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The Product Management Triad

 

How you implement the product 
management triad depends on your 
organization and the skills of your team. 
Also consider having a role for your base 
technology or architecture for issues that 
span product lines. The “architecture” 
product manager can own acquisitions, 
third-party partnerships, and common tools 
needed across all product lines. 

Take inventory of the skills of each of the 
product managers. Create an organization 
chart of one triad per product line with 
no names assigned. Now try to move the 
business-oriented staff (usually your senior 
product managers) to the PLM positions, 
development-oriented product managers to 
TPM and sales-oriented ones to PMM. The 
remaining holes in your organization chart 
represent your new hiring profiles.

�

Steve Johnson is a recognized thought-
leader on the strategic role of product 
management and marketing. Broadly 
published and a frequent keynote 
speaker, Steve has been a Pragmatic 

Marketing instructor for more than 10 years and has 
personally trained thousands of product managers 
and hundreds of company senior executive teams on 
strategies for creating products people want to buy. 
Steve is the author of the Product Marketing blog. 
Contact Steve at sjohnson@pragmaticmarketing.com

Product Marketing Manager
The product marketing manager 
provides product line support 
for program strategy, operational 
readiness and on-going sales support. 
This position requires close interaction 
with Marketing Communications and sales 
management. Strong communication skills are 
a must. Duties include converting technical 
positioning into key market messages and 
launching new products into market.

The product marketing manager must:

•	Define buyer personas and determine 
market messages

•	Create the marketing plan including methods 
for customer acquisition as well as 
customer retention

•	Measure effectiveness of product 
marketing programs

•	Maintain product launch plans

•	Deliver thought-leading content via events, 
blogs, e-books, and other outlets

•	Identify best opportunities for lead generation

•	Create standard presentations and demo scripts

•	Identify product references for industry and 
customer referrals

•	Align sales tools and the ideal sales process 
to the typical buying process

•	Facilitate channel training including 
competitive threats and related industry news
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