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Call (800) 816-7861 to conduct this seminar at your office

Who Should Attend
Designed for a working 
team of senior product 
managers and executives 
responsible for product 
management and 
marketing teams.

Thousands of companies organize and measure their product 
management teams using the Pragmatic Marketing Framework™ 
as a guide. This industry standard methodology defines the roles & 
responsibilities for more than 60,000 product managers worldwide.

Executive Briefings are designed to explore the strategic impact product 
management can have in your organization. Learn how to define the role 
for optimal accountability and strategic value, regardless of your current 
organizational structure.
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