business cycle 

 Deliverables: portfolio plans, 
roadmaps and financial estimates 

 



What They Learn–Best Practice 
A prioritized list is not a roadmap 

When stakeholders drive the 
roadmap, the risk to delivering 
marketable products increases 

Product managers must use the 
same process and the same 
deliverables across the 
organization 

Implementing roadmapping best 
practices requires clearly defined 
roles; must be driven top down 

 

Product Roadmap  

Product Backlog 
 AND 

 



Survey Questions 
Our roadmaps are credible and reliable for: 

• Less than 12 months 
• More than 1 year, less than 2 years 
• More than 2 years 

 



How Executives Frame Investments 
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Survey Questions 
In your company, what function is responsible and accountable for the product planning process? 

• Product management  
• Development 
• Sales 
• Executives 
• No one 
 

 



Peeling the Strategy Onion 
Executive focus 

• Starting with [ insert company vision here ] 
• Our focus is [ market development (or diversification, or…)]  
• Our approach is [ business case, positioning, portfolio ] 

This defines the context for product creation. 

{{ Magic happens here }} 
• Which customers first?  Which problems? How good to be? 

Thematic product roadmap 
• [ Target customers ] are solving [ target problems ] and our product will 

help them. 
• Coarse-grained timing 

Presenter
Presentation Notes
The executive focus is what defines the context for product creationApproach is things like:Be the high price, high value player – differentiate our product, make high margin with a small % market shareBe comparable value at 30% lower price – leverage our cost efficiency to make the market unattractive to competitors until they exitRely on habitual usage of the product to make it “sticky” to justify a high $/user enterprise valuationThe magic is the hypotheses and rationale which drive “this customer group first” and “that problem area first” and “how good is good enough”



 Agile Lifecycle Management 
Strategy 

Release 

Iteration 

Daily 

Continuous 

STANDUP 

PEER REVIEW 

PRODUCT 
BACKLOG 

PRIORITIZATION 

ESTIMATES 

REVIEW 

VISION 

COMPANY OBJECTIVES BUSINESS CASE 

Source: Mike Cottmeyer, Leading Agile 



Consistent and Coordinated Cadence   

Visual: “Why Your Roadmap Should Be Flexible” 
By Janna Bastow on March 24, 2014  

 

• Revisit design 
choices 

• Refine 
implementation 

 

• Revisit problem 
selection 

• Completeness of 
solution? 

• Consider other 
customers 

 

• Rethink strategy 
• Assess 

competitive 
positioning 

Presenter
Presentation Notes
Accelerate organizational learning.Redefine SCOPECurrent – revisiting design choices for solving THIS problemNear term – is it the right problem, are we solving it with the right level of fidelity, is it the right customers, are we putting the right messages in the market?Future – should we be changing our strategy, positioning, how the company will manifest it’s strategy

http://www.mindtheproduct.com/author/janna/


Containers Are not Roadmaps 

A requirements document is a 
container for requirements 
• Use cases, functional and 

non-functional 
requirements (NFR) 

• MoSCoW prioritization/ 
“scheduling” 

A good roadmap articulates how and when value is created 
• For whom, when, in what way and how much? 

A bad roadmap commits to the timed delivery of stuff 
• What thing, when? 

A backlog is a container for 
requirements 
• User stories, use cases, 

acceptance criteria, NFR 
• Top down sequencing/ 

“scheduling” 

 

 



Survey Questions 
 

How do you document and communicate your product plans to internal audiences? 
• Product backlog 
• Product roadmap 
• Both 

 



Communicate Roadmap Value  
• Basic needs 

▶ Must be present for product to 
remain market viable  

• Performance needs 
▶ Assume more is better 
▶ Good performance attributes 

improve customer satisfaction 

• Excitement  
▶ Unexpected capabilities or 

features  
▶ Features with “wow” factor 

Source: “ Attractive quality and must-be quality” April 1984  Journal of the Japanese Society for Quality 
Control by Noriaki Kano, Nobuhiku Seraku, Fumio Takahashi, Shinichi Tsuji.  

 



Communicate to Stakeholders 

 Leading indicators  
 Product health  
 Release highlights (major milestones) 
 Execution highlights (market/sales milestones)  
 



Communicate to the Market 

 Long-term themes and timelines 
 Review recent releases 
 Current or near-term details 
 Reinforce basic, performance and delighters 
 Integrate with marketing calendar  



Bus Proposal 
Business Case 

 

Requirements 
Roadmaps 

Sprint plans 
Releases 

Go-to-Market 
Product Launch 

Deployment 
Plans 

Migration/ 
Support Plans 



Summary 
Stakeholder-driven process 

Iterative combines process and deliverable 
• Market/business case 
• Resource allocation 
• Prioritization  

Standardize process across product team 

Internally set up a “lean cadence” 

Use appropriate containers and template for audience 
• Internal: integrate market data, business justification, resource alignment and 

prioritization  
• External: repeat themes, review previous success, integrate marketing plan 

 



Need Help? 

www.tynerblain.com/blog 
 

www.productmanagement2.com 
 

Mike Smart  -  msmart@egresssolutions.net 
Scott Sehlhorst - scott@tynerblain.com 
Rebecca Kalogeris - rkalogeris@pragmaticmarketing.com  

  Scott Sehlhorst- scott@tynerblain.com 

Contact:   

http://www.tynerblain.com/blog
http://www.productmanagement2.com/
mailto:msmart@egresssolutions.net
mailto:scott@tynerblain.com
mailto:rkalogeris@pragmaticmarketing.com


Additional Resources 

  Scott Sehlhorst- scott@tynerblain.com 

www.egresssolutions.net/library 

http://www.egresssolutions.net/library


  

Today’s 
Questions? 



Download this webinar and sign up for more at pragmaticmarketing.com/live 

Thank you for attending! 
 
 Next month’s webinar topic: Lead Generation 
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