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Topic W Description
Introduction to the 1 What product management is about? Product development
course. Strategically lifecycle, traps and pitfalls. PM teams. Course overview.
understanding the
company. Business strategy: Why, How and What. Company strategy
differences in terms of market size, sales operations,
marketing, value proposition evolution, experimentation, etc.
Users, Customers and Personas. Product management
"geometry" within the venture.
Opportunity hypothesis. 2+3 | Market opportunity and underserved need identification.
Product planning and How do new products evolve? Iterative innovation vs Blu sky
prioritization. vs Proactive assumptions revisiting vs Product “pairing”.
The AARRR metrics.
Customer problems, product vision, OKRs, KPIs and
roadmaps, types of roadmap.
Waterfall and Agile.
Product discovery & 3+4 | Discovery sprint. The Kano model. MVP. MVP vs. prototype.
Product business viability. Qualitative and quantitative product testing.
Product management in the context of evolving company
objectives. Growth, revenue and customer success.
Finance metrics and their impact on product strategy.
Interplay between product and GTM strategies.
Price management and price optimization.
Product management and | 4-5 Machine learning techiques overview. Machine learning

ML-driven automation.

(ML) through the lens of business processes. Efficient Al
Integration into existing workflows.

The ML development life cycle.
Building, scaling, and optimizing Al-powered products
Advanced metrics for evaluating Al product performance
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ML, user expectations and user experience.

Product marketing, 5-6 | PMM as part of the product management - roles,
product led growth and responsibilities and challenges. Product positioning and
viral marketing. branding. Product categories and category leadership.

Early adopters and reference customers. Cascading effects in
networks, influencers and viral marketing.

Social products and 7 Markets with and without network effects. Crowd effects,
network effects. self-fulfilling expectations, stability and tipping points.
Mixed individual and network effects.

Power laws, rich-gets-richer models and long tail.
The effect of information portals, search engines and
recommender systems.

Project discussions 8 Project presentations and open discussions.
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TINY Map
Josh Anon and Carlos Gonzalez de Villaumbrosia (n]7)
12NNnN:
The Product Book 190N DY
Product School 5"mn:
2017 nw
TINXIN:
nin:
Blair Reeves and Benjamin Gaines DY
annn:
Building Products for the Enterprise 19DN DYV
Q’Reilly 5"n:
2018 nw
TINXIN:
nan:
Kavita Ganesan [n]%
aannn:
The Business Case for Al 19DN DY
Opinosis Analytics Publishing 5"mn:
2022 nw
TINXIN:
nin:
David Eisley and John Kleinberg Dw
12NNn:
Networks, Crowds and Markets 19DN DW:
Cambridge University Press 5"n:
2010 nmw
TINXIN:
nin:
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