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about us

Experts in technology 
product management and
product marketing

Specialize in 
training

Trained hundreds of thousands 
of people at thousands of 
companies since 1993
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presenter
Kirsten Butzow
 20+ years of product and marketing experience working in the 

education technology and telecommunications industries

 Formerly vice president of product management and marketing with 
Global 500 companies (Fujitsu, Pearson and Blackboard)

 Highly sought-after speaker for industry events, including The 
Industry and Business of Software
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6Source: Pragmatic Marketing Annual Survey 2018

Want to increase 
strategic focus

70%
Product roadmap 
guided by random 

opinions

65%
YET
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Product
Management

Design OperationsDevelopment MarketingQA
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CHALLENGES

No Shared Future

Lack of Common 
Vocabulary

Poor Organizational 
Alignment

Priorities Unclear

1

2

3

4
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Create a Shared Future1
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Failure Rates

75%
of venture-backed firms in the

U.S. don't return investors' capital
– HBR/WSJ

96%
of all innovations fail to return 

their cost of capital
- Doblin Group

92%
of startups failed within 3 years

– Genome Startup Report

95%
of new products launched by 

established companies each year fail
- AcuPoll

about

more
than
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#1 Reason for Failure

Source: The Top 20 Reasons Startups Fail, CB Insights. 2018

Lack of a market 
need for their 

product

42%
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The Marketing Mix Is Not Enough

Product

P
Price

P
Promotion

P
Place

P
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Product

P
Price

P
Promotion

P
Place

P

The Marketing Mix Is Not Enough

Problem

P
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Problems Define Your Shared Future

NO SHARED 
FUTURE

• INWARD

• PRODUCT- and 
TECHNOLOGY-oriented

• Describes your FEATURES

• Lives in the PRESENT

SHARED 
FUTURE

• OUTWARD

• WHAT is the PROBLEM and 
WHO you are helping

• Describes your VALUE

• Guides your FUTURE
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https://pragmaticmarketing.wistia.com/medias/j7ciij0oo4
https://pragmaticmarketing.wistia.com/medias/j7ciij0oo4
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Develop a
Common Vocabulary2
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ExecutionStrategy
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Organizational Alignment3
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Resource Planning and Allocation

 Review current resource allocation

 Review desired allocation

 Establish clear ownership for each activity
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Client Example
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Prioritization Clarity4
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Gap Analysis Establishes Priorities

 Identifies critical needs 

Enables action plan 

Two key questions
►How important is it?
►How well are we doing?
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Gap Analysis
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Final Thoughts
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Success Enablers

 Shared future based on the problem

 Common vocabulary 

 Allocate resources to drive organizational 
alignment

 Prioritize work to be done
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pragmaticmarketing.com/guide
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questions
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contact
Rebecca Kalogeris
rkalogeris@pragmaticmarketing.com
@pragmaticmktg

Kirsten Butzow
kbutzow@pragmaticmarketing.com
@pragmaticmktg



Join us for next month’s webinar:

Thank You
for attending!

JAN FEB MAR
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JULY AUG SEP

OCT NOV DEC

Channel
Training

Market
Definition

Positioning

Awareness

Distribution
Strategy

Use
Scenarios

Personas

Buy, Build
or Partner

Buying
Experiences

Business
PlanMeasurement

Programs

Speaking with 
Confidence: 

Presentations and 
Pitches That Actually 

Work
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