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[0:00] 

Chad: Hi, this is Chad, your host and also the founder of Product Education Innovators, where I help 

product managers become product masters and you can learn to be a product master too, at 

ProductEducationInnovators.com. I have a great guest for us in this episode. I brought this guest on to 

understand the pulse of product management. We discuss a number of interesting factors, such as what 

department product managers report to most often in companies, and what product managers say the 

future holds for the profession of product management. But I really found something interesting in four 

skills that she’s found that correlate with product managers getting paid 25% more. So I think that might 

peak your interest; it sure did for me. Our guest’s name is Rebecca Kalogeris, and she is the Vice 

President of Marketing for Pragmatic Marketing. Prior to joining Pragmatic, Rebecca managed product 

management and marketing teams at a variety of software companies, and I invited her to discuss the 

findings from Pragmatic Marketing’s 16th annual product management and marketing survey. To get the 

notes of our discussion, along with the full summary and transcript, go to 

www.theeverydayinnovator.com/073. I hope you find the interview as interesting as I did! 

[1:33] 

Chad: Hi Rebecca, thanks so much for being part of The Everyday Innovator today! 

Rebecca: Hi Chad, thanks for having me. 

Chad: So, I’m really excited to dive in to this survey you guys have done, and this is Pragmatic 

Marketing’s annual survey; I think this is the 16th one, is that right? 

Rebecca: It’s true, yes. 

Chad: So, tell us, first, the purpose of this product management and marketing survey. 

Rebecca: Certainly. So we run this survey every year, because, as the leaders in this space, we fill it’s our 

job to keep a pulse on the industry, what’s changing, what’s staying the same, where the problems are, 

and also, it allows us to really keep in touch with our market, which, as you know, is something we 

passionately teach and try to passionately follow. So this survey data really gives us insights to the 

people we serve and we pair that with what we hear from our students every day when we teach and 

what we hear in our own market visits and it’s a powerful tool. 

Chad: Very good. And I looked back through a few of the surveys in the last few years, just to kind of get 

a feel for them. I know they come out each year and they’ve caught my attention. This one really caught 

my attention because it is a comic book superhero theme. Tell us about that; what’s the story behind 

the theme this year? 

Rebecca: Absolutely. So, when you’re creating products, right, really great products, products that 

delight, products that sell, it’s a herculean effort. Behind that effort in most companies is really the 

product teams, but they’re often the unsung heroes. I mean, a lot of our own family and friends don’t 

really understand what we do and so for us, that superhero and their secret identity, that combination 

of things really seemed to match up with what product management and product marketing people do 

and who they are. 
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Chad: Exactly. 

Rebecca: And it was fun. 

Chad: I certainly encourage people to actually get the survey. I’ll put links to that in the show notes also. 

I love that you’re emphasizing that indeed the product teams, the product managers, those involved in 

as you said, delighting the customers, are the heroes that get that work done and too often get kind of 

overlooked.  

Rebecca: Yes, far too often. 

Chad: It was a wake-up call for me as a young engineer, joining a systems engineering company, thinking 

that we kind of ruled the world and we were certainly involved in developing the products and that was 

my start into product development and management, and I found out later that the closer you actually 

are to generating revenue, the more you get paid. I thought, but hold on, we’re the ones making the 

products, right? Those sales people do okay. They’re pretty close to revenue. Let’s talk about the survey 

and who the people were that participated. Can you give us an idea of how many people did participate 

and what you know about them? 

[4:10] 

Rebecca: Absolutely. So, this year we had the most ever participants, which made us very excited. We 

have 2549 people respond to this year’s survey. Product management and marketing folks from tech 

companies of all shapes and sizes, surveying all types of industries. There were respondents from 57 

different countries and 45 different states, so we had a really nice cross-section and when we have that 

large of a number of respondents, we were able to get sort of statistically viable groups to subdivide by. 

You could really dig in and see that. So that was great this year. But even within that group there was a 

lot of commonality. As I’m sure you’ve seen yourself, product management groups may be 

professionals, they may be new to product management in general as a profession but they are not new 

to business, right? They come with 10+ years’ experience inside business, we had 35% of the people had 

been product owners before, 21% had been in sales before they had joined the product team. That was 

a bit higher than I expected. I thought that was really interesting, too. They’re also really well educated. 

Forty-two percent hold a master’s degree or higher, and 71% hold at least one professional certification. 

So they have real world experience within the business world itself and they also back that up with some 

real academic prowess. 

Chad: On the certifications, I’m just curious. I’ve come across a little bit of data that in general suggests 

product managers don’t seek professional training as we might expect and obviously your group has 

trained tens of thousands of product managers. Do you have any feel for how many product managers 

there are that actually do get specific training in product management? 

Rebecca: So, you know, that’s a good question, because while 71% said they hold a professional 

certification, I didn’t ask the follow-up question of what kind. So it could have been a certification in 

project management, it could have been a certification in any number of things. I have seen statistics 

before from other people’s surveys that put about 45% of product managers have some form of product 

management training. 
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Chad: Yeah, there was a study I saw and off-hand can’t recall the source. It was I think two years ago, 

and it suggested only 2% had sought any kind of professional training. I thought, my goodness, 

that’s….between us, we need to do more about that. So that’s good. 

Rebecca: And it’s one of the reasons that…you know, you see it within, certainly across companies, and 

even within companies, how disparate the role is, what it means to people, it changes dramatically, 

depending on what company you’re talking about and who you’re talking with. 

Chad: Yeah. It’s such an important role and you probably have seen too, just in the last few weeks, 

there’s been these great headlines about the product management job, product management role, is 

the new desired job of the graduating MBAs from the ivy league right now, so Harvard and MIT and 

others are saying that their graduates are seeking the product management role in companies. So it’s 

really receiving a lot of new visibility and importance. 

[7:25] 

Rebecca: I hadn’t seen that. That’s really cool, too, right, I mean I don’t necessarily think of our 

profession as someone that most people are envious of, being in it. I think they should be, I think it’s 

great, and I’m glad other people are seeing that now. 

Chad: So, lots of people were involved in the survey from different kinds of backgrounds, and I thought 

that was also interesting. Twenty-one percent from sales. Where do you find that they’re aligned in 

organizations now? For example, the traditional alignment seemed to be product managers might sit in 

an engineering or development sort of function, or they might sit in a marketing function, or something 

else. What did you find out? 

Rebecca: So, this is one of the areas within our survey that we’ve actually seen a great deal of change 

over the years. There’s a lot of it that stays remarkably consistent, but where departments report has 

changed a great deal. So I pulled some statistics and in our very first survey we did, 50% of respondents 

reported to marketing department, 16% to development, and 7% to sales. In this year’s survey, 13% 

reported to marketing, so it went from 50 to 13, 10% to development and 3% to sales. What that seems 

to coincide with is really a development of products as its own department, with its own seat at the 

executive table. You don’t see a ton of CPOs, but you start to see more. You start to see a lot of these 

product groups becoming separate departments and reporting up through the CEO directly and that’s 

really what’s made that big shift. The majority now are within their own department. 

Chad: Okay. So now there’s a product management group or product management function, reporting 

to the CEO. Did you get any insights into what that group is called? Is it typically a product management 

function or is it an innovation group, or do they go by different names? 

Rebecca: I didn’t ask department names. That would be an interesting question for next year. I asked 

titles, and there were over 500 unique titles that responded to this survey. Everything from Innovation 

Manager to Chief Customer Smile Maker, I mean, like it was everywhere, and I imagine we’d find a very 

similar trend when we ask about departments, there’s just huge variety. A lot of strategy, innovation, 

product management, certainly those would probably be the most common, but I bet we’d see some 

clever names. 
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Chad: So, The Everyday Innovators listening, I love you guys so much, I typically just group us all together 

as we’re in product management and innovation, regardless of the title, and as your survey points out, 

with 500 titles, there’s a lot of titles to go around for people that have their hands in the actual creation 

and the management of products. 

[10:14] 

Rebecca: It’s one of the hardest things I find in analyzing the survey, is how to….we used to think about 

product management vs product marketing and we had internally these clearly defined ideas of who did 

what, but we would go out in the market and I’d go to meet a product marketing manager and I would 

have this picture in my head, and what they did was exactly what a product manager did at a different 

company. So it was not a useful way to sort of segment the market and talk about who did what. But it 

makes it very hard. When you have a title to easily cut data by, it’s simple, but it wasn’t accurate. 

Chad: Yeah, it’s not a universal title. Our profession doesn’t have the luxury of, like, Project 

Management, which has been so well established, and you can say, I’m a project manager at a company, 

and people generally have a good idea what project management is about, but as you shared, it varies 

so much from company to company and from one industry to the next, what really is involved in product 

management. Sometimes that’s the people that come up with the ideas and work with customers and 

find out what our new products should be, or it’s the people who develop the product and actually get it 

out to the market, or sometimes it’s the person that just is involved in, now that we’ve launched the 

product, how to we try to maximize the experience of a product and the customer and deal with 

competitors and all that, once it’s in the marketplace. 

Rebecca: At some companies, that’s one person. 

Chad: Exactly.  

Rebecca: They have to do all of those things, that’s four departments, so yeah. 

Chad: Lots of variety in where are they spending their time. Where do you find the people in the survey 

say what they’re working on? 

Rebecca: Unfortunately, a lot of time is really on tactical items. Putting out fires, responding to requests, 

both internal and external. In fact, pretty consistently our survey respondents have stated that they 

spend about 75% of their time on tactical activities. That includes 68 hours a month on internal 

meetings and emails. That’s more than a week and a half of the month that you’re spending doing that. 

As opposed to just 5 hours a month interviewing customers and 2 interviewing prospects. They also 

spend a great deal of time supporting internal functional areas, which makes a great deal of sense, but 

31% of their time supporting development—key activities there were roadmaps, requirements, 

monitoring projects—and 20% of their time supporting Sales. So, training demos, answering “quick 

questions,” 23 hours on sales enablement. It’s a lot of, “I just have a quick question, does our product do 

this, how would you answer that?” That eats up an enormous amount of time. 

Chad: No doubt. So 75% on tactical actions, which is almost all that is responding to requests inside the 

company. So lots of hours in meetings with others and it is a very cross-functional role, so obviously we 

need to be good negotiators, good communicators, and build rapport in relationships well. Some of that 
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time with sales and people that have been in product management, we are probably used to that 

tension and if you’re good at your job, sales people want you involved with them because you’re the 

ones that know the products so well and the way out of that is you have to spend time training sales 

people and providing them tools so that they can be as good without you. And then you said, only 5 

hours a month in interaction with customers. 

Rebecca: Five hours a month interviewing customers, 2 interviewing prospects. And one other things 

that always makes me sad, because it’s an area I am personally very passionate about, is we consistently 

see very little time spent on win/loss, so fewer than 20% of our respondents said they did win/loss at all. 

And of those that did, it was less than 2 hours a month. That’s another great way of getting feedback 

and market information. 

[14:10] 

Chad: Absolutely. Because when we lose, that tells us how our product is being seen by the customer 

and that’s really valuable information. It’s just like if we spend time analyzing the customers that choose 

our competitors, which is a loss situation, what do we learn from that group. It’s really important. 

Rebecca: Wins tell you a lot. You may think you won because of the price, you may think you won 

because of x feature, and it can really surprise you, and it can really help you determine how you talk 

about your product to different people. They may have bought anyway, but I wasted a bunch of time 

and energy in the sales cycles by talking about things that they didn’t care about, or investing overly in 

development in some areas where they just wanted to check the box. Lots to learn there. 

Chad: Good points. So 75% grouped in tactical activities, what’s the other 25%? 

Rebecca: That was more strategic activity. So, those would be working on business plans, trying to look 

ahead past the one-year current development piece to, what are we going to do in the future. That’s 

going to be doing market research, business planning, looking strategically forward, less reactive. 

Chad: So, preparing for the future in some of those activities. And at least that time, there is some 

interaction with customers and market research in new products, what might be the new product for 

the organization or the next version of a product. 

Rebecca: Yeah, or some of them were doing sort of partner assessment, buy-build partner things, so 

maybe that new product isn’t going to come from inside, but I’m going to spend time to find the right fit 

for us from the outside.  

Chad: Good. So, we know where time is being spent. I don’t know if you had any questions that tried to 

dig into that a little further in terms of their satisfaction with where time is being spent. Like, I would 

expect most product managers would say, man, I really want more than 5 hours a month to talk to 

customers. 

Rebecca: Yeah. So we asked them how much time they spend on strategic vs tactical, which is the 75 to 

25 and then we asked them what they think it should be. They all come in right around 50/50. Then 

that’s pretty consistent. But one interesting thing was we asked them: this year, were you able to spend 

more time on the strategic than the last year? The majority were. So, 75/25 is apparently an 
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improvement, which is good, right? We’re moving in the right direction and hopefully we’ll get closer to 

50/50. I think if they were completely honest and they drew up the role from the start, they might even 

go 60/40 strategy, but the idea for most of us that we could even get to 50/50, we know we need to be 

and we know we should be, but that’s often very far from the reality. 

Chad: It’s the tyranny of the urgent. There’s always those fires to put out. 

Rebecca: Yes, very much so.  

Chad: We get sucked in to it. 

Rebecca: You just feel like a hero sometimes. So some of those, you have no choice in and sometimes 

it’s gratifying and easy to get, oh, if I help that sales guy do this, or I help development do that, there’s 

also some personal satisfaction in there and that can be attractive. 

Chad: It can. It’s kind of like crack, in the sense that we can get addicted to it, and we’re not spending 

our time really where we need to be. 

Rebecca: It’s not healthy for you, right? 

Chad: If we really are interested in optimizing not just our performance but the organization’s 

performance and how we’re contributing to that, then doing that strategic work becomes much more 

important to us. 

Rebecca: Absolutely. 

Chad: I also saw some, what I’m going to…I hate this term, but it’s used so often, soft skills. I don’t like 

the term because they’re really valuable skills and there’s no way that we want to suggest they’re not 

necessary, but the soft skills that were called out in the marketing survey, things like consensus-building 

and applying empathy and inspiring others, that really seem to make a difference to a product 

manager’s career, what did you find out about those and what’s valued? 

[18:10] 

Rebecca: Sure. I don’t love the term soft skills either. It’s kind of, in our mind, it’s that it factor, right? It’s 

when you meet someone, you know, that person’s going to go somewhere and if they go somewhere I’ll 

follow them, because they’ve got it. We talk about 7 different skills in this area, and you mentioned 

quite a few, but there were really 4 of them that were really tied to where if you had expert level skills in 

these, it really correlated to a 25% increase in earnings and that you would be 2x as likely to be an 

executive. So these were the ones that were both rated as important to the company but also showed 

real professional spots. And so they are: a pitch artist, which is how, you know, there comes a time in 

everyone’s career where they have to stand up in front of their peers, their managers, their executives, 

and sell their ideas and conclusions. How good and compelling is your presentation? Because you may 

know exactly what’s right for your product. You may go out there and have all the market data and all 

the information but that only gets you so far. You have to convince your executives to invest in that plan 

and give you the resources, otherwise it doesn’t matter. So, that’s really what we mean by pitch artist. 

That’s a skill that many of our respondents struggled with. While it was definitely important and it 

absolutely correlated to income increases and power increase, 22% of our respondents said they had 
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basic or no skills at that. And perhaps that 22% matches up with that 21% who used to be in sales, I 

don’t know, maybe there’s something to be said for a stop in the sales group and getting those, but that 

was one of them. Executive debater: so that is being the president of the product, can you stand up for 

what it needs. Can you challenge the executive teams when they are trying to push in a feature that 

doesn’t belong, when they want you to…when they have a new market channel that they think is a great 

idea, and again this is one that was actually the second one that people didn’t really rate themselves 

highly at. The pitch artist, the executive debater, and then the ability to inspire others. Great products 

are built by great teams but these aren’t necessarily teams that we personally manage. We don’t have 

necessarily the authority over them so I need to really inspire them behind the vision of the product and 

I need them to want to help me to bring that vision through. It’s not a product dictator role, right, it’s a 

product manager, so I can’t force them to do those things. But inspiration will carry you very far, that 

kind of passion. 

Chad: Okay.  

Rebecca: And the last one that really had that same kind of effect which I think goes hand in hand with 

executive debater a bit, is truth to power. How good are you at raising those inconvenient truths or 

uncomfortable issues to management? Do you run away, don’t want to be the…kind of shoot the 

messenger fear, or do you stand up and say, this is really what the market says, I know you don’t want 

to hear that. And of course, how well you do that makes a big difference, how you present that data. But 

those are really the four. The pitch artist, the executive debater, your ability to inspire others, and your 

strength to kind of give truth to the people that matter most, to the powers that be, are really important 

soft skills that I think we can all work on to develop. Some people are innately good at some of those, 

but they’re also all muscles that we can build upon. 

Chad: Absolutely. There are some threads that run between them, right? Because, for example, being 

the executive debater and what you call the truth to power, raising those inconvenient truths, both 

require a strong sense of courage, and being willing to speak up and take on the fight and sometimes 

I’ve been in the situation that’s been described as the freight train is running down the track and you 

have to be the one that stands up in front of the exec to point out why this is a bad decision to continue 

down this path. And if the executive decides, well at least you’ve been courageous to engage in the 

debate and make the points known. And through all of those is this ability to communicate clearly and 

have influence and try to increase that influence with others to get your point across more clearly. 

[22:41] 

Rebecca: I think influence is a great word choice for that. I mean, that definitely runs through pitch artist 

and inspire others, because it really, you know, you’re not a good executive debater because you’re 

rude and say the truth without considering other things, all of that is good because you package it well 

and you package it well because you know how to influence people and you know you may influence 

different people different ways. 

Chad: Absolutely. This reminds me. Way back, early in my career, going to a center for creative 

leadership program. It was this 6-day immersive leadership program and so many tools we learned, but 

one of them was a profile of a person’s progression in their career. Based on their research, I couldn’t 

tell you what the research was originally, but I know the study helped me. All of our careers progress if 
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we’re technically competent at the work we’re doing, on a nice, pretty predictable trajectory for about 

the first 10 years. Then there’s a pivot point. At that pivot point, they either continue or they take off, 

like the hockey stick. You start having just enormously more influence in the organization and if you stay 

on that hockey stick path, you’ll probably become an executive in the organization. That pivot point was 

all around the soft skill issues. It was your ability to influence others to use the network you’re building, 

to be able to convey ideas and get others to join on-board with your ideas. And I love how your findings 

indicate that these four things, the pitch artist, executive debater, inspiring others, and truth to power, 

stand out as having such a big influence on their career path. You said 25% increase in earnings? 

Rebecca: Yep. 

Chad: And twice as likely to be on an executive path? 

Rebecca: Or to be an executive already. 

Chad: To be an executive. Okay. So those things put them at one point in their life, on a path that they 

have now become executives.  

Rebecca: Absolutely. 

Chad: So, really important for us to not minimize what we might sometimes look at when we’re on that 

technical path and we’re just doing our job really well, that there’s these other skills that we do, and you 

said it so well, it’s just like anything else, it’s a muscle that we can develop, and we can get better at all 

of these. 

Rebecca: Yeah, and I think it’s true, too, that often when my soft skills suffer is when I’m too busy. I have 

too many fires and so I don’t have time to walk over an issue that I would normally do and so I send an 

email and those kind of things. It is as important as the fact that you’re dealing with the issue is how 

you’re dealing with it.  

Chad: Very good. So a lot of this information is the current state of product management. Was there 

information about what the future looks like? 

Rebecca: For the first time this year, we asked participants what they thought the future of product 

management would look like and it was…we had some really thoughtful answers given and I was really 

glad we asked the question. Lots of different variety of answers, but there were really three trends that 

stuck out. One was, you know, something we hear all the time in product management, obviously agile. 

But it wasn’t that all of our development teams need to be agile, it was that the business needs to be 

agile. That sort of iterative, quick thinking needed to be brought out from just being in the development 

group to being the way of thinking for the whole organization in order to really respond to the speed of 

change that exists today. It’s insane. We look at data and Fortune 500 companies used to be on that list 

for an average of 75 years and now it’s under 15 years, because there’s just huge amounts of shifts and 

the whole organization has to be ready to pivot. I can’t build a marketing plan in December and then just 

blindly run it for a year and think that it makes any sense by November. You’re going to have all kinds of 

new tools, new trends, new everything, and that’s really true throughout and it’s a big shift, where, you 

know, most organizations are really built around annual planning, annual budgets, annual planning, it’s 

hard to move those things, those are the things that we’re going to do. The ship is going in that 
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direction. But building in those little stop points, the checkpoints, the opportunities to respond to 

change is something that I think that people thought was going to be really important and that they 

thought that the product team was going to need to be a big proponent of and leader of. 

Chad: Okay. Did anything else stand out in terms of the future? 

Rebecca: Another big thing was we saw a lot about that they thought in product management there 

would be a real trend toward stratification or specialization of the role. That there is just so much that 

product management does that there wasn’t a way to have time to do everything or to necessarily be 

good at everything. There were parts of that that required kind of different skills, both hard and soft 

skills, and they expected to see a move in the industry to have sort of subsets of the role that would be 

focused on different aspects. 

[27:54]  

Chad: Which makes sense, especially back to the, where are we spending our time, that split between 

tactical and strategy, recognizing that there are some things that are not getting done.  

Rebecca: Right. And it may be why we are already seeing 500+ titles in this space. There already is a 

move towards…I’m a product manager but I’m not that kind of product manager. I’m a product manager 

but I focus on this. So those title changes can be a signal of that kind of stratification. And then the last 

thing that was a very common trend was just the impact big data will have and the idea that the good 

product teams will not only get the data but will know how to consume it and be able to respond on it 

quickly.  

Chad: Yeah, and I think we’ve started seeing quite a bit of that already, and in terms of what kind of 

people companies are hiring for product management, there is certainly an increase in hiring data 

scientists to be product managers or to contribute to those product teams. Data scientist is not 

something we would have even thought of a decade ago, to be associated with this role. My concern 

there is that we just don’t go too far, because I’ve run into, already, scenarios where only the data is 

considered for the decision-making process and some common sense gets left out. Decisions get made 

that if we would have maybe brought some common sense and experience to the situation, we would 

not have made a decision that we later did find out was wrong. 

Rebecca: Yes. And there’s definitely analysis paralysis. That’s a real thing. We’ve all done that. That’s the 

danger of it as well, and there’s a lot of noise in data. Knowledge is finding data but figuring out the data 

that really matters is an art form. You can be distracted by all the spinning pinwheels that are in there if 

you’re not focused. 

Chad: Absolutely. Shiny object syndrome. Okay, so let’s wrap upon the survey just about big shifts. One 

was you mentioned already, was the functions. A big difference being aligned with marketing to today 

being part of an actual product management group that reports to the CEO. Was there anything else 

that stood out in terms of how things have changed through the years as you guys have done these 

surveys? 

Rebecca: One of the other areas that kind of stood out is the ratios, right. So we always ask every year 

how many product managers in your company per development person. So those ratios have shifted a 
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lot. So in our first survey, the development to product manager ratio went from 13.3:1 to 5.5:1. That’s 

more than twice as many product managers per development. So that shows the role certainly getting 

legs. Then there’s just the addition of new roles. We didn’t see product owners in the past and that’s 

quite a prominent role now, and then UX is one that we are very much, have seen the last 5 years a 

large trend being added to organizations, being funded by organizations, and then the number of UX 

designers increasing. While those ratios have changed where there’s more product managers to 

developers than before, there are more products per product manager as well. That shifted from about 

a 2:1 ratio to about a 10:1 ratio of products per product manager. 

[31:22] 

Chad: That’s a significant shift in that ratio. So the average product manager is reporting that they are 

responsible for 10 products. 

Rebecca: Yes. And I would love to dig into it, but I don’t have any data, but I want to make some calls, 

because that’s a big shift and how much of that is the definition of products, from solution to all of the 

parts, and how much of that is just, you know, the end price nature of bringing things together. I don’t 

know, but it’s a big shift, worth looking at. 

Chad: Absolutely. Some of them might be reflected in the speed to market issues you were addressing 

before, that things are so fast and we have more products out because of that that might be under the 

purview of a product manager. 

Rebecca: Very true. 

Chad: As The Everyday Innovators know who are listening, I always like to wrap up our time with an 

innovation quote and I asked you to bring one for us. Can you share that, and why you chose it? 

Rebecca: Okay. So my quote was from Henry Ford, no stranger to innovation. “Whether you think you 

can or you think you can’t, you’re right.” This is just something I am passionate about. I think that’s true I 

all parts of your life. Negative attitudes are going to ensure your failure, but a positive attitude’s going to 

bring all kinds of different things. Life’s more fun that way, the possibilities are endless, people want to 

follow you if you’ve got that idea in mind. They will help you make it happen, and so that’s why I picked 

that one. 

Chad: It’s one of my personal favorites, too, because we are our own limiters and we limit ourselves. 

This is the first time we’ve talked, Rebecca, but it’s so fun to talk with you, because you hear that 

excitement and energy just in this discussion, that you are obviously someone who thinks that you can, 

and enjoys taking on new things. 

Rebecca: Thanks, Chad. This was great. I had a great time. 

Chad: I appreciate you sharing the results of the survey, kind of at a high level. As I said, I will put the link 

to the survey in the show notes. Can you just give us a quick overview in terms of anything you want to 

leave with listeners in terms of what Pragmatic Marketing is about, and in terms of finding the survey 

maybe directly on your website, too. 



TEI 073: The pulse of product management and 4 skills that match a 25% increase in pay 
Host: Chad McAllister, PhD 
Guest: Rebecca Kalogeris 

 
Rebecca: Absolutely. So, Pragmatic Marketing, what we do is train product management and product 

marketing companies and professionals on how to build and market products that really resonate with 

the market, that really get bought. So we have great training courses, but we also offer a ton of 

resources. We have a quarterly magazine, we do monthly webinars, and all of that stuff is free and 

completely accessible, along with the survey on our site, www.pragmaticmarketing.com/survey. We 

don’t have gates up; we are passionate about making the industry better. So the more people that use 

our tools, the more people that read the articles and the more resources that we can provide, the better 

for the technology industry as a whole, right? 

Chad: Absolutely. And that’s why I wanted to have you on the show, too, so people listening might be 

wondering about, you know, but Chad, you also do product management training. What’s up with this? 

You know if we get more product managers doing a better job, we raise the profession overall, and that 

is good for everyone. I appreciate what you guys are doing and I appreciate you sharing the results of 

the survey.  

Rebecca: Thank you Chad. 

Chad: Thanks, Rebecca. Thank you for listening. Do me a favor. If we’re not already connected on 

LinkedIn, please send me a connection request. The easiest way to find me on LinkedIn is by searching 

for Chad McAllister, PhD. The last time I looked on LinkedIn I think there’s 14 Chad McAllister’s, but I 

was the only one I found with PhD after the name. So check it out, please send me a connection request, 

I’d be glad to connect with you on LinkedIn. If you want to find the summary of the discussion along with 

the transcript of the interview and our talk with Rebecca today, please go to 

www.theeverydayinnovator.com/073. Keep innovating! 

 

http://www.pragmaticmarketing.com/survey
http://www.theeverydayinnovator.com/073

