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salesforce

Product strategy is driven by Sales Department
Sales-led

Source: Watterson, Andrew. (2013 ). “We are a product-led company” Asana Blog
Source: Perri, Melissa. (2018). “Escaping the Build Trap”



https://blog.asana.com/2013/03/we-are-a-product-led-company/
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Technology-led
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Product strategy is driven by Technology

Source: Watterson, Andrew. (2013 ). “We are a product-led company” Asana Blog
Source: Perri, Melissa. (2018). “Escaping the Build Trap”



https://blog.asana.com/2013/03/we-are-a-product-led-company/
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Visionary-led

You are not Steve Jobs!

Source: Watterson, Andrew. (2013 ). “We are a product-led company” Asana Blog
Source: Perri, Melissa. (2018). “Escaping the Build Trap”



https://blog.asana.com/2013/03/we-are-a-product-led-company/
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Product-led
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Ethical T

e Should we build it”?

Feasible Viable

Can we build it? s it good for business?

\ Desirable

N Do customers want it?
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Source: Cagan, Marty. (2018). “Inspired: How to create tech products customers love, 2nd edition”



Product strategy is driven by a Product Department

Executive
Leadership

Joshua Seiden

Why customer behavior is the
key metric for business success

UUTCUMES Customer
Product Technolo Sales Marketin
(WER UUTPUT . 9y Success INg

Outcomes over output mindset

Customer value = business value

Outcomes Over Output
Joshua Seiden

Hypothesize and experiment

Source: Watterson, Andrew. (2013). “We are a product-led company” Asana Blog
Source: Perri, Melissa. (2018). “Escaping the Build Trap”
Source: Seiden, Joshua. (2019). “Outcomes Over Output”.



https://blog.asana.com/2013/03/we-are-a-product-led-company/
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Product Manager

Product Designer

UX Researcher

Front-end Developer

Back-end Developer

Mobile Developer




PEOPLE




PEOPLE

In the beginning...

Product Manager Product Designer Developer
(likely a CEO or Founder)



PEOPLE

Full-stack skillset:

e Product Owner

e Project Manager

e Business Analyst
Product Manager

e Scrum Master

o Everything elsel!ll @z
(Sales, Marketing, Design, Development, Data, Blah, Blah, Blah)



PEOPLE

Full-stack skillset:

o Graphic Design

o User Experience Design

o Ul & Interaction Design
Product Designer

e INnformation Architecture

e Motion Design for Ul



PEOPLE

Full-stack skillset:

e Front-end Development

e Back-end Development

e Mobile Development

Developers

e Quality Assurance Development



PEOPLE

As you scale...

@ 8

Front-end Back-end Mobile Data
Researcher Developers Developers Developers Scientist







PEOPLE

Creating a compelling product vision & strategy

Company Mission Statement The why”? The purpose
"""""""""
"""""""" roductOspartmentPrinciples Bueled stolproctpricsopty
ecwrementFramework (uchasokRy oo we messre mcoessT Ocomes
"""""" oductstateges  TheHow?Product roacmap. Now next ater

Products, features, platforms

Value Streams / Product Teams / Initiatives

Key Performance Indicators Products, features level metrics (DAU, MAU ect.)

Source: Pranav Khanna “The one thing that can make or break your product and team: the vision” 2018



PEOPLE

Play to Their Strengths and
Lead Them Up the Learning Curve

SSSSSSSSSSSSSSSSSSSSSSSSSS

Building an A team
Whitney Johnson

A culture of continuous learning

B00k club

Lunch and learns

Dedicated learning time on Friday afternoons

Udemy or Lynda learning objectives

Corporate learning objectives (OKR's for training)
Individual learning plans (quarterly)

Community of practice (Guilds)

Dedicated coaching sessions / pairs or group programming



PEOPLE

‘@\\' Product Dartboard HOME BEHIND THE DARTBOARD ABOUT SIGN UP

Improve how your
product team works
together

Product dartboard is an assessment and planning tool
for product teams. It helps you identify your team’s
strengths, challenges, and blind spots, so you can
continuously improve the way your team works
together.

GET STARTED

Carbon Five Dartboard
https://productdartboard.com

Squad 1 Squad 2 Squad3 Squad4 Squad5 Squad 6 Squad7

Support

Teamwork

Pawns or Players

We love going to

Mission work and have great

fun working

together!

Health of codebase
Suitable process L sk, . Boooooooring,..

Delivering value
Learning

Speed

Easy to release

Spotify Health Check
Spotify Labs

Learning Team

Workgroup

Team health strategy

Source: Christina Wodtke “Reboot Your Team™ 2018



https://www.mindtheproduct.com/2018/07/reboot-your-team-by-christina-wodtke/

PEOPLE

Alignment enable§ -.dA utonomy_~ . o4 Autonoma!
We need to urd a
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High
Alignment ot
g organization > organization @,
Gti:\form&f O Collaborative &
culture > culture @g{
P ___
Hope someone ig
working on the
Micromanaging Entrepreneurial river problem...

organization @, organization
Chaotic

Low g:ﬁﬁ: ent «© culture lZD@:@
Alignment Q, é Q. ﬁ

Low Autonomy High Autonomy
Henrik Kniberg

Source: Kniberg, Henrik. “"Alignment at Scale”. 2016



https://blog.crisp.se/wp-content/uploads/2016/08/Agile-Africa-keynote-Alignment-at-Scale.pdf

(1) PEOPLE

(2) PROCESS

(3) SYSTEMS



PROCESS

Product
Build the Right Thin,

Technology
Builld the Thing Right

oQ
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FRAMEWORKS!



PROCESS

Ali g nment ow do we stay aligned with our business goals?
Measurement How do we measure success?
Disccvery How do we determine the right thing to build?
Del ivery How do we continuously deliver value?

Prioritization How do we prioritize what is most important?



PROCESS

Alignment Framework: Objectives and Key Results (OKR)

Radical

Focus

Achieving Your Most Important Goals
with
Objectives and Key Results

CHRISTINA WODTKE

Radical Focus
Christina Wodtke

Head Coach

OBJECTIVE:

Win Super Bowl

Offense
OBJECTIVE

200 yard per game
passing

KEY RESULTS

/5% completion rate

General Manager

OBJECTIVE
Make $ for owners

KEY RESULTS

KEY RESULTS

1. Win one Super Bowl within 3 years

2. Fill stands to 88% each game this

Season

1. 200 yards per game passing
2. 3rd ranked defence in NFL
3. 25 yard punt return average

Defence
OBJECTIVE

3rd ranked defence
in the NFL

KEY RESULTS

Less than 100 yard
passing per game

Special Teams
OBJECTIVE

25 yard punt return
average

KEY RESULTS

3 blocked punts

v

Head of Public Relations

OBJECTIVE:

Fill stands to 88%

Scouts

OBJECTIVE

Hire 3 entertaining
players

KEY RESULTS

Visit top 25 colleges

KEY RESULTS

1. Hire 3 entertaining players
2. Get 2 Monday night games
3. Highlight key players

News Staff

OBJECTIVE

Get 2 Monday night
games

KEY RESULTS

5 ESPN special
features

Publicity Agent

OBJECTIVE

Highlight key players

KEY RESULTS

Hire 10 new
cheerleaders



https://blog.trello.com/okrs-set-achieve-track-trello

PROCESS

Measurement Framework: AARRR: Pirate Metrics

Metrics/Framework Product Stages
Prototype Production

Surveys/Customer feedback v

“Your competition will use this book to outgrow you.”

Acquisition HEART

How do users find you?

Alistair Croll & Benjamin Yoskovitz AARRR

® ® MRR
Activation
Do users have a great first experience? CAC

ANALYTICS Retention | .

Do users come back?

Use Data to Build a RO
Better Startup Faster

O'REILLY" Eric Ries, Series Editor

DAU

MAU

Lean Analytics
Alistair Croll &
Benjamin Yoskovitz

Stickiness

Referral

Do users tell others? NPS

Churn

North Star metric

AU N N N N N N N N S G N N RN

Innovative

Source: Croll, Alistair & Benjamin Yoskovitz “Lean Analytics”.



PROCESS

Discovery Framework: Design Sprint

MONDAY  ‘TVESDAY WEDNESDAY THURSDAY FRIDAY

AJ&Smart
on Youtube

Source: Fitzgerald, Miles. "Spotify: What We Learned About Sprints’. 2016. Medium



https://sprintstories.com/sprints-things-i-learned-while-doing-them-at-spotify-587ee49b59a1

PROCESS

Delivery Framework: SCRUM

2nd Edition — Director’s Cut
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SCRUMAND XP FROM THE TRENCHES

How We Do Scrum

Henrik Kniberg

Scrum and XP from the Trenches

Henrik Kniberg

Sprint
Retrospective

Sprint Sprint
Planning ‘ Review

Product Increment
Backlog Backlog

Source: Scrum.org “What is SCRUM?"



https://www.scrum.org/resources/what-is-scrum

PROCESS

Prioritization Framework: Impact, Ease, Confidence

Self
Launch data Conviction

Pitch deck
Test Results
Supported by longitudinal user S
studies, large-scale MVP, WO

: Thematic support
Frameworks for Product Managers alpha/beta’ A/B experlments... PP

10 0.01 Aligns with:
vision/strategy, current
trends/buzzword, outside

A collection of resources and techniques to help you create better products. s
3y 7
. <
p User/Customer Evidence <
m% Toantto— Lmii) i

S Supported by: lots of

research, macro trends,
Asessing Desigr:Sprint Jobs To Be prOdUCt data, tOp User Conﬁdence 0°1 prOdUCt mEthOdOIogy

O:;:Ac::ttucr:talfs By Google Ventures S i req uest’ interVieWS With Level
20+ users, usability study,

MVP 0.2 Other’s opinion

The team / management /
external expert/ investor

MoSCoW AARRR Metrics
Method

&
S
S / press think it’s a good

Market Data
Supported by surveys,

Product Frameworks Smoke:ists,all )
product-frameworks.com competitors have it...

K\ .
Low idea

Anecdotal Evidence Estimates & plans

Support by a few product data Back of the envelope calculations
points, top sales request, 1-3 Eng / UX feasibility evaluation,
interested customers, one Project timeline,

competitor hasit... Business model. itamargilad.com

Source: Gilad, [tamar. “The Tool That Will Help You Choose Better Product Ideas’. April 18, 2018. Medium.


https://medium.com/@itamargilad/finding-winning-ideas-using-the-confidence-tool-d8f2d8cc2c15

RITUALS!



PROCESS

Weekly

Quarterly

Annually

Monday

Planning meeting

Quarterly
meeting

Review previous
objectives

Annual
meeting

Set high-level
company
objectives

Daily

Standup

Quarterly
meeting

Set current quarter
objectives

Quarterly
meeting

Department
retrospective

Bi-weekly

Team Health
Check

Celebrate!




PROCESS

Product or business line 1 Product or business line 2

Product Design

__.-#-_4

1 & &
H1&] &

Team 1 Team 2 Team 3 Team 4 Team 5

Mobile Dev

Guild

A community of practice

Shared interest group around a
specific competency
(ie Design)

Great for applying governance,
standardization, consistency
and best practices to your
organization
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SYSTEMS

Successful
Product Teams

Data &
ResearchOps Design

System

DevOps



SYSTEMS

Data and ResearchOps

THINK LIKE A

UX RESEARCHER o (Customer research data from a customer advisory group or
' reference customers

o Market research and competitive analysis

Think Like a UX Researcher e Product feedback (in’[ema\ and eXternal)
David Travis & Philip Hodgson

e Analytics, KPIs, Metrics

THE REAL WORK OF

TURNING DATA INTO INFORMATION,

e Data sclence

e Machine learning

o Artificial Intelligence
The Real Work of Data Science
Ron Kenett & Thomas Redman



SYSTEMS

DevOps

o Decoupled system architecture

AAAAAAAAAAAAAA
DevOps, and Helping
Your Business Win

o Continuous delivery (teams release whenever)
o Code management

e Security monitoring and testing

The Phoenix Project

Gene Kim, Kevin Behr and o System performance testing and monitoring

George Spafford

e Automated QA testing to reduce waste



SYSTEMS

Desigh System

®

Atomic Design

O — E— e

Atomic Design
Brad Frost

Standardization of design elements

=fficlent front-end development

Improved user experience through consistency
Reduces waste In the design process

Allows for faster product iterations

Improves onboarding for new designers

Design is communicated concisely (internally and externally)



TO
SUMMARIZE




Document a thoughtful,
compelling product
vision & strategy




Create a culture of
continuous learning and
improvement




Focus on solving to
outcomes instead of
output



Empower your teams to
build the right thing and
build the thing right.




Use frameworks to help
guide your company as
It scales.




Use scalable systems
for design, development
and data.




Have fun along the way!
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patrickepatrickgregory.com

Patrick Gregory

Director of Product

pgregory@mobials.com
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