
C O N C L U S I O N

The	PMM	in	2030

Let's	go	back	to	Sarah.

You	met	her	in	the	introduction—the	product	marketer	who	noticed	her
pipeline	data	going	sideways	because	her	buyers	had	started	deploying	AI
agents.	 Website	 traffic	 up,	 form	 fills	 down.	 Prospects	 showing	 up	 to
discovery	 calls	 knowing	 things	 they	 shouldn't	 have	 known.	 Enterprise
deals	 closing	 in	 three	weeks	 instead	 of	 eleven.	 Sarah's	 first	 instinct	was
that	 something	 was	 broken.	 What	 had	 actually	 broken	 was	 her	 mental
model	of	how	buying	works.

Here's	what	happened	next.

Sarah	didn't	panic.	She	didn't	ignore	it.	She	did	what	the	best	PMMs	do:
she	 got	 curious.	 She	 started	 testing.	 She	 ran	 her	 own	 product	 pages
through	an	AI	agent	and	asked	it	to	evaluate	her	platform	against	a	set	of
buyer	 requirements.	 The	 agent	 came	back	with	 a	middling	 assessment—
not	because	the	product	was	middling	but	because	the	positioning	was	too
vague	for	the	agent	to	evaluate	confidently.	"The	vendor	appears	to	offer
analytics	capabilities	but	this	is	not	explicitly	confirmed."	Sarah	could	hear
her	own	marketing	copy	being	graded,	and	the	grade	wasn't	great.

She	 rewrote	 the	 product	 pages.	 Not	 in	 marketing-speak	 but	 in
capability-speak—specific,	 structured,	 evidence-backed	 claims	 that	 an
agent	could	parse	and	a	human	could	trust.	She	ran	the	agent	test	again.
The	 assessment	 improved	 dramatically.	 She	 ran	 it	 against	 three
competitors.	Two	of	them	had	the	same	vagueness	problem	she'd	had;	one
—the	 competitor	 she'd	 always	 considered	 her	 biggest	 threat—had	 pages
that	were	 already	 agent-optimized.	 That	 told	 her	 something	 about	which
competitor	was	paying	attention.

She	built	a	CI	monitoring	system—nothing	fancy	at	first,	just	a	morning
routine	 where	 she	 fed	 competitor	 news	 to	 Claude	 and	 asked	 for	 a
structured	analysis	of	what	had	changed.	Within	two	weeks,	she	caught	a
competitor's	quiet	repositioning	away	from	a	market	segment	they'd	been
losing—a	signal	that	would	have	taken	months	to	surface	through	her	old
quarterly	review	process.	She	briefed	her	sales	team	that	afternoon.	They
adjusted	their	messaging	in	two	active	deals.	Both	deals	closed.

She	redesigned	her	sales	enablement	model.	Instead	of	producing	static
battlecards	that	decayed	between	quarterly	updates,	she	built	a	knowledge
base—her	 competitive	 intelligence,	 her	 product	 documentation,	 her
customer	 case	 studies,	 her	 pricing	 data—and	 connected	 it	 to	 a	 RAG-
powered	system	that	sales	reps	could	query	in	natural	language.	The	first
time	a	rep	used	it	to	prepare	for	a	competitive	call	and	came	back	saying
"that	was	 the	best	 competitive	brief	 I've	 ever	had,"	Sarah	knew	 she	was



onto	something.

Six	months	later,	Sarah	got	promoted.	Not	to	a	bigger	PMM	role—to	the
newly	created	position	of	VP	of	Go-to-Market	Intelligence,	reporting	to	the
CMO.	 Her	 charter:	 design	 and	 scale	 the	 agent-powered	 go-to-market
infrastructure	 across	 the	 entire	 marketing	 organization.	 The	 promotion
wasn't	a	reward	for	learning	AI	tools.	It	was	a	recognition	that	Sarah	had
understood,	before	almost	anyone	else	at	her	company,	that	the	PMM's	job
was	 no	 longer	 to	 produce	 deliverables.	 It	 was	 to	 build	 systems	 that
produce	 better	 deliverables,	 faster,	 grounded	 in	 better	 intelligence,
directed	by	better	judgment.

• 	 • 	 •

Sarah's	 story	 is	 composited—drawn	 from	 real	 PMMs	 we	 know,	 real
transformations	 we've	 witnessed,	 compressed	 into	 a	 narrative	 arc	 for
clarity.	 But	 every	 element	 of	 it	 is	 happening	 right	 now,	 in	 2026,	 at
companies	large	and	small.	The	PMMs	who	are	moving	fastest	are	already
operating	 at	 a	 level	 that	 their	 peers	 from	 two	 years	 ago	 wouldn't
recognize.

Figure	1:	The	Org	Design	Shift

So	what	does	the	PMM	look	like	in	2030?	We	think	the	answer	is:	bigger.
Not	 bigger	 in	 headcount—though	 we	 don't	 think	 headcount	 shrinks	 as
much	as	the	doomsayers	predict—but	bigger	in	scope,	bigger	in	strategic
influence,	bigger	in	the	breadth	of	the	business	they	touch.

The	PMM	of	2030	is	part	strategist—making	the	judgment	calls	about
positioning,	 competitive	 response,	 pricing,	 and	 market	 entry	 that
determine	 whether	 a	 product	 wins	 or	 loses.	 Part	 agent	 architect—
designing	 and	maintaining	 the	 AI	 systems	 that	 produce	 the	 intelligence,
the	 content,	 the	 enablement,	 and	 the	 launch	 operations	 that	 used	 to
require	entire	teams.	Part	customer	psychologist—understanding	buyers
at	 a	 depth	 that	 no	 agent	 can	 replicate,	 because	 understanding	 requires



having	been	in	the	room,	read	the	body	language,	and	heard	what	wasn't
said.	 And	 part	 organizational	 politician—navigating	 the	 stakeholders,
building	 the	 coalitions,	 and	 creating	 the	 alignment	 that	 turns	 good
strategy	into	executed	strategy.

That's	a	more	demanding	 job	than	the	PMM	job	of	2023.	 It	requires	a
wider	range	of	skills,	a	higher	level	of	judgment,	and	a	comfort	with	tools
and	 systems	 that	 most	 PMMs	 didn't	 grow	 up	 with.	 But	 it's	 also	 a	 more
rewarding	job—more	creative,	more	strategic,	more	directly	connected	to
business	outcomes.	The	mechanical	work	that	used	to	consume	60%	of	the
week	 is	handled	by	machines,	and	the	human	gets	 to	do	 the	parts	of	 the
job	that	are	actually	interesting.

• 	 • 	 •

Chris	 started	writing	about	data-driven	marketing	 twenty	 years	 ago,	 and
every	book	he's	written	has	been	about	the	same	question:	what	happens
to	 the	people	when	 the	 technology	 changes?	 In	Data	Driven,	 the	 answer
was	 that	 the	people	who	 learned	 to	use	data	platforms	built	careers	 that
lasted	 decades.	 In	 Customer	 Data	 Platforms,	 the	 answer	 was	 that	 the
people	 who	 understood	 identity	 and	 personalization	 became	 the	 most
valuable	members	of	 their	marketing	organizations.	 In	Agent	Driven,	 the
answer	is	that	the	enterprises	that	embrace	agentic	AI	will	outperform	the
ones	that	don't.

And	 in	 this	 book,	 the	 answer	 is	 personal.	 It's	 about	 you.	 Your	 career,
your	skills,	your	daily	workflow,	your	Monday	morning.

The	 agentic	 era	 is	 not	 something	 that's	 happening	 to	 product
marketing.	 It's	 something	 that	 product	 marketers	 get	 to	 shape.	 The
frameworks	in	this	book—the	three	clusters,	the	dual-audience	positioning
model,	 the	 intelligence-layer	 enablement	 approach,	 the	 T-shaped	 PMM—
are	starting	points,	not	endpoints.	They're	based	on	what	we're	seeing	 in
early	2026,	and	the	landscape	will	continue	to	evolve	faster	than	any	book
can	 keep	 pace	 with.	 What	 won't	 change	 is	 the	 fundamental	 dynamic:
machines	are	getting	better	at	execution,	which	means	humans	need	to	get
better	at	 judgment.	The	PMM	who	 invests	 in	both—who	builds	 the	agent
fluency	and	deepens	the	human	skills—is	the	PMM	who	thrives.

We'll	end	with	something	we	believe	 to	be	 true,	even	 though	we	can't
prove	it	yet:	the	best	product	marketers	five	years	from	now	will	be	more
influential,	more	strategic,	and	more	essential	to	their	companies	than	the
best	product	marketers	today.	Not	despite	AI.	Because	of	it.	The	machines
take	the	drudge	work.	The	humans	keep	the	interesting	problems.	And	the
interesting	problems—the	judgment,	the	empathy,	the	narrative	craft,	the
organizational	 navigation—are	 the	 problems	 that	 make	 a	 career	 worth
building.

That's	the	future	of	product	marketing.	Go	build	it.



THE	CMO	PERSPECTIVE

If	 there	 is	one	piece	of	advice	we'd	 leave	with	every	PMM	who	has	read
this	 far,	 it's	 this:	 don't	wait.	Don't	wait	 for	 your	 company	 to	give	 you	AI
tools—get	 them	 yourself.	 Don't	 wait	 for	 someone	 to	 redesign	 your
workflow—redesign	it	yourself.	Don't	wait	for	the	perfect	agent	platform	to
emerge—build	something	imperfect	with	what	exists	today.	Don't	wait	for
permission	 to	 experiment—experiment,	 and	 let	 the	 results	 earn	 you	 the
permission.

The	PMMs	who	 are	 going	 to	 thrive	 in	 the	 agentic	 era	 are	 the	 ones	who
started	before	 they	were	 ready.	They	built	a	 janky	CI	monitoring	system
out	 of	RSS	 feeds	 and	Claude	prompts	 and	 showed	 it	 to	 their	 sales	 team
before	it	was	polished.	They	ran	the	agent	test	on	their	own	product	pages
and	had	the	uncomfortable	realization	that	their	positioning	was	invisible
to	 AI	 buyers.	 They	 stopped	 producing	 static	 battlecards	 and	 started
building	 knowledge	 bases,	 even	 when	 nobody	 asked	 them	 to.	 If	 you're
waiting	 for	 certainty,	 you'll	 wait	 too	 long.	 The	 PMMs	 who	 move	 first—
imperfectly,	 iteratively,	with	 the	willingness	 to	be	wrong	and	adjust—are
the	ones	who	will	define	what	this	discipline	becomes.	Go	build	it.

KEY	TAKEAWAYS

Start	now,	start	imperfect:	the	PMMs	who	experiment	first	are	already
operating	at	a	level	their	peers	are	still	planning	for.

Build	systems,	not	artifacts:	knowledge	bases	over	battlecards,
continuous	intelligence	over	quarterly	reviews.

The	10x	PMM	isn't	working	ten	times	faster—they're	operating	in	a
fundamentally	different	category	of	strategic	impact.

The	discipline	is	being	rewritten.	The	practitioners	who	write	it	will	be
the	ones	who	showed	up	early	and	built.


