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There are numerous marketing areas of specialization.  One of the most critical, 
and often confusing, is Product Marketing.  

This short presentation will help you quickly and easily understand what 
product marketing is, where it sits within the organization, and what it does.
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The Product Marketing function occupies a unique spot in the corporate 
structure, being located in the middle of the product development and sales 
processes.  

Product Marketing’s role is to take the technical information that is developed 
by the PLMs and convert that into usable information for the other groups.  
Depending on the corporate structure, Product Marketing has two (or potentially 
three) customer groups.

Product Marketing also functions as a communications conduit and takes 
feedback and input from sales, customers, and the market and provides that 
information back to the product development side.  This information may 
consist of new features the customer would like to see, fixes to be made, the 
direction the market is moving, information on competitive products, etc.
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Product Marketing interacts with a wide variety of internal departments and 
functions.

Product Marketing also interacts with a variety of customers, which range from 
internal departments that receive content and other deliverables to the actual 
end user/customer.  Depending on the business structure, Product Marketing 
has two, or potentially three, of these customer groups.

The next set of slides will show you the three primary groups of departments 
and customers that Product Marketing interacts with on a regular basis.  
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• These are the people who own and develop the product.
• They determine the technology, the specifications and the features that will 

go into a product.
• They develop and own the product roadmap, as well as the timing of product 

releases and updates, and/or changes to the roadmap.
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These are product marketing’s customers.

The first is the internal customer, which is comprised of the sales team and related functions.  Product Marketing has to 
ensure that they understand the product and how to sell the product.  This means Product Marketing must ensure sales 
has the proper training and enablement, as well as having the right tools they need to sell, the right competitive 
information, the right content and collateral, the right messaging and positioning information, etc. so that they can 
deliver the right message (about the product) at the right time to the right person at the right level.

NOTE: Other marketing functions (such as field marketing or demo teams) may also be included in the group of internal 
customers, depending on whether they are engaged or not, as they too are customer-facing organizations.

The second customer is the external customer, the actual end customer.  Product Marketing has to ensure that the right 
content, messaging, positioning, collateral, and other information is available to them so that they can find the 
necessary information they are seeking.  This can be on a website, online, in trade shows, demos, customer meetings, 
etc.

The third customer (depending on the organizational structure) is the channel partner and/or distribution organization.  
If the product is sold through them, Product Marketing must ensure that they, like the internal customers, have the 
necessary training and understanding of the product, along with the right content, collateral and materials necessary to 
sell it.  Product marketing may also take feedback from them.



9

Technologists
Engineers
Developers

Product Developers
Product Managers

Product Line Managers

Product
Marketing

Pre-sales
Solution Architects

Sales
Delivery

Other Customer-facing

Corporate marketing
Field marketing

Other marketing roles
Demo teams

Training

Channel Partners
Distribution

Customers

Sales, 
Customer & 
Market
Feedback

Technical 
Product Info

Content
Collateral
Competitive
Enablement
Messaging
Positioning
Product Info
Training
Value Prop

Product Info

Internal
E

xternal

<--------------------------------------|---------------------------------------------------------|----------------------------------->
(1)                              (2)

(3)



10

• These are the other groups within the corporation
that Product Marketing may interface or work together with.

• This includes other marketing functions, demo teams, training departments, 
etc. within the corporation that Product Marketing interfaces and works 
together with.  

• The level of engagement with these groups will depend on the specific 
circumstances.



11

Technologists
Engineers
Developers

Product Developers
Product Managers

Product Line Managers

Product
Marketing

Pre-sales
Solution Architects

Sales
Delivery

Other Customer-facing

Corporate marketing
Field marketing

Other marketing roles
Demo teams

Training

Channel Partners
Distribution

Customers

Sales, 
Customer & 
Market
Feedback

Technical 
Product Info

Content
Collateral
Competitive
Enablement
Messaging
Positioning
Product Info
Training
Value Prop

Product Info

Internal
E

xternal

<--------------------------------------|---------------------------------------------------------|----------------------------------->
(1)                              (2)

(3)



12

• Product Marketing sits at the intersection of numerous departments and 
functions.

• Product Marketing plays a key role in: 
• Ensuring market information and customer feedback is communicated to 

the development teams.
• Ensuring that products being developed meet the needs of both 

customers and the marketplace.
• Ensuring that all sales and customer-facing organizations have the right 

training, tools and information needed to sell.
• Product Marketing is crucial to the successful launch of products.
• Product Marketing is critical to the sale process.

By understanding Product Marketing’s roles and responsibilities, you will be 
able to work more productively and efficiently and make your business more 
successful. 




