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more than 2,500 individuals answered 

our call for help in defining the 

challenges, opportunities and, of course, 

compensation of today’s product teams. 

And while they may not be able to jump 

over buildings in a single bound or stop 

speeding trains, all of the activities 

and pressures they juggle in bringing 

their products to market make them 

superheroes to us.

THE 16TH ANNUAL
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While they don’t walk around with a big "S" emblazoned on their shirts, there are 

some characteristics that can help you spot a product superhero in your midst.

THEIR NOT-SO-SECRET IDENTITIES

OUR HEROS DON'T
WIN ON BRAWN ALONE ...

39%
35 to 44
years old

92%
somewhat 

or very 
technical

Years of Experience
how long they've been 

wearing a cape

Years in current role
how long they've been 

wearing this cape

<1 1-2 3-5 6-10 11-15 15+

Years

5%

14%
17%

14%

24%
26%

<1 1-2 3-5 6-10 11-15 15+

Years

23%

32%

2%2%

10%

31%

63%
male

71%
hold at least 

one professional 
certification in addition 

to their degree

76%
consider continuing 

education or 
certifications very or 

somewhat important to 
their career

42%
hold a master’s 

degree or higher



alter egos

Our superheroes go by a variety of names. 

in fact, more than 562 distinct titles were 

reported by the group. 

Perhaps the titles reflect the variety of 

paths respondents took to their current 

product role. Here are some other roles 

our superheroes have held Along the way.

a whole league of contributors
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26%

29%

25%

11%

9%

Individual
Contributer

65%

ROLE WITHIN DEPARTMENT

17%
Outside 

Consultant

21%
Sales 18%

Marketing

Communications

18%
Trainer/

Educator

35%
Product
Owner

34%
Technical/

Development



a whole league of contributors Our heroes don’t 

work alone; it takes 

a team to build and 

market truly great 

products.

Product Management	 34%

President/CEO/	 23% 
Managing Director

Marketing	 13%

Development/Engineering	 10%

Product Marketing	 4%

Sales	 3%

Support	 1%

Services or Training	 1%

Other	 11%

Where Department Reports to26%

29%

25%

11%

9%

Department
Head 

26%

9%Executive

ROLE WITHIN DEPARTMENT

Number of Direct Reports

0	     1-3	   4-6	 7-9	 10+	

Number of Direct Reports

0	    1-3	   4-6	 7-9	 10+	

7%

11%

43%

23%

33%

31%

9%

12%

8%

23%



FROM GOTHAM TO METROPOLIS
AND ALL POINTS IN BETWEEN

Individuals 

from 57 

different 

countries 

responded to 

this year’s 

survey.

Every state of the union was represented, except Alaska, 

New Mexico, South Dakota, West Virginia and wyoming.

286

174

80

64

57

45

58

58

49
2611
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60

38
62

34
20

14

18

12

1

3

11

2

5

1

8

3

16

2

5

3

5

6

5
18

39

74

85

74

164

3

22

10% 3%

Canada United Kingdom of Great Britain 
and Northern Ireland

United States of America

76%

Numbers represent 
how many 
respondents are 
from each state.

26

50

1
1

North America

Europe

Asia

Oceania

South America

Africa

Middle East

85%

.2%

2.2%

1%

.3%

9% 3%
1%



Hardware

27%

Hosted 
or Cloud

54%

Software

80%
So what kind of companies 

do our heroes work for? 

Turns out, companies of 

all shapes and sizes.

agents of ?

ANNUAL REVENUE

where do they spend 
their time?

Deciding what should 
go in products

PRODUCTS OFFERED
(Respondents checked all that applied)

Each about
equally

41%

36%

Creating and executing 
go-to-market strategies 
for products 23%

    Markets Served

B2B	 78%

B2C	 10%

B2B and B2C	 12%

The averag
e number o

f 

products s
upported w

as 10, 

but 66% of
 responden

ts work 

with 5 or f
ewer produ

cts.

POINTS OF WISDOM

No
Revenue

<1
million

1–10
million

11–50
million

51–100
million

101 million–
1 billion

Over
1 billion

Company Revenue in Dollars

2% 2% 9% 20% 13% 26% 28%

 28%   72%
strategic Tactical

vs.

62% say this represents more time on strategic 
activities than during the previous year.

Time spent on activities:

major battles
They may not 

be running 

into burning 

buildings to 

save people, but 

they sure are 

fighting a lot 

of fires.

Fighting fo
r market-dr

iven 

products is
 not for th

e faint 

of heart. o
ur respond

ents 

average 48-
hour work 

weeks.

POINTS OF WISDOM

Professional
Services

53%



major battles

Understanding market problems

Performing win/loss analysis

Articulating distinctive competencies

Market definition, sizing and segmentation

Defining product distribution strategy

Managing product portfolios

Creating and updating the business plan

Setting and maintaining pricing

Making buy, build or partner decisions

Tracking product profitability (e.g., P&L)

Defining positioning

Understanding the sales process

0	 20	 40	 60	 80	 100%

what are you responsible for?

business activities

technical activities

Performing technology assessment

Performing competitive analysis

Maintaining the roadmap

Managing innovation

Writing product requirements

Defining user personas

Defining use scenarios

Monitoring product milestones

0	 20	 40	 60	 80	 100%



Defining marketing plans

Measuring the ROI of marketing programs

Understanding the customer's buying process

Building customer acquisition plans

Building customer retention plans

Launch planning

Buyer personas

Success stories

Thought leadership

Lead generation

0	 20	 40	 60	 80	 100%

what are you responsible for?

sales readiness activities

Go-to-market activities

WHERE THEY SPEND THE MAJORITY OF THEIR TIME

Providing sales channel training

Creating customer-facing sales collateral

Creating internal sales tools

Creating presentations and demos

Going on sales calls

Staffing seminar and trade show events

Answering sales questions by email or phone

0	 20	 40	 60	 80	 100%

Deciding what should 
go in products

Creating and executing go-to-market 
strategies for products

Each of the above 
about equally



Invisibility might be great if you’re hiding from villains to protect the city, but it’s not what you 

want in your career. One of our instructors, Paul Young, talks about seven “X-factor traits” that 

separate the good from the great, the worker bees from the superheroes on product teams. In 

this year’s survey, we asked respondents to look deep inside themselves and assess their skills 

in these areas and how that might influence their career path.

superpowers

HOW STRONG ARE YOUR SUPERPOWERS?

Truth to Power
Being able to raise 

uncomfortable issues to 
leadership

Synthesis
Beyond gathering data, the 

ability to synthesize it down 
to a call to action

Pitch Artist 
The ability to stand up 

to peers, managers and 
executives and sell them 

your ideas and conclusions

Executive Debater
Being a strong advocate for 

what is right in the market 
and challenging executive 

teams when necessary

Consensus Builder 
Aligning the organization to 

solve a problem together

Empathetic
The ability to understand 

what others are going 
through, both inside and 

outside the company

Inspire Others
The ability to inspire others 

to action

Expert Intermediate

36%

48%

27%

23%

32%

31%

52%

50%

43%

52%

49%

49%

55%

38%



WHAT YOU SAID WAS MOST...

...IMPORTANT TO YOUR 
CAREER GROWTH

...REWARDED
BY YOUR COMPANY

Basic Not Skilled

1. Inspires Others

2. Synthesis

3. Consensus Builder

4. Truth to Power

5. Pitch Artist

6. Executive Debater

7. Empathetic

1. Pitch Artist

2. Inspires Others

3. Executive Debater

4. Synthesis

5. Consensus Builder

6. Truth to Power

7. Empathetic

So which x-factors really 
help you get ahead? 

Executives were twice as likely 
as individual contributors to say 
they have expert-level skills in:

• Pitch Artist
• Executive Debater
• Inspire Others

Expert-level skills in those 
areas also correlated to 
higher earnings: 25% more 

on average.

FAME AND FORTUNE

50%

43%

52%

49%

49%

55%

38%

13%

1%

1%

2%

3%

1%

1%

1%

9%

20%

25%

17%

13%

9%



WHAT THEY WANT TO 
BE FOCUSING ON IN THE 

NEXT FIVE YEARS:

NOT FOCUSED
ON EITHER

9%

• �We'll have agile organizations, not agile development shops,
as companies incorporate agile practices during the strategy,
discovery and design phases.

• �Cycle times to bring product to market will continue
to accelerate. I also see an increased ability to provide
customers with a more customized product experience.

• �Product management and marketing will be responsible for
driving the sales and profitability of product lines.

• �More strategic, emphasizing market expertise over product
expertise.

• �More involvement in mergers and acquisitions, both as part of
the validation and integration processes.

• �Relying more on data to drive decision-making and prove ROI.

• �Less about single products, more about interoperability
between products (ours and others).

• �More involvement in the strategic direction of products and
businesses.

• �Be more segmented: it's a lot of responsibility for one person
and requires many skills.

• �Understanding and interpreting data will become even more
critical. Quick recognition—and action to accommodate
shifts—will separate the winners from losers, much more than
the actual technology.

• �The role will become more specialized (rather than the
generalists they tend to be today) and be required to
work within more cross-functional, decentralized, semi-
autonomous teams.

WHAT DOES THE FUTURE HOLD FOR OUR SUPERHEROS?

WHAT THEY KNOW IT WILL 
TAKE TO GET THERE: 65% OF 
THEIR TIME FOCUSED ON 
STRATEGIC ACTIVITIES.

27%

21%

Deciding what should 
go in products

Creating and executing 
go-to-market 

strategies for products

WE ASKED RESPONDENTS WHAT THEY THINK THE FUTURE 
OF  PRODUCT MANAGEMENT LOOKS LIKE.

EACH 
EQUALLY

43%



WHAT DOES THE FUTURE HOLD FOR OUR SUPERHEROS?

Working in the same 
department and 

similar role at the 
existing company

10%
Working in the same 
department but in a 
higher-level role at 

the existing company

34%
Working in a different 

department within 
the same company

9%
Moving to a different 

company

39%
Starting own business

8%

WHERE THEY SEE 
THEMSELVES IN THE 
NEXT FIVE YEARS

PRODUCT 
MANAGEMENT 

WILL BE 
REPRESENTED 

IN C-LEVEL 
EXECUTIVES

• �The definition of product management will broaden. The
number of product managers will increase and become more
specialized in certain areas, such as product design manager,
strategic product manager, product research manager, etc.

• �Will move from product-centric to solution-centric and more
results-oriented.

• �It will be more about innovation and introducing revolutionary
change than about incrementally managing current customer
expectations.

• �It will be even more important to balance fast-paced decision-
making with plan execution.

• �More focus on solving problems in the marketplace for
Millennials, and less focus on the tried-and-true products that
we have relied on to generate cash. We will need to invest
more of our profits in developing new products.

• �More agile. Fewer business plans and more user stories.

• �Product management will be represented in C-level executives;
chief product officers will become more prevalent.

• �The product management
role will extend into other
industries as software and
technology become more
ingrained in traditional,
industrialized industries.

• �Being data-driven will become
even more important. At the
same time, people will start
acknowledging that data can
only provide so much insight
into how to take your product
further.

•  More marketing-focused, driven by profitability and usability.

•  Product management, client expectations and user experience 
will be intertwined.

•  Understanding customer and market problems will become 
more important, especially with new problems coming out of a 
"hyper-connected world."

•  To suit the dynamic market, product management will become 
more agile and function at a faster pace. 



SUPER-SIZED SALARIES?

U.S. SALARIESHOW SATISFIED 
ARE YOU WITH 
YOUR CURRENT 
COMPENSATION?
Very Satisfied	 9%
Satisfied 55%
Dissatisfied 30%
Very Dissatisfied	 6%
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BREAKDOWN OF AVERAGE SALARY AND BONUS BY COUNTRY

USA
122K

UK
109K

CANADA
96K

INDIA
66K

ISRAEL
97K

IRELAND
108K NETHERLANDS

103K

SWITZERLAND
128K AUSTRALIA

124K
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GERMANY
90K

82%
of respond

ents repor
ted

receiving a
 bonus; mo

st 

commonly 
based on 

company re
venue or

profit (88%)
 and perso

nal

objectives
 (59%).

POINTS OF WISDOM

CANADIAN SALARIES

Midwest	 Mountain	 Northeast	 Pacific	 South
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Salary	         Bonus

REGIONAL

FRANCE
90K

Superman never made any money saving 
the world from Solomon Grundy, but 

today’s product team members can expect 
to earn $100,000—$120,000 per year with an

annual bonus of $9,850. 

AVERAGE SALARY

AVERAGE BONUS



Male
(79%)

b2bcompany(83%)

Master’s
degree

(44%)

44%of time spent on 
strategic activities

Spends equal time deciding what 
goes in a product and making it 

fly off the shelf (48%)

Executive
(58%)

Annual 
revenue of 

$101M-1billion
(33%)

Work 51 hours
a week
(36%)

4-6 direct

reports
(44%)

Nearly twice as likely 
as the average to rate 
themselves as having an 
expert-level skill in

• Truth to power (69%)
• Pitch artist (58%)

• Executive debater (56%)
• Inspire others (63%)

Work
with 10 

products
19%

SOMEWHAT
TECHNICAL

(63%)

Responsible forUnderstanding Market problems
(92%)

3-5 years in
current role

COMPANY OFFERS

SOFTWARE  (85%)

Californian
(37%)

MAINTAIN THE

ROADMAP (95%) 15+
years’ 

experience

the bionic earner
What turns an average earner into a super earner? We studied 
all respondents who reported salaries of more than $200,000 

and identified these common traits.

Age 45-54
(54%)



ABOUT PRAGMATIC MARKETING

Pragmatic Marketing was founded in 1993 and has 

become the authority on product management 

and marketing. The company’s courses, taught by 

instructors with real-world experience in leading 

successful high-tech teams, are based on a proven 

framework for creating market-driven products 

people want to buy. To find out how you or your 

company can join the growing international 

community of more than 100,000 product management 

and marketing professionals trained by Pragmatic 

Marketing, visit:

pragmaticmarketing.com

Survey results describe typical practices. To learn about 

best practices in product management and marketing, 

register for a Pragmatic Marketing course near you.

Pragmaticmarketing.com/buy
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