
Let me tell you a story. It’s a story I’ve heard
countless times before. You probably have

as well. Meet Jane. She and her team are
have lots of stuff to work on. They’re busy.

Projects coming out of their ears. The
things they’re working on seem valuable.

“They probably are, right?” They don’t
know for sure.

seem to find a way to make better
decisions.

They’re so busy, they can’t
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as well. Meet Jane. She and her team are
have lots of stuff to work on. They’re busy.

Projects coming out of their ears. The
things they’re working on seem valuable.

“They probably are, right?”

Jane is a time poor PM.

They don’t
know for sure.

seem to find a way to make better
decisions.

They’re so busy, they can’t



Mathew Cropper, Senior Product Manager 2020-07-23



Senior Product Manager
at Intercom
@mrtcropper





Intercom is one place for every team in an 
internet business to communicate with 

customers, personally, at scale—on your website,  
inside web and mobile apps, and by email.



intercom.com/mobile-carousels
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Uncertainty on what the future holds.

Unclear on how best to prioritise product 
work.

Unclear on what makes something 
valuable.
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What’s the size and make up 
of your target addressable 
market (TAM)?

Who are your competitors in 
your space, and how are they 
performing?

What are the gaps between 
your product and your 
competitors?

How important are those 
gaps to your customers?

How often do people use 
your features?

Does feature usage differ 
between segments?

What are the most common 
user journeys in your 
product?

Does feature use correlate 
with conversion to paid or 
retention?

How can you measure that 
using a feature results in 
success for the user?

Who are they?

How many are there?

How much are they worth?

How well do they convert 
from trial to paid?

How well are they retained?

What jobs do they perform?

How can you segment them?

What feature requests do 
they make?

What other tools do they 
use?

What do you believe to be 
true, but can’t yet back up 
with evidence?

What are your best guesses 
at where your product should 
go next?



Set expectations before you open the doc up.

You will need the skills and perspectives of others to be successful.

It will feel weird at first, because you’re exposing what you don’t know.. 
But it’s worth it.



Now we have a foundation, it’s time to add nuance.



Business model and value 
proposition canvases

strategyzer.com 

Wardley maps

list.wardleymaps.com

https://www.strategyzer.com/
http://list.wardleymaps.com




Rati Zvirawa, Product Manager at Intercom





















Good Strategy, Bad Strategy: The difference and 
why it matters
Richard Rumelt

The Invincible Company
Alex Osterwalder, Yves Pigneur, Fred Etiemble, Alan 
Smith
In fact, just buy all of the Strategyzer books. They’re awesome.
No, I’m not on commission.
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