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[0:00] 

Chad: Hi, this is Chad, your host and founder of Product Innovation Educators, where product managers 

learn to become product masters. This episode is about the product lifecycle and developing products 

customers want. As the pressure to get products to market faster is increasing, there’s little room left 

for learning through mistakes, that trial and error learning. My guest knows this well and has helped 

numerous companies improve their processes and results developing products. She has worked all over 

the US, Europe, and Asia, including traveling to Japan more than 100 times, to help Japanese companies 

globalize. I wonder how many frequent flyer miles she’s racked up in doing that. Her superpower is 

bringing people with diverse backgrounds and cultures together, across borders and boundaries of every 

kind, to achieve what none of them could do on their own. Her name is Kimberly Wiefling, and she 

shares the elements needed for product excellence. To get the notes of the discussion, the summary, as 

well as the transcript, go to www.TheEverydayInnovator.com/075. I hope you enjoy the discussion. 

[1:20] 

Chad: Kimberly, thanks so much for joining The Everyday Innovator podcast!  

Kimberly: My pleasure, Chad, thanks for having me here. 

Chad: I’m looking forward to it. You are such an energetic person; I know this is going to be great fun. 

So, the topic is the product lifecycle excellence. We really need kind of a foundation to know where 

we’re going with that, because PLC tends to get defined a few different ways. So let’s start with your 

definition of product lifecycle. 

Kimberly: Well, I’m a very practical girl and I’d say a product lifecycle is some kind of system or process 

that helps you take an idea from the sparkle or gleam in some salesperson’s eye to a product or service 

you can actually buy parts for, build it, test it, ship it and support it routinely in the hands of the 

customer.  

Chad: Okay. So it’s the entire spectrum from the original idea where that comes from to product out in 

the marketplace and hopefully doing well in the marketplace. 

Kimberly: And I would even expand that to be before a need is even recognized. I mean, there are needs 

in the marketplace that have to be unearthed through approaches like innovation design thinking. So 

even before people realize there’s a need, the product lifecycle in my mind, has already begun, with the 

innovation, idea generation stage. 

Chad: Okay. So those activities that are involved in trying to understand what the customer needs and 

where ideas come from also. So the very early, fuzzy front end it’s sometimes called. 

Kimberly: Yeah, I like that word—fuzzy front end. 

Chad: Yeah. I tend to use managed front end, just because things that are fuzzy you can’t get your hands 

around, but that’s the one that is common in books and the like. 

Kimberly: And it is a very messy part of the process that people are quite uncomfortable with and 

especially there’s a tendency to rush to solution and I think that’s a big mistake because you rush past 
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the really great possibilities to some really less-than-suboptimal thing that comes out and needs to be 

revised at least three or four times. 

Chad: That’s an important point, because in the beginning, the dollars we’re spending are much smaller 

compared to those we spend later when we develop, and if we rush the solution and we end up building 

the wrong one, we’ve really wasted a lot of resources. 

Kimberly: Exactly. 

[3:30] 

Chad: So, let’s talk about the state, then, of the product lifecycle inside companies. I know that you’ve 

seen different problems in your work with companies. What problems exist, and what are the results 

that you’re seeing? 

Kimberly: Well, it’s really changed over the years, because back when I first started doing product 

development program leadership, it was a lack of process discipline, and there were people who felt 

that this was creativity and we couldn’t put boundaries on their creativity by having a stage gate 

process, or some kind of methodology. Then it has really swung to the other side where let’s have a 

process with phases and milestones and deliverables, but let’s call it agile, and let’s have it be iterating 

and now there’s all this process discipline around it, but I’m not always sure that it’s the right process for 

the right reasons, and so it’s kind of gone the spectrum from no process to a whole lot of process which 

may or may not be adding value. 

Chad: Okay. So you’ve seen…some people might call that maturity, but there is this issue, I know, in 

groups that, you know, the ones I’ve been a part of much of my career, that we consider ourselves 

innovative. We tend to do things differently, and in the beginning we usually abhor process, you know, 

process we think limits that, but there seems to be this sweet spot, where you find out that the right 

amount of process actually frees you up to be more creative. I don’t know if you’ve seen that? 

Kimberly: Exactly. In fact, in my Scrappy Project Management book I talk about let’s stop making the 

same mistakes over and over again. Let’s make new and more exciting mistakes, and you know, there’s 

actually a website, where you can download a list of the most common post-project review problems 

that people had, and if there’s a list, why don’t we look at that list before we start. And let’s avoid those, 

let’s come up with something new and let’s fail because of creative things that weren’t predictable, 

rather than the same, predictable mistakes that have been made for decades. 

Chad: I’m certainly glad to not reinvent the wheel, especially when we’re reinventing the problems, so 

we can try to avoid those. When it comes to companies and where they are failing, I saw one of your 

presentations where you shared some numbers, just in terms of how many new products don’t succeed 

in the marketplace and that sort of information. What have you come across in that area? 

Kimberly: Well, there’s a lot of data, and it depends on the industry and the type of products, but I think 

the statistic that people need to focus on is where the customer does not want, need, or like, or 

embrace the product, these are completely avoidable, in my opinion, if you involved the customer or 

make your product development lifecycle customer-centric. When you bring a product to market, it 

shouldn’t be the first time you get feedback from the customer about what’s working and what’s not 
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working, what’s missing. That should be incorporated all along the lifecycle, regardless whether you’re 

using a waterfall or an agile methodology.  

Chad: Okay. So certainly a clear focus on the customer that we want to end up with, developing our 

product they actually want and need and like and hopefully find value in, and that they’re willing to pay 

for, so we can generate some revenue as a company. 

[6:49] 

Kimberly: Well, that’s not to say you should get your ideas from customers, because, as Henry Ford said, 

“If I listened to my customers, I’d be designing a faster horse.” Customers don’t always have the vision 

to make these intuitive leaps, but once you have a variety of ideas, you prototype them and you put 

them in front of some people and you get some feedback and hopefully you put them in front of the 

right variety of stakeholders so that you’re designing for the right audience. 

Chad: So let’s talk about the elements that indeed make that possible. You talked about the elements 

for a product lifecycle excellence as part of a company. When you look at the framework, your process 

for going through and implementing a good PLC in a company, what are the elements that are part of 

that, where do we start? 

Kimberly: You know, I got my first inspiration from Michael McGrath in a book long ago, back in the 80s, 

called Setting the Pace in New Product Development, and whether you’re using a waterfall or an agile 

iterative process, the three elements that I think are the most important: number one, you’ve got to 

have an executive sponsor. You need someone in the organization who removes barriers, provides 

resources, and supports the organization in getting you what you need to get the product developed, or 

the service developed. That executive sponsor also connects you to the strategic themes, what’s 

important to the organization, strategically, so that the product or service you’re developing is aligned 

with the overall strategy of the company. That is probably the most important person on the 

organization chart, often missing, and sometimes doesn’t know what they’re job is. They think their job 

is to buy the team t-shirts at the end of the project. The second thing that is really crucial is to work in 

cross-functional teams. None of this handing off between one part of the organization and the next. And 

especially when I’m working on products that involve hardware, software, firmware, and user interface 

design, it’s very complex, even from an engineering standpoint, there’s many different kinds of 

engineers involved. You’ve got to get the whole cross-functional product team in the room. And now, 

some people don’t want to be involved until it’s finally ready to be manufactured. Well, then they’re 

going to pay the price because they’re going to find out it’s not manufacturable because they weren’t 

involved from the very beginning. It is an investment in time to be there throughout the whole lifecycle, 

but this is the only way I think you get a product that really meets the needs of the organization and the 

customer. Finally, the customer! Let’s not forget about the customer, the whole reason we’re making 

this product or service is so that customers will be delighted, elated, thrilled beyond belief, and this is 

something that has been forgotten in some organizations. Now, sometimes there’s an approach of, well, 

let’s just build it and see if they come, and let’s just create this amazing thing that nobody ever heard of. 

But even if you’re doing that you can still involve the customer in the testing cycles, in the feedback 

cycles, looking at paper prototypes, mock-ups, or working prototypes, so that you can create something 

that customers will love the first time, not on the third, fourth, or fifth. 
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[9:55] 

Chad: Okay. So there’s a lot of things there we could unpack a little bit more. The three big areas you 

have are the executive sponsorship, the cross-functional core teams, and the customer. So those are the 

essential elements to make a product lifecycle actually work and create products that customers care 

about. Did I get those right? 

Kimberly: Right. 

Chad: Okay. When you talk about the executive sponsor, one thing you brought in there was that they 

would help you understand what’s important to the organization. So this idea of knowing that you’re 

aligned with the organizational goals, which I think is very important, but at the same time, not to 

undermine that, but if we’re involved in innovation, sometimes we’re outside the box a little bit, right? 

Of what the organization is used to, and maybe what the organization has done in the past. That can 

cause some tensions. Have you seen examples of that, or have any advice on dealing with that? 

Kimberly: Well, of course, that’s when you need the executive sponsor the most. When you’re doing 

something that is really out of the mainstream of the past, mature products, for example. You’re moving 

into a whole other area. There’s some famous examples of that, where the head of Toyota at one point 

said, we’re going to have a hybrid car. We are going to have a car that the more you drive it, the cleaner 

the air becomes. And his engineers didn’t quite get that, and he came back again and again and said, no, 

we will have a car like this, I don’t care if it makes engineering sense, or even economic sense, or even if 

it makes ecological sense, we are going to be the thought leader in this area. And the same kind of 

obsessive passion came out when Steve Jobs said we are going to have a phone with just one button. 

Now of course, it turned out we needed more than one button, but having this kind of sponsor say, look, 

we are going to go in a new direction, maybe the engineers won’t like it, won’t agree, maybe even it 

won’t make sense to anybody in our organization, we will go in a new direction and we will branch out 

in the areas where we’ve been afraid to go before or we never thought of going before. I think that’s 

very important.  

Chad: There’s some big culture elements that are part of that. When you were talking about that, I also 

thought about the Google X part of Google, and now the alphabet’s come along, I don’t know if they’re 

actually called Google X or not, but if you know, correct me, but I’ll go with Google X for now. 

Kimberly: Is Google a search engine? No, they’re really not. But when these new ideas come out, they’re 

supported by the Google, what is it, 20% time where so many hours a week you can work whenever you 

want, and then of course you do have to go before some kind of project review board to see if it 

continues to get funded, but these kinds of companies, like 3M has been doing this for years, with their 

15% time, where they inspire people to, on purpose, go outside, to color outside the lines and when you 

get something that happens to work, maybe we bring it back into our process. Of course, Charles 

Schwab, the first online brokerage, they spun that piece of their company out, so that it would not be 

choked to death by the routine of what’s required of the normal products and services, and when it was 

finally strong enough to stand on its own, it was rolled back into the company. 

[13:06] 
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Chad: Yeah, good examples. As far as I know, 3M is still doing the 15% time, apparently Google has 

discontinued with their 20% time as a normal policy, but the Google X part of the operation are those 

moon shop ideas, they call them, that the moon shop projects that are so big that force them to really 

color way outside the lines of how people think about what the organization is about. And that’s the 

sort of thing that is really a culture element that grants permission to that being an aspect of the 

company that people try very new things. 

Kimberly: Well, there’s two things I can say about that. One is, all the leadership programs that I do, 

these 6-month intensive programs, they all have an element of doing a real project where people are 

asked to think of ideas that seem highly unlikely or almost impossible, but if they were possible, would 

transform their organization in a certain way, according to the strategic themes of their business. So, 

people start with these, what seems impossible, and in six months, those things are not only possible, 

but they’re inevitable, and they’re just expenses waiting to be approved, so if you really want to make 

impossible things happen, challenge people to say what they think is impossible, give them six months 

to work on it 10% time and then have them present to the executives at the end. You can see amazing 

things come out of teams, midlevel people with almost no resources, do amazing things when they’re 

challenged with that. So the challenge statement people need to hear is this: what today seems 

impossible, but if it were possible, would transform our organization? This is something I got from Joel 

Barker, The New Business of Paradigms video. This is the paradigm-shifting question that takes us out of 

our incremental thinking and into a new future from which we can be truly creative and inventive. 

Chad: I love that, and this is the essence of innovation. If we always think about what is possible, we’re 

not innovating. There’s nothing new coming out of that. It does require thinking differently, and 

considering what is impossible. I like how you phrase that. Basically, you have to give yourself 

permission to say, well, yeah, it’s impossible, but what if it wasn’t?  

Kimberly: Well, you know, many things seem impossible until someone does them.  

Chad: Exactly. 

Kimberly: It’s perfectly illustrated by how many Japanese companies are locating in the Silicon Valley, 

they’re bringing offices into Silicon Valley. I work mostly with Japanese companies for the last 10 years, 

and almost every big Japanese company now has a Silicon Valley location. So I asked some of them, why 

are you all locating in Silicon Valley? And they said, Kimberly, in Japan, failure is fatal, but in Silicon 

Valley, it doesn’t count. 

Chad: Isn’t that interesting? So they’re changing their environment to be exposed to a different culture. 

Kimberly: Yes. It is very interesting to me, because I have been going to Japan for all these years helping 

them understand that failure, risk-taking, mistake-making are necessary steps on the path toward 

innovation. 

[16:15] 

Chad: I found it interesting that I was in Silicon Valley and asked to speak to a meet-up group a couple 

years ago, and it was being hosted by a co-work facility that was actually owned by a Japanese company. 

They came and built the co-work facility as a way for them to really learn more about what does it mean 
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to do startup work. And by inviting startups into the co-work facility, they were starting to learn more 

about that themselves. They were just all so eager to get new information. They really had this attitude 

of learning all the time. 

Kimberly: It is a bit like being infected by the Silicon Valley virus. Once you catch it, there’s no cure. 

People sometimes want to duplicate Silicon Valley someplace else, and there’s some elements that are 

hard to duplicate, but if you can create an environment where you celebrate risk-taking before you 

know if it’s paying off or not, and you can celebrate mistake-making when those mistakes are in the 

pursuit of learning, then you can start to get a lot of what Silicon Valley is all about. 

Chad: Yeah. I live a couple hours south of Boulder, Colorado. For Colorado, Boulder usually makes the, 

you know, certainly the top 10 if not the top 3 list for startup environment for that energy, and it is that 

unique combination of people that are willing to just try something new, certainly really smart people, 

they have a really high percentage of PhDs in computer science and engineering in that area, with a 

good school system, just like Silicon Valley does, but people that are always thinking of new ideas and 

not afraid to take the risk to try something. 

Kimberly: In fact, if you haven’t run at least one company into the ground here, people wouldn’t take 

you seriously. 

Chad: We learn a lot through failure, don’t we? 

Kimberly: Absolutely! And there’s…of course, it’s embarrassing and it doesn’t feel good to fail, and 

people don’t hold it against you. 

Chad: Good. So, in addition to the executive sponsorship and bringing in some of those elements 

of…especially when you’re going and coloring outside the boundaries of what the organization typically 

does, the need for that, and having a culture that supports that, you talked about the cross-functional 

core teams, and this was something you mentioned earlier about, whether you’re doing stage gate or 

agile, where that process fits, it was something I was caught off-guard by how many organizations 

implement these processes in a way that hands off the work between the stages, especially large 

organizations that might be using a stage gate process, and they create so many inefficiencies by doing 

the hand-off work instead of what you said was having intact, cross-functional core teams that stay 

together throughout the lifecycle of the product as it’s being developed.  

Kimberly: Well I think part of this is a lack of understanding of the wholeness of the system and the lack 

of systems engineering in many organizations. I am a physicist by education, I have a master’s degree in 

physics, and I’m a big fan of complexity theory and system behavior, and I see patterns and systems. I 

don’t think we can just put together a product or a service like a Frankenstein, just stitched together. It 

will just be a monster. I think you need to create something that, in the whole, has the qualities that are 

being looked for by the customer and the market, and when you chop it into bits like that, you’re not 

really addressing the overall need of the stakeholders that are counting on you to deliver something that 

meets their needs.  

[19:49] 
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Chad: So much information is just lost, from handing off to other people that haven’t been involved 

from the beginning, because you can’t possibly write down everything that you’re learning about the 

customer and their problem and what the product is going to be, and at the same time, even if you are 

writing down everything, we’re all going to interpret that information differently. You kind of need that 

shared experience and bring that along the whole way. 

Kimberly: Exactly. I mean, whenever you have an engineer working on a project, or anyone working on a 

project, they’ve got a little tiny customer in their head that looks exactly like them. Unfortunately, 

unless they’re designing for somebody exactly like them, they’re not going to do the job very well. 

There’s something magical about getting people out of the building, as Steve Blank advises us, get out of 

the building, there are no customers inside of your building. Go out there, talk to them, listen to them, 

observe them, don’t just listen to what they say, but watch what they do, and see if you can understand 

by swimming in the customer’s fish bowl. 

Chad: Swimming in the customer’s fish bowl. That’s a good phrase.  

Kimberly: I don’t know where I got that. 

Chad: I don’t think it’s a Blank phrase. Steve is big on getting out of the cube, getting out of the 

building… 

Kimberly: Yeah, I think that’s from long ago, some Japanese process…I don’t know. 

Chad: Very good. The third one relates to that, obviously, which is the focus on the customer. Needing 

to create raving fans that are really thrilled about the product, and keep involving the customer. As you 

said, getting out of the building, being with the customer, using those prototypes. Any examples that 

you can share, of companies that you’ve worked with that you’ve seen have done that particularly well, 

and how they did that, or how they were working with prototypes or some other mechanism of getting 

feedback from customers? 

[21:35] 

Kimberly: Absolutely. Prototyping is the key. I’ve worked with a lot of Japanese companies that are 

doing these intensives, leadership development programs, and part of that is to form teams of four or 

five people that work on real projects and the projects that make the most progress are those that right 

in the very early phases of these very rapid project cycles, they get something on paper, like a drawing, 

they show it to the various stakeholders, they get feedback, then they go and they build something. 

Maybe it doesn’t even function. Maybe it’s just a demonstration model. Then they show it to people, 

and people give them feedback or ideas, and help them think in ways they haven’t thought before. Then 

by the time they get to the 6-month phase, where they’re looking for executive approval and a budget 

for the ongoing phases of the project, they pretty much have got some working prototype which people 

are saying, oh wow! So now you can imagine they’ve gone from an idea that seemed impossible to, hey, 

we’ve got a working prototype, and oh by the way, a lot of our stakeholders, including the customers, 

potential customers, have given us feedback. Now how much accountability and commitment does that 

create in those stakeholders? When they see that you’ve listened to what they said and you’ve 
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incorporated their ideas into the ongoing development, that creates the raving fans that you need at all 

levels of the organization, including the customer. 

Chad: Absolutely. And you’ve worked with lots of engineering teams, and in the process, there seems to 

be this distinction between the work that we do and what we might think of as product design, 

understanding through those prototypes what is actually needed and involved in those prototypes, and 

then the making the product actually real. In that example, it sounded like the prototype was really 

evolving into the product, but sometimes there’s this….it’s not a divide so much, but it’s this notion that 

we design the product up front and then we give it to engineering to make it real, and sometimes 

there’s a disconnect between those functions. Have you run into that, and what do you do? 

Kimberly: Well, of course when you start to implement it, you do have to make changes, because you 

run up against the reality of physics, and the constraints of the physical world, but often there are ways 

around that. One of my favorite stories is: the guy who was first inventing the palm pilot. I heard he cut 

a block of wood about the size that this device would be, and it would fit into his shirt pocket, and he 

would carry this block of wood with him, and every time he had an urge to write something down or 

make a note of something, he would pull this block of wood out. That’s how he discovered that he 

needed a calendar, he needed to do email, he needed notes, and things like that. I mean, it’s as simple 

as a block of wood. Making a prototype that at least engages the people in thinking about, what would 

be the pain for which our product or service is the painkiller? 

[24:30] 

Chad: I love the block of wood Palm Pilot example. The prototypes do not have to be sophisticated at all, 

they just have to help us think a little bit differently. It’s such a great story of how he used that to just 

help him think differently. If he had an electronic organizer instead of, at the time it was the standard 

Portfolio paper organizer, how would he work with this? And that gave him a mechanism for discovering 

how he would, through this block of wood, a really low fidelity prototype. 

Kimberly: Low fidelity prototype. I always ask people to do a skit or a role play and say, please role play 

what life is like now. And now do another role play of what life would be like in the future if somehow 

by some engineering magic we were able to create this thing that you want. Often, that can be like a 

news report, headlines from the future. What would be on the news, what would be the news report of 

you were wildly successful? It’s amazing. Once you start getting people excited about achieving that 

outcome, they find ways that they would have never thought of to do before.  

Chad: It gets us out of the box we’re in, and helps us think differently. 

Kimberly: And you sure don’t want to be one of those people that gets quoted all the time, saying, 

heavier than air flying machines aren’t possible, or radio would never be successful, or television, even if 

it were technically feasible, would never be economically viable. I mean, there’s a hundred quotes like 

that from experts, saying something’s impossible, and it happens in 10 years. 

Chad: Yeah. We forget that when we look back. You mentioned flying. We look back on the Wright 

brothers and think what wonderful innovators they were. But at the time, if we were among their circle 
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of people, we would probably hear most people give comments like, those guys are crazy, what are they 

possibly thinking? They’re going to get themselves killed, because everyone knows you can’t fly. 

Kimberly: Absolutely. And you know, it’s very funny, because I just watched a video about the Wright 

brothers and their process, and they succeeded where the more brilliant, more technically skilled and 

experienced people failed, because they simply didn’t know it couldn’t be done. 

Chad: And they just kept at it. 

Kimberly: And you know, you have to look at, there were birds. Birds are flying machines. So you have to 

think that if you can have bird that flies, surely we can somehow create a mechanical bird. So I don’t 

really get where Lord Kelvin, president of the British Royal Society, got off saying that heavier than air 

flying machines were impossible, when there already was something called a bird. 

Chad: Also, the patent organization president, I’m not sure if his title is president or not. I forget the 

year…18 something…who once said, everything that can be invented has been invented. 

Kimberly: Oh, can you imagine the lack of humility! What I do in many of my workshops is I’ll draw a big 

circle on the board and say, here’s a pie graph. 100% of all knowledge, all wisdom in the entire universe, 

please graph how much you personally know. If I put that in front of you, and Chad, you are a brilliant 

experienced guy, you have a PhD, what percent of everything do you personally know? 

[27:41] 

Chad: I’m not sure if I can make a dot that small. 

Kimberly: See, now that’s what most people say: 0.000001%. And yet, when we’re presented with an 

idea and we can’t immediately think of how to do it, we say it’s impossible. 

Chad: That’s a really good distinction. I like that word picture a lot. It’s a good exercise. I might borrow 

that from you. 

Kimberly: Feel free. I got it from someone else. 

Chad: You are also the person to go to talk about project management, not just product lifecycle 

management, and the author of Scrappy Project Management. Give us a quick picture of when project 

management makes its way into our product lifecycle thinking. When should we start thinking about 

actually using project management practices to be planning the work we’re doing developing a product.  

Kimberly: I’m a big believer in just enough process to get the job done optimally, not a drop more and 

not a drop less. Because any more than you need is bureaucracy, and any less than you need is just 

irresponsible waste. So I think you have to be a little careful how much project management process you 

install in various places. A lot of these things are documentation exercises, and I call it documenting your 

demise. So I think you can manage most projects with 4-6 pieces of paper, 4-6 one-pagers that keep a 

pretty clear tab on where we are, where we’re going, and how we’re going to get where we want to be, 

at least for the next iteration. And I do think it’s iterative, even if you have a so-called waterfall model, 

that’s also lots of iterations within each phase. So I would, for sure in the beginning stages, say, well 

who’s doing the work? Let’s make sure we have some idea of who’s on the team, what they’re capable 
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of, and who are we doing this for, who would be the stakeholders, and that’s a very complicated 

questions sometimes, because it’s not only the end-customer. There are the economic buyers, there 

might be the people we need to support us in the organization. So you need to do a stakeholder map 

and you need to do a team organization chart, in my opinion, as soon as you have a project of any size 

with more than a couple of people.   

Chad: Okay. And I would just underscore the importance of the stakeholder map, because too often we 

get started on efforts like this, only to find out later that there was a stakeholder that either felt that 

they had a lot of influence and really does, or they had some personal passion about the project, and 

they come in late into the project and they really can disrupt things, and if we had included them earlier 

we would have benefitted from their expertise and also save some headaches. 

Kimberly: Absolutely. I think that Replay TV can chalk up their demise to failing to appreciate how much 

influence Hollywood really had in their protecting their copyrights. 

[30:29] 

Chad: Yeah. And Apple did such a good job with iTunes in getting the industry on-board early to make 

that product work so well. 

Kimberly: Right.  

Chad: Very good. Well, I appreciate the information on product lifecycle excellence, and some key points 

there about the executive sponsorship and cross-functional core teams, and being closely aligned with 

the customer. I also asked you to bring us an innovation quote, and why you chose that one. What do 

you have for us? 

Kimberly: I have a customer-centric quote, as you might imagine. For me, here’s the quote that I think 

we need to focus on: Sam Walton said, “There’s only one boss—the customer. And he can fire 

everybody in the company from the chairman on down, simply by spending his money somewhere 

else.” So if you want to make something that actually is a business, you need to focus on the customer. 

If you’re just having fun doing research and inventing, that’s a whole other game. 

Chad: I love the focus, and it also reminds me, so many people say they want to go work for themselves, 

they want to be their own boss and start their own business. My response is always, no matter what 

kind of company you’re in, whether it’s one that you own or someone else, you’re always serving 

another person, and that person should be the customer, regardless. And that’s a great quote. It’s not 

one I was familiar with. I love thinking in terms of the customer is the boss.  

Kimberly: Well, you know, I think if we have more of an understanding of the value chain and how we fit 

into the overall value chain, not just supply chain, we’ll have an appreciation of what you just said. 

There’s always someone upstream. There’s always someone downstream. It’s not always just a linear 

flow like that. Sometimes there are regulatory agencies that have a tremendous influence on what kind 

of products and services will be successful. One of my best success stories is one of my clients actually 

went to the EPA and got them to change their regulations to require their approach in farming 

agriculture for fumigants, so they’re required by a federal regulation. How brilliant is that? 
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Chad: Absolutely. If you can get someone to mandate the use of your product, that puts you in a pretty 

special position.  

Kimberly: And that would never have happened without a really systemic understanding of the 

stakeholder and the value chain. 

Chad: I really appreciate the information you’ve shared. How can people find out more about the work 

that you’re doing? And what do you want to leave us with? 

Kimberly: I do work all over the world. I call myself a global leadership and business management 

consultant. I’d love for people to visit my website, www.kimberlywiefling.com (difficult to spell, but I’m 

sure you’ll put it in the links). 

Chad: I will, in the show notes for this episode. 

Kimberly: I would love any opportunity to talk with people who are doing work where I could make a 

contribution, especially in Silicon Valley. I’ve flown over a million miles, I’ve been to Japan every month 

for the last 10 years, I think I need to stay home for a while. So I would love to hear more from people in 

Silicon Valley. Please give me a shout. 

[33:22] 

Chad: That’s excellent. That’s how we got connected, too, was through a contact in Silicon Valley and 

some conferences that you’ve helped with. I appreciate you taking the time out and sharing the 

information again. Thank you for that. 

Kimberly: Thanks, Chad. I appreciate you having me on your show. 

Chad: Thank you for listening and for sharing this podcast with other product managers and innovators. 

If we are not already connected on LinkedIn, please send me a connection request. Just search for Chad 

McAllister, PhD, out on LinkedIn. You’ll find the notes from the discussion with Kimberly, along with the 

full transcript, at www.TheEverydayInnovator.com/075. Please check it out. Keep innovating! 

http://www.kimberlywiefling.com/
http://www.theeverydayinnovator.com/075

