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A really helpful guide to product management packed with examples to 
help bring the concepts to life. This book would be useful to someone 
new to product management or someone who’s been in the role for 
10+ years.  Most importantly, the writing is accessible and engaging so 
it’s an enjoyable read.—Eric Enders, Product Management Leader

Product Takeoff is an essential read for anyone looking to bring a 
new disruptive product to market. The book could have easily been 
called, Listen. Get something out into the world using all the latest 
thinking that popularizes process and methodology approaches (think 
Agile, Lean Startup, Design Thinking, etc.) and put it in the hands of 
customers and then . . . Listen! This approach may not guarantee im-
mediate success, but it darn well will avoid slow, costly failure. Thank 
you, Kamal and Navjot, for sharing your insights and wisdom with a 
world hungry to give us the next big thing!—Richard Sheridan, CEO, 
Co-founder, and Chief Storyteller, Menlo Innovations, Author 
of Joy, Inc. and Chief Joy Officer

Product Takeoff demystifies how some companies deliver consistently 
delightful products. Their framework based on case studies from ubiq-
uitous products and services is an essential reference for anyone who 
aspires to be a rock star product manager.—Hugh Molotsi, Innovator, 
Advisor, and Entrepreneur

Product Takeoff provides a playbook for teams who want to put 
their customers first. It’s an essential read to build great engaging  
products!—SC Moatti, Founding CEO, Products That Count,  
Managing Partner, Mighty Capital, Bestselling Author, Mobilized

Product Takeoff is a compelling read because of its overall product 
management theme. It opens my mind to new product ideas with the 
interesting concept and themes. This book is a pleasure to read simply 
because of its case studies and deep learning it can provide to aspir-
ing product innovators.—Manik Arora, CEO, Verveba Telecom

Creating a product that is invaluable to the customer is both an art 
and a science that requires a blend of innovative thinking and the abil-
ity to know what the customer wants (often before they know them-
selves). The book titled Product Takeoff is an invaluable guide, as it 
covers many ideas and frameworks, along with providing step-by-step 
instructions for aspiring innovators and product developers to create 
bleeding-edge products. The road to progress takes many turns, and 
having a set of frameworks and ideas helps seed innovation, as well as 
provide tactical steps for execution. Product Takeoff is a brilliant guide 
that serves as a medium for both inspiration and execution, and is a 
must-read to add to your bookshelf regarding innovative product devel-
opment.—Gail Ferreira, PhD, Principal, Boston Consulting Group

Product Takeoff is a must-read for everyone who cares about building 
the right products in the right way!—Amidha Shyamsukha, Product 
Management Leader



Product 
Takeoff 
(Book Excerpt)

By Kamal Manglani  
and Navjot Singh

20660 Stevens Creek Blvd., Suite 210
Cupertino, CA 95014



iv

Copyright © 2018 by Kamal Manglani and Navjot Singh
All rights reserved. No part of this book shall be reproduced, stored in a 
retrieval system, or transmitted by any means electronic, mechanical, 
photocopying, recording, or otherwise without written permission from 
the publisher.

Published by Happy About® 
20660 Stevens Creek Blvd., Suite 210, Cupertino, CA 95014 
http://happyabout.com

First Printing: September 2018 
Hardcover ISBN: 1-60005-279-7 978-1-60005-279-8 
Paperback ISBN: 1-60005-278-9 978-1-60005-278-1 
eBook ISBN: 1-60005-280-0 978-1-60005-280-4 
Place of Publication: Silicon Valley, California, USA 
Paperback Library of Congress Number: 2018952987

Trademarks

All terms mentioned in this book that are known to be trademarks or 
service marks have been appropriately capitalized. Neither THiNKaha, 
nor any of its imprints, can attest to the accuracy of this information. 
Use of a term in this book should not be regarded as affecting the 
validity of any trademark or service mark.

Warning and Disclaimer

Every effort has been made to make this book as complete and as 
accurate as possible. The information provided is on an “as is” basis. 
The author(s), publisher, and their agents assume no responsibility for 
errors or omissions. Nor do they assume liability or responsibility to any 
person or entity with respect to any loss or damages arising from the 
use of information contained herein.



v

Acknowledgement

This book has been a huge inspiration since the beginning of our friend-
ship and our long discussions over various hurdles faced by executives 
in the corporate world. 

This compilation could not have been completed without the help of 
many friends, colleagues, and family who have constantly been en-
gaged with discussions and feedback. 

For the completion of this work of art, we are highly obliged to: 

- Our dear colleagues, for the constant feedback and en-
couragement.

- Gayatri Sirure and Kristin, for editorial support and sug-
gestions. We appreciate the hard work and commitment 
they have shown toward their work.

- Our wives, Amita Kaur and Preeti Ahuja, for encourage-
ment, feedback, and pushing us constantly for comple-
tion of this book.

- The Happy About team, for their support and manage-
ment on the timely feedback and constant improvements 
on the final product.

A special thanks to all our mentors, our product management com-
munity, and colleagues whom we have worked with in the past, for the 
learnings that have been incorporated in us. This would include Devang 
Mody and Amit Raghuvanshi, for instilling the entrepreneur spirit in me 
and guiding me toward successful product launches in the past. 

Finally, a huge thank you to our students, who have been experiment-
ing with these ideas to build awesome products serving our communi-
ties!



BOOK EXCERPT Table of Contents 

Introduction – page 1 
Chapter 1 – p.7-11



Product Takeoff  vii

 Introduction  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1

Part 1 Innovation . . . . . . . . . . . . . . . . . . . . . .5

Chapter 1: Radical Innovation . . . . . . . . . . . . . . 7
Chapter 2: Innovate or Die . . . . . . . . . . . . . . . 13
Chapter 3: Disruption vs. Innovation . . . . . . . . 15
Chapter 4: Listen First, Innovation Follows . . . 19

Part 2 How to Be a Visionary Product 
Manager Like Elon Musk . . . . . . . . .27

 Chapter 5:  How to Be a Visionary Product 
Manager like Elon Musk . . . . . . . . 29

Part 3  Differentiating PM Skills— 
Rapid Learning . . . . . . . . . . . . . . . . .37

 Chapter 6:  Rapid Learning for 
Large Platforms . . . . . . . . . . . . . . . 39

Chapter 7:  Customer Journey Map . . . . . . . . . 45
Chapter 8: Data-Based Decision Making . . . . 51

Part 4 Differentiating PM Skills—Vision . . .67

Chapter 9: Being Bold . . . . . . . . . . . . . . . . . . . 69
Chapter 10:  Managing Products in the Age  

of Self-Driving Cars . . . . . . . . . . . 75
Chapter 11: Product Vision . . . . . . . . . . . . . . . 81
Chapter 12: Product Box . . . . . . . . . . . . . . . . . 83

Part 5 Differentiating PM Skills—Strategy. .87

Chapter 13: The Art of Letting Go . . . . . . . . . . 89

C o n t e n t s This is the Table of Contents (TOC) 
from the book for your reference.



viii   

Part 6 Differentiating PM Skills—Team . . . .99

Chapter 14:  Good Product Development 
Teams—Myth or Reality?. . . . . . 101

Chapter 15:  V2MOM—Vision, Values, Methods, 
Obstacles, Measures . . . . . . . . . 111

Chapter 16:  Challenge Your Team to  
Learn Continously . . . . . . . . . . . 115

Part 7 How to Become a PM . . . . . . . . . . .121

Chapter 17:  What Is a Product Owner?. . . . . 123
Chapter 18:  How Do You Become  

a Product Owner? . . . . . . . . . . . 127
Chapter 19:  Negotiating and Listening . . . . . 133

Conclusion  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .139

 Worksheet . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 141

Endnotes . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 143

Bibliography . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 149

Author About the Authors. . . . . . . . . . . . . . 153



Product Takeoff  1

I n t r o d u c t i o n

Product Takeoff is about making dreams a reality. 
This book will give you the tools to envision new 
products and achieve a radical, rapid pace of in-
novation. 

Our concept is partly inspired by the Carousel of 
Progress1, a theater show created by Walt Dis-
ney for the New York World’s Fair in 1964. After 
the fair, the show ran for years at Disneyland, be-
fore finding a permanent home at the Walt Disney 
World Resort, where it delights visitors to this day. 

As the show begins, the audience slowly rotates 
around a central stage, like a carousel2. The first 
scene opens onto a typical American family at 
home in their living room in the early 1900s. The 
family marvels at a dizzying array of new prod-
ucts that have changed their lives—from moving 
pictures and gas lamps, to an icebox and the tele-
phone. They are certain they have achieved the 
pinnacle of innovation, and the incredible technol-
ogy they now enjoy will never be surpassed.

As the carousel turns, we see the same family 
inside their home in the 1920s. More new inven-
tions surround them: electric light bulbs, indoor 
plumbing, a radio broadcast delivering the news, 
and more. They excitedly mention that it’s now 
possible to travel from the East Coast to the West 
Coast by train in only three days. Once again, 
they feel technology has reached the highest pos-
sible level of imagination—but the carousel con-
tinues to turn.

The Carousel of Progress was Walt Disney’s fa-
vorite attraction, and he was deeply involved in its 
creation3. The show looks back on the twentieth-



2   

century experience of progress and the incredible 
advances in the lives of Americans. Surprisingly, 
the exhibit holds the record for both the longest 
running stage show and the most performances in 
American history. Walt Disney intended for the at-
traction to remain on view forever—as if progress 
itself should never come to an end.

Even today, in each moment of the now, we feel 
that the cycle of progress is on the verge of take-
off, though in the twenty-first century, we’ve come 
to understand that each innovation paves the way 
for the next. With potential beckoning all around 
us, we recognize both the possibility of failure and 
an opportunity to increase our learning exponen-
tially. 

We are all on the carousel—although at times, it 
might feel more like a rollercoaster without seat-
belts. 

Everyone wants to build an awesome product, 
and every business wants in. But what elements 
of product management are actually necessary to 
lift off your growth? 

In this book, we’ll cover the four major principles 
of the innovation cycle: vision, strategy, team, and 
rapid learning. We’ll demonstrate a systematic 
method for generating ideas, building a highly col-
laborative environment, and crafting the customer 
journey. Our goal is to help you create products 
that break the Product Life Cycle and enable your 
company to flourish in a growth stage for a longer 
period of time.

The core of our process is to start with customer 
needs and ensure a faster feedback loop; howev-
er simple it might sound, this is the secret recipe 
for growth in revenue, growth in learning, or both. 

We wish you the best, and we invite you to join us 
in creating highly scalable and desirable products.
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P a r t

INNOVATION1
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C h a p t e r

In one swift move, Apple dropped “computer” from 
its company name and launched the first-genera-
tion iPhone.5 Steve Jobs had taken a technology 
that had been around for close to thirty years by 
that point—the cellular phone—and fused it with 
a design sensibility and now-famous innovations. 
At the time, it was seen as a risky, ambitious play. 
The year was 2007. 

The pace hasn’t slowed since. One by one, com-
panies in the technology space began to inno-
vate. Netflix launched streaming services in 2007, 
and Tesla launched the first electric sports car, the 
Roadster, in 2008. Uber was founded in California 
in 2009, and yet another innovative juggernaut, 
Square, launched their financial services in 2010.

Innovation has become a day-to-day topic. At of-
fices, meetup groups, and conventions all across 
the country, people talk about the latest products 
and anticipate the next. We speculate about driv-
erless cars changing the world—our children may 
never have to drive, and accidents on the highway 
might be a thing of the past.

Radical Innovation1
“If you can dream it, you can do it.” 
—Tom Fitzgerald, Disney Imagineer4



8 Chapter 1: Radical Innovation

Not every venture is rewarded, and even the best-known companies 
make massive mistakes. At the 2015 Consumer Electronic Show (CES) 
in Las Vegas, many visitors wore Google Glass, a product stopped by 
Google that same year. Google Glass remains a cautionary tale—when 
untethered from customer needs, the quest for innovation can backfire 
spectacularly. 

At the same event, Mercedes Benz displayed its powerful and sleek F 
015, described by the company as an “innovative perspective into the 
future of mobility.6” The interior of the car was designed to serve as a 
digital living space that constantly interacts with the passenger, vehicle, 
and the outside world. 

Dr. Dieter Zetsche, chairman of the board of management of Daimler 
AG and head of Mercedes-Benz Cars said, “The car is growing beyond 
its role as a mere means of transport and will ultimately become a mo-
bile living space.7” When the car takes over from the driver in situations 
where driving isn’t much fun, passengers in self-driving cars will be able 
to enjoy free time for relaxing or working as they please. 

As Zetsche emphasizes in the case of the Mercedes F 015, there’s 
much more to a product than its technical capabilities.

With the launch of the iPhone in 2007,  
a juggernaut of innovation was unleashed. 

Photo by Brandon Ong on Unsplash 
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Amazon is another leading source of innovation, and the company has 
been hard at work. Founded in 1994 as an online bookstore, it has come 
a long way by innovating on many fronts. At Amazon, the MVP (minimum 
viable product) concept is deployed such that at every stage, products 
they launch are fully utilized and carry on with the supplemental suite 
of products that follow. It is not a coincidence that Amazon is one of the 
most customer-centric companies.

Pricing in retail can be a tricky concept. In the 1990s—back when the 
only retail option was a brick-and-mortar store—a consumer’s biggest 
disadvantage was not knowing the price of the product at competing 
stores. For example, to compare prices on Tide detergent, you had to 
drive to five different stores, and only then would you know which retailer 
had the cheapest price.

The consumer web has completely revolutionized retail pricing. 

Here’s a step-by-step example of a consumer planning to buy Tide 
detergent online:

1) Go to Google search.
2) Search “Tide.”
3) Switch to Shopping results for Tide.
4) Search for the type of online retailer the consumer wants

to use.
5) Choose the retailer, go to their website, and purchase.

Google has solved the problem—consumers can now compare prices 
from twenty-five different retailers for the same product, allowing for fast 
decision making.

Even when a retailer isn’t offering the best price in the comparison, they 
still need ways to acquire and retain customers. Amazon, once again, 
delivers a solution.

In 2015, Amazon launched Dash, a Wi-Fi-enabled smart button.8 In case 
of detergent, the button can be attached to a washing machine, and it 
enables one-touch ordering. This might be an innovation for the busy 
consumer who doesn’t have enough time to go online and search for 
products—or it might be another strategy to wrestle back negotiation 
power from the same consumer.

With a handy smart button, there’s no need to go online and search for 
Tide. Instead, just push the button, and the product will be delivered the 



very next day. Since the consumer didn’t go online through the purchase 
cycle, they may not have compared prices (and didn’t even think of go-
ing to a different store). Is this a win-win strategy for all? It might be if 
you’re the customer who wants to save time, and that’s whom Dash is 
really made for.

The Amazon Echo delivers a new level of innovation to 
the consumer web. 

Photo by Rahul Chakraborty on Unsplash 

In 2016, Amazon launched Echo, a Wi-Fi-enabled multi-use home de-
vice. The Echo can play music, podcasts, talk, and listen. It’s ready to 
understand your buying patterns, the movies you watch, and the music 
you listen to. Re-ordering a favorite product can be done with a simple 
voice command. The Echo may well be starting another chapter of in-
novation by taking complete control over our lives. It debuted with basic 
services like smart lighting, radio, and news but has added more func-
tions—including a cooking and chore virtual assistant.

Year in and year out, innovation in technology is nowhere near stop-
ping—rather, it’s moving at a rapid pace and permeating every facet of 
our world.

10 Chapter 1: Radical Innovation
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But this story is not limited to technology. 

Innovation doesn’t just occur solely around technology. Instead, it’s 
about the experiences we create in the most unexpected places. 

At the time of this writing, Magic Castle Hotel was the second-highest-
ranked hotel in Los Angeles on TripAdvisor. A basic, comfortable room 
was nominally priced and otherwise identical to their competitors. How-
ever, most reviews mentioned the hotel’s unique “Popsicle Hotline” ex-
perience. Anyone can request a free popsicle from a dedicated hotline 
phone near the swimming pool. This simple experience gives customers 
and their children a lifelong story to remember.

What experiences will you create with innovation?
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W o r k s h e e t

Approach the following questions as an opportu-
nity to engage a growth mindset. By working out 
answers to these questions, you’ll be defining a 
360-degree understanding of Product Ownership 
and Management and preparing yourself for suc-
cess in today’s environment. 

When you’re finished or even as you work, share 
your answers with peers to stimulate discussion 
and grow your team-building skills.

1) What is innovation?
2) Why do we need Product Manage-

ment?
3) How can we learn quickly on large

platform migrations or products?
Or, how does PM apply to platform
products?

4) Give an example of how being bold
is relevant to you.

5) What is a Product Owner? Why don’t
we call them Product Managers?

6) How do you become a Product
Owner?

7) Is the Product Owner the CEO of the
Product? Considering Amazon Mu-
sic as an example, what does this
mean?

8) What’s the difference between a Busi-
ness Analyst and Product Owner?

9) Who should be the Product Owner?
10) Who should be the Product Owner

for a Platform team?
11) I’m not technical enough. Can I still

be a Product Owner?
12) What is continuous delivery, and

what do I need to do to implement
it?
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13) What are the success measures for your role?
14) What are the success measures for your Product Manage-

ment function?
15) How is Product Management different for web product and

a mobile app?
16) How do you hire great Product Owners?
17) How do you kill products or end the lives of products?
18) If you acquire a new product, is it an innovation? For ex-

ample, Microsoft acquired LinkedIn. What is their product
strategy?

19) Regarding change management around Product Manage-
ment, do you think Product Managers are also change
agents?

20) How can a change of ecosystems focus our innovation ef-
forts? Use investing in mobile-first strategy over enormous
web development efforts as an example.

21) Discuss the new age of voice recognition products: Alexa,
Google, and Deep Speech 2.

22) What is machine learning? How will you incorporate its
foundational principles into the products you build?

23) Are customer acquisition channels that are non-electronic
valid? Why are bookstores bouncing back?

24) Explain the five tactical things every Product Manager
should know: vision boards and success metrics, road-
maps, release planning, breaking down work, and prioritiz-
ing work.

25) Define a bold vision based on your work to date.
26) How is Product Management different in a startup com-

pared to an enterprise?
27) What is one thing you’ve learned from this book that you’ll

try now?
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