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This is for you if…

YOU HAVE A TON OF DATA AND CAN NEVER FIND 
TIME TO DRAW INSIGHTS FROM IT

YOU HAVE A BUNCH OF STAKEHOLDERS 

(OR ONE VERY IMPORTANT ONE) 

YOU WANT TO MAKE SURE YOUR TEAM GETS CREDIT 
– AND RESPECT! – FOR THE TOIL OF MANAGING A 

PRODUCT ROADMAP, LIFECYCLE OR PORTFOLIO



This is also for 
you if you…

LIKE TO TELL STORIES HAPPILY RABBIT HOLE INTO 
DASHBOARDS

ENJOY SOLVING PUZZLES GET YOUR CREATIVE YA-YA’S 
OUT MAKING PDFS AND/OR 

SLIDE PRESENTATIONS



What 
I’ll share 
today

The benefits – some obvious, some not-so – of 
treating product communications as seriously 
as you treat your roadmap

How to create a value engine of analytics, 
report structures and communication cycles to 
increase the visibility of what you do

How to match messaging to audience and a 
cheat sheet to help you figure it out every time

Mistakes were made. Lessons were learned. 
Wins were big. 



A little 
about 

me. 

• I started out as someone who plays with words –
and I still do

• As a product leader in the publishing industry, it’s
just as important to tell stories as it is to ship
innovative new experiences

• Numbers tell stories too – great ones, it turns out. 
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Our Product Portfolio
• 325+ desktop websites
• 325+ mobile
• 800+ native apps (iOS and 

Android)
• 900+ newsletters
• 150+ Flash briefings, 

(Amazon and Google)
• 400+ Facebook pages

Lots of stakeholders.
One size does NOT fit all.

A little about Gannett



Product 
often 

speaks and 
thinks in 
numbers

Metrics, benchmarks, 
estimates, baselines

What you’re looking 
for though is the story 



Which 
data 

matters  

• Overabundance of data can be just as big a 
a challenge as the lack of it. It takes 
valuable time to sift through all of the data 

• Where was volume an asset -- and where 
was it surprisingly adding little value?

• Measurable, understandable, agreed-upon 
metrics focuses conversations on what’s 
moving the needle



Are you 
sending 
too few 

emails

• We’re all inundated. And yet…

• "Nothing to report" can create a false 
sense of buy-in and security. Until 
something hits a speed bump. 

• Timely, succinct and descriptive 
creates a steady beat of progression. 



Why 
should 

you 
care

• In the world of inundated emails and 
piles of data, this is why it’s 
important to think about audience 
too 

• We are all more likely to care about a 
communication if it directly relates to 
our interests. 

• Product is not zero-sum: Another 
team’s product win can point the way 
to how your team can win too. 



It’s not 
enough to 
ship – you 
have to ship 
with purpose



The 
virtues of 
sharing 
product 
impact

Purpose

Context-setting

Organizational visibility

Prioritization

Forecasting

Refocusing

Sharing credit

Creating culture



Communicating Value

• Strategic

• Operational

• Tactical

• Team

• Organization

• Stakeholders

• Executives

• Quarterly

• Monthly 

• Weekly 

• Daily *

• Presentation

• Report

• Dashboard

• Email

PURPOSE AUDIENCE FREQUENCY FORMAT



What It Looks Like in 
Action



Special Report

• Purpose: Conveying an array of work on 
a high visibility topic

• Audience: C-suite and/or senior 
leadership (and everybody else)

• Frequency: As needed
• Format: PDF, email, presentation



Organization 
Weekly Update

• Purpose: Keep all invested parties 
informed about work in progress

• Audience: Anyone who’s interested and 
anyone who should be. 

• Frequency: Weekly
• Format: Brief report, inverted pyramid 

Email



Capacity Planning 

• Purpose: Increase confidence in delivery, 
velocity

• Audience: Internal product teams 

• Frequency: Monthly

• Format: Spreadsheet, Presentation



Cross-Functional 
Business Review

• Purpose: Socialize, align on high-level priorities 
established across teams

• Audience: Decision makers, team leads, dev 
teams

• Frequency: Quarterly
• Format: Presentation



We had 
a lot of 
impact. 



Hard-won Truths 

IT’S SURPRISING HOW OFTEN IT’S NOT THE LACK 
OF DATA, BUT OVERABUNDANCE. BE SELECTIVE. 

MEASURE WHAT MATTERS.

SETTING UP DASHBOARD-DRIVEN FEEDBACK 
LOOPS IRONICALLY MAKES THEM EASIER TO 
MAINTAIN AND MORE POWERFUL TO USE 

CONSISTENTLY 

AND MORE HELPFUL IN SHARING THE VALUE OF 
THE WORK.

IR + DR + TR = PV

Right insight from the right data, at the right time equals Product Value



Your 
process is 
always in 
progress

You’re not just sending a report, you’re 
building an artifact.

Week after week, month after month, 
you’re telling a story that accumulates and 
builds value. 

For us, this has proven hugely valuable at 
managing and setting expectations, 
framing issues, mapping long-term trends.



Follow my product story here…

Kara Chiles - VP Consumer Products, Gannett

Email: kchiles@gannett.com

Twitter: @verykara

LinkedIn: https://www.linkedin.com/in/karachiles/

-Thank you. 


