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Once upon a time,
there was a Product Manager...










Poor life
choices









Don’t use
discovery to
prove your
CEO wrong




Just
building whatever
the CEO says
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i least build it right

Getting fired
for not stubbornly
not building

what the CEO says
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rocess Stages

Each phase is divided into 3 stages:

Idea Problem Ideation &  Prioritised Sprint In Release Release & Siidaink
Triage Discovery Solutioning Queue Prep Sprint Readiness Post Deploy
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Upstream Downstream Release

Link to the full process here:






Don’t let
“product”
be a
blocker
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When you're not in a relationship but
you're having relationship problems.




“The digital team
have failed to
deliver yet again”



Manage your stakeholder
bank balance







1 Don’t use discovery to proove your CEO wrong

2 Don’t let “product” be a blocker

3 Manage your stakeholder bank balance

4 Introduce change incrementally & iteratively
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what do they like
(what makes
them human)?

Has two
new (ish)
kittens

Worked
with Gill at
ShopDirect

Stakehold

er

empathy
mapping

What is their goal within FNC?
She looks like she is making deliver happen, in control and on plan. Keen to impress Sam
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we don't fit
on a plan

(when we're

at our best)

design goes

offona
langent

design goes
offona
tangent -
§ We're
expensive

We're
unreliable and
don't deliver to

pian

smiles at us
but it doesn't
reach her

eyes

hat do they value?,

Protessionalism

Hierachy & not -
5 Talks
challenging

others 7 being corporate/biz

language

chalienged

can't estimate
or plan work In
the way she
wants

can't estimate
or plan work in
the way she
wants

Finding stuff
out about one
thing whilst
we're working
on a another

How she
appears
to others

performance

Our way of
working Isn't
locked in

Think and feel about digital?

Discovery is a
waste of time
and effort &
takes too long

we're an
obstacle

Says she pets the
product aporoach
It we're

working that

Complains

about how

slow we are
atSLT

gives 2nd
hand feedback
on our

Won't share
open feedback
directly with us

Say and do about Digital?

more time
to do

different
work

Her
leadership
- Gill, Sam

how can it
possibly
work

We're a
service
provider

All 2nd &
3rd hand
information
from others

Hears from

others in exoc
meetings that
we're not very
good (Sam, Gl

Says that
nothing has
changed (eg
from Spencer's

All through
RAG reports
(not often
good)

escalations,
crises, and
pushback

Gain - what could they gain from our work they don't know it yet?

safe and not e everything
easy needing to Tt mikaan we dois
rely on MPact to the open and

change KPMG e transparent

Who influences them?

| bet Claire
Carroll { | don't
know this, it's
an educated
guess)

(PHOM INO JO 335

Jobs - what jobs
can we help this
person with?

Reporting

Progress
on
delivery

Defining the
most valuable
things we
should be
working on

Make sure
we're aligned
to her
portfolio plan




Product Function Growth Plan

Product

Value stream
mapping -
understand

current situation

Launch process
review &
troubleshoot

Process

Evidence
driven
development
(quant & qual)

Every item has business,
customer value and
metrics articulated (can
be very basic metrics)

Start

measuring
lead & cycle
times

Product Pipeline
process

established plan established
Measure & Begin user Full set of product,
report on testing with team and process
value prototypes KPIs in place &
delivered regularly reported

communication

Product
OKR trial

Iterate processes

Product team w2
lead product ased on
sterc)ar-co feedback &
metrics
Product Metrics Begin focused

user research
for upcoming
work

used throughout
lifecycle to
inform build

Prod uct Strategy %
Assess

Team
Development

Strategic customer
meetings, understand
ICP, needs and goals

Quick win:
implement an
initial roadmap

Product Vision
board

Competitor
analysis

Decision Internal Full product
Stack idea portal strategy whether to
in place documented reinstate
external
ideas portal

Increase

Team assessment —
understand current
capability &
direction

Build user story
writing capability

Now

Product and Design

Community of Practice foundations

established

Product Start building

da customer
training interviewing
capability
Next

understanding and
ownership of
prioritisation

Future



Introduce
change
incrementally
and iteratively




Feature ROl metrics - a good starting point for
outcomes

Personalised recommendations £108,000 £1.4m rev (projected)

WCAG AA compliance -
Screen-reader support £25,000 essential for healthcare
market

12% reduction in support
Optimised mobile experience £73,000 desk queries (£45k p.a.
equivalent)




Fine, we'll compromise.

'll get my wish, and
you'll find a way

to be okay with

.

Deal?
som@cards

user card
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Ideas at the § Getting back

conference to work
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drown in
dogma






Be prepared 6

for a sudden
p shift




SWAG Strategy

What is the change you What are the 2-4 most For each pillar, what are
: What can you do that g . :
want to see in the o o 6l56.6an dod important themes of the obvious things we
world? ' work? should build?
1. Mission 3. Superpowers 5. Pillars 7. Roadmap
2. Users 4.Vision 6. Impact

How will working on
these things help you
reach your objective?

Who are you building What does the future
for? What do they need? look like?

Credit: Hustle Badger



Put on your
owh oxygen
mask
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Self-reflection questions

e What were my wins this month? What’s gone well? What made me
successful?

e What did | learn recently? Am | applying it?
e What am | spending my time / energy on that isn’t worthy?

e What and who frustrates or challenges me? Which of my core needs
may feel threatened?

e How did I look after my wellness this month? Was it enough?






Smart outcome PMs...

Don’t use discovery to proove your CEO wrong
Manage your stakeholder bank balance

Don’t let “product” be a blocker

Introduce change incrementally & iteratively
Don’t drown in dogma

Prepare for sudden shifts

Put your own oxygen mask on first



Guide & Newsletter

%PRODUCT
REBEL

Book Recommendations:

(e Inspired - Marty Cagan
Transformed - Marty Cagan
Continous Discovery Habits - Teresa Torres

Holly Donohue



Feedback




