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From product manager 1.0 to product manager 2.0

Student : Doris J. L. Xu Advisors : Dr. Pei-Hung Ju

Institute of National Kaohsiung University of Applied Sciences

ABSTRACT

Telecommunication, with products of a very short life cycle, is always a highly
competitive high-tech service industry. Within a very short period of time, the product
manager has to face simultaneously multiple challenges from the innovations of
technologies and applications, aggressive competitions, the change of consumption demand,
as well as the management of partner relationship. To be effective and efficient, firms of the
industry require the product manager to have the ability to execute all strategies, to
formulate a focus showing the consistency of strategies through the integration of each
company department, to know well the market demand, to coordinate all procedures for
releasing the product, and ultimately to maximize the value of company products.

Philip Kaotler, the leading scholar in marketing area, proposed in 2011 a new concept
that goes beyond the consumer-oriented principle: “In the age of Marketing 3.0 the target is
not completely set on clients, it encourages the corporation to deliver a value to all its
stakeholders and try to formulate a complete brand image so as to strengthen the influence
of this value that would result in a brand identification for all, and this is the so-called
human-oriented marketing concept.”

Prior research on product managers often adopts an institutional approach. Obviously,
there is a lack of studies on how to increase the managing performance of product managers
when they face the problems resulting from the fast change of competitive environment.
This research interests of this thesis includes: how the product managers should learn to
sense the market, and to adjust, think better, as well as reinforce the tacit cooperation with
stakeholders in connection with products. This research targets on the K branch (anonymous)
of CT company (anonymous) as a case study, which explores the change of the role of
product manager in the industry of telecommunication service, and by applying the
theoretical lens of Marketing 3.0, the progressive and dynamic change of this role is
illustrated with the intention to present a solid result that would be beneficial to both the
academic and the business community.

Key Words: Product manager, Marketing 3.0, PM 1.0, PM 2.0, Stakeholders.
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