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A B O U T  U S

Experts in technology 

product management 

and product.

Specialize in training.

Trained hundreds of 

thousands of people at 

companies around the 

world since 1993.



Agenda



Agenda

• Background



Agenda

• Background
• Product Management/Marketing Lifecycle Stages

• Critical questions at each stage
• Resources and tools to get answers



Agenda
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• Product Management/Marketing Lifecycle Stages

• Critical questions at each stage
• Resources and tools to get answers

• Q&A



How many hours do you spend engaging with customers and 
evaluators on a monthly basis?

• 0
• 1-5
• 6-10
• 11-15
• 16-20

Quick Poll
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Audience Feedback: Poll Results



Source: The Pragmatic Institute 2019 Annual Product Management and Product Marketing Survey

Background



What is your company’s market focus?

• B2B
• B2C
• Both B2B and B2C

Quick Poll #2



Background



Audience Feedback: Poll #2 Results



Stage:
Idea
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Business To Business

vs.

Business to Consumer
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Census Data

• Two possible pathways
• Use your NAICS code (North American Industry 

Classification System code)
• If you don’t know what it is ->  enter “<Your industry> 

NAICS code” in any search engine
• Then search for “Census Business Builder Small Business 

Edition”
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Image: Unsplash – Evan Dennis

✓Customers pain points

✓Messages to use

✓How does my target 
audience find out about 
products it wants?

✓How can I estimate 
purchase volume, target 
audience acceptance, and 
how to segment 
customers?



Image: Unsplash – Christina@wocintechchat



Jobs To Be 
Done

Image: Unsplash – Annie Gray
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Jobs To Be Done

Situation 
Exploration

✓Questions around main 
need

✓When main need was 
discovered

✓Influencers

✓What completed job 
would look like
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Jobs To Be Done

History with 
product/
category

✓Previous experience with 
product

✓Previous experience with 
category

✓Orients toward focus in 
the past
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Jobs To Be Done

Previous 
solutions 

attempted/
considered

✓Reactions to alternatives

✓Why solutions have not 
been attempted
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Jobs To Be Done

Social/emotional 
context

✓Social/emotional 
experience

✓What positive experience 
would be like

✓Concerns/anxieties

✓Tradeoffs



Jobs To Be Done

Situation exploration
History with 

product/category

Previous solutions 
attempted/considered

Social/emotional 
context
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Screening

✓How is decision made?

✓Influencers vs. decision-
makers

✓Recent research 
participation

✓Time in industry

✓Previous experience with 
category
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Image: Unsplash – Brett Jordan

Standard Battery

✓ Purchase intent (or 
purchase interest)

✓ Likeability
✓ Uniqueness
✓ Believability
✓ Value
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Image: Unsplash – Kaitlyn Chow

Demographics

B2C

✓ Age

✓ Household composition

✓ Income

B2B

✓ Industry

✓ Job Title

✓ Annual Revenue
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Stage:
Growth

Image: Unsplash – Razvan Chisu
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• How do you feel if <product> has this feature?
• How do you feel if <product> does not have this feature?

Kano Analysis



• How do you feel if <product> has this feature?
• How do you feel if <product> does not have this feature?

Kano Analysis

• Delighted
• Satisfied
• Neutral
• Dissatisfied
• Could Not Accept It
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Kano Analysis

• Attractive – Not expected, but 
can create delight



Kano Analysis

Satisfaction

Functionality

Reverse

• Reverse – Satisfaction in the 
absence



Kano Analysis

Image source: Kano.plus
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• Must-be - > Performance -> Attractive
• Indifferent -> questionable payoff
• Reverse -> additional research

• Evaluation ultimately requires holistic approach
• Subset of customers?
• Resources required?
• Impact on other features?
• Impact on other products?
• Delivery systems?

Kano Analysis



Kano Analysis



Stage:
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TURF Analysis (Total Unduplicated Reach and Frequency)

Image: Unsplash – Meghan Rodgers



TURF Analysis (Total Unduplicated Reach and Frequency)

Image: Unsplash – Bill Oxford



% Reach % Point Increase

# of varieties

1 45.8% -

2 62.6% 16.8%

3 72.8% 10.2%

4 82.5% 9.7%

5 88.5% 6.0%

6 93.1% 4.5%

7 96.5% 3.5%

45.8%

62.6%

72.8%

82.5%

88.5%
93.1%

96.5%

15.0%

25.0%

35.0%

45.0%

55.0%

65.0%

75.0%

85.0%

95.0%

1 2 3 4 5 6 7

% Reach

Number of Varieties

TURF Analysis (Total Unduplicated Reach and Frequency)
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Best Practices

• In-house - list cleaning (BriteVerify, DataValidation)
• Internally sourcing vs. purchasing
• Use provider specifically for market research
• No scraping
• If B2B -> industry sample provider
• Estimate for conservative incidence rate (IR)
• Include incentives in budget
• Specify length of interview (LOI)
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Census Data

Qualitative – interviews (e.g., JBTD), focus groups
Quantitative concept tests

Polls, experts
PickFu
SquadHelp
MarketingProfs KHE
Hotjar

Kano

TURF

Tools/ResourcesQuestions

Market Size/Potential

Customer pain points
Benefits messaging
How customers learn/hear
Estimate product interest
Segmentation

Packaging, design, ad-testing, 
naming

Product alignment with 
customer expectations

Maximize product reach



Download the companion toolkit!

I also offer a free weekly newsletter – you can subscribe at https://cutt.ly/FridaySurge.

https://relentless-builder-2707.ck.page/a34dc1d700


Q&A

Image: Unsplash – Camylla Battani



JAN FEB MAR

MAY JUN JUL

SEP OCT NOV

APR

Market

Definition

Market

Problems

Buy, Build or

Partner

Win/Loss

Analysis

Sales

Alignment
Revenue

Growth

Revenue

Retention

Buyer

Experience

Awareness

Measurement

AUG

Pricing

DEC

Competitive

Landscape

2
0
2
0

Join us for our next 
webinar:

Generating 
Awareness in a 
Short Attention 

Span World

April 28, 1PM Eastern


