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Pragmatic Process

Our name says it all. The Pragmatic Marketing Framework defines the
roles and responsibilities for technology product management and product
marketing teams at thousands of companies worldwide.

Global Experience
Since 1993, our team has trained over 60,000 product management and
marketing professionals at 4,500 companies in more than 20 countries.

Satisfied Customers

Over the years, we've perfected what it takes to produce the highest quality
experience, delivering the largestimpact in the shortest possible time. 80% of
our new business is word-of-mouth referral from attendees who say it’s the
best training ever, and leave the seminars with unbridled enthusiasm about
the impact they can have on their companies.

Company Recognition

Pragmatic Marketing has been honored multiple times by /nc. magazine
as one of the fastest growing private companies in America, and named
a Comerica Bank Arizona Company to Watch.
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If product management doesn't do its job, the other departments
will fill the void.

. An outside-in approach increases the likelihood of product success.
. Time spent on the strategic reduces time wasted on the tactical.

. The building is full of product experts. Your company needs

market experts.

. Only build solutions for problems that are urgent, pervasive and the

market will pay to solve.

. Your opinion, although interesting, is irrelevant.

. Don't expect your sales channel to conduct win/loss analysis.
. The answer to most of your questions is not in the building.

. Be able to articulate your distinctive competence.
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Find market segments that value your distinctive competence.
Align your distribution strategy with personas and their problems.
Every “product” needs product management and a business plan.
In the absence of market facts, he who builds the product wins.
With positioning, the focus is on what you can do for the buyers.
Positioning should be complete before you start developing.

You need a positioning document for each buyer persona.

Product management owns the message; marketing
communications owns the rest.

Name the product after positioning is finished.
Map your sales process to the buying process.

Product management should help sales channels, not
individual salespeople.

Market problems determine what goes in the product.



