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About Rich Mironov

‘Veteran B2B/enterprise product leader

+ 6 startups, including as CEO/founder
¢ 200 clients, 13 smokejumper VP/CPO role
* “What do customer segments want (to pay for)?” gerer

‘Coach, mentor, Product Camp founder




Agenda

* Value of Product / What's in a name?

* Influencing the C-suite
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In Your World...

e PM:Dev Team ratio?
* Designers/UX per team?

* Non-selling customer learning
calls/week?
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“What's in a name?
That which we call
arose.. byany
other name would
smell as sweet.”




Product Waste (vs Engineering Waste) m

40-75% of development work doesn’t deliver
intended outcomes (revenue, savings, joy)

« Feature that’s never (rarely) used

& Process improvement that doesn’t deliver
improved process

© Abandoned work, “one and done” funding
& Low-value projects displacing high-value
commitments

& Having one big customer own your roadmap or
architecture
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There’s nothing more
wasteful than brilliantly
engineering a feature that
doesn’t drive business results
or boost customer joy.




What Does a Product Manager Do?

MIRONOV

CONSULTING

budgets, staff,
targets

Revenue forecasts,
commitments, roadmaps,
strategy

Context, conversations, market view,
priorities, problem statements,
roadmaps, epics, user stories,

backlogs, personas...

N “input & feedback”

Product
Management

1 Markets &
( B Customers
& Sales

& Users

product
bits

Sellable stories, segmentation, messages,
benefits ( ), pricing, demos...
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How Product Management Adds Value

* Product does not make Engineering work faster

* Instead, Product extracts more value
from development/design effort

* Continuous (skeptical, relentless) external :
validation with end customers & partners _ < -2

* Ruthless prioritization

* Bring core development/design team
into solution brainstorming
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Reducing Distance

Dev
Team

Their
Custs

Product Gartner
Dev Sales &
o Product Mktg Our Custs
Dev Product Biz Prod Users &
Team Owner Mgr Custs
Dev Users &
Team P/ 1] Custs
Dev Prod Users &
Team Mgr Custs
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Handoffs Are Enemy of Insight




“By The Book” Scrum Product Owner

Executives

Team-level priorities,
epics, user stories,
backlogs (one wa

Markets &
Customers
& Users

Marketing

& Sales

software
bits
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Product Structure | Like

Devt Prod
Dir Line Dir
,A ,% Value/Functional Area
Stable, complete Prod < _ > Users
devt team Mgr Frequent, in-depth, non-sales learning (custs)
conversations
| Ul vie LteaAarll | | I"Iyl | Conversatlons | \CUOLO/
| AT VD LCTArTl | | I"Iyl | Conversatlons | \CUOLO/
| AT VL LTdArll | | I"Iyl | Conversatlons | \CUOLO/
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Product Structure | Don’t Like

Prod definition, solutions
Line Dir

Learning conversations, problem

Users
(custs)

Requirements

Stable, complete| Prod
devt team Mgr
Stable, complete| Prod
devt team Mgr
Stable, complete| Prod
devt team Mgr
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Product Structure | Don’t Like

Stable,
complete devt Oi:/cr)\ir < > T\;O(rj (Lchgss)
team Requirements o
Stable
: Tech Mkt Users
completedevt | pw | S | Mo || custs
Stable,
complete devt || 1€aM | < > | frod oot
foarm rotates Mgr (custs)
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Product Structure | Hate

_— —— “The Business” ——

from pool

IIIT"
ClIO [=
Tech Regmts
Delivery Dates
Project team Prod
from pool Owner
Project team Tech
from pool PM
Project team BA
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Agenda

* Value of Product / What's in a name?

* Influencing the C-suite
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A Generic B2B Customer Value Story v

* Our super-special credit scoring application will reduce the
number of credit checks you run.

* You currently do {insert number} credit checks per year at
{insert price}. We’ll reduce that by {insert percentage} for a
savings of {computed}.

* We will only charge you {insert price} for
a net savings of {computed} and
ROI of {percent}. Cift o

Australia
Post

5386 5312 3412 3456

128523
GIFT CARDHOLDER
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MIRONOV

If we can’t (quantitatively)
talk about B2B customers

will make/save money
with our product, they
won’t buy it.
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Internal Value Starts with WHY

1. Broad goal/intention: should it...
 Reduce churn/boost renewals?
* (Cut support costs?
* Increase cross-sell/upsell?
* Eliminate outages?
* Speed up onboarding?

2. Then a theory about what
behaviors will improve these...

3. Metrics naturally emerge
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“Count The Digits”

* |f this is intended to drive upsell...

[audience] *[increased conversion SWAG] * [revenue placeholder]
[50k “Basic” customers] * [1-3% upsell] * [$1000/year]

* |f this is intended to reduce our support costs...

[guesstimated tickets] * [improvement SWAG] * [cost/ticket]
[300-400 tickets/week] * [4-6%] * [S75/ticket]

e NOT ACCURATE, but useful in rough
sorting/discarding ideas

® “Is this worth doing?” “More than A or B or C?”
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Roadmap/Commitment Amnesia

* Always start with current roadmap
* Recap top few items
* Never uncommitted capacity

* Reiterate intended outcomes
or money for top in-plan items

* Frame OR for work with same
objective

* Invite them to lobby other
stakeholders
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Good OKRs / Roadmap Shows (Un)Certainty v

Reduce Churn
Through Better
Onboarding (#1)

Europe growth via
languages, units,
GDPR (#2)

Rearchitect object
model for supportability
& faster integrations
(#3)

Q3-23 Q4-23 1H24 2H24 >
. . . r 1 pmm—gm TN T TSI
Login Ul Activity metrics ' Inactive user 47 Qtrly biz
: reporting | I, reviews
CS playbook || Deep success/ |____ - -oooToooooC ! IRt g
- —— | failure analysis Lead gen by ! .-« Al/ML success i
Req'd training ' successful segmt “ld____model . -
L ____. e
1 4 \
118N S — ! GDPR vl ;:_ ',4 EU-based /{‘
ni Rk c s P i N S
French panis | German : ' — re|:105|tory Nl
1 ~—— \~-—’, -
Date format e IIrTmmmmmmmel
i EU sales/support team i
e T T T e e e e e T T 1
| New DB model | First microservices | 1  Next microsves | <~ Ful AWS - 5
b i S Tl | il S o Sem—— -

Top 10 tickets
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Takeaways v

* Titles don’t matter: the work matters
* Talk directly with real users about real problems outside sales process?
* Empowered to drive difficult trade-offs?
®* (Can turn down stakeholder requests? |
* Customer value is defined by (outside paying) users

* The language of execs is money
* Think, think, think about your audience(s)
* Assume amnesia

* Individual PMs (mostly) can’t change culture

@RichMironov @ProdCircle



Rich Mironov

WWW.MIironov.com
+1-650-315-7394
rich@mironov.com
@richmironov

MIRONOV

CONSULTING



http://www.mironov.com/
mailto:rich@mironov.com

