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gMm| INSURANCE

My indirect route to product =

Big data Expcc;g?nnce Alignment Execution

B2C new

product Hardware
development

B2B2C tull App & software Big data Customer
stack tech : : Hardware Marty Cagan
products development engineering engagement
B2B risk : : Enterprise Marketing &
management Machine Learning Customer Success software sales Revenue

Large
insurance . . Project .
D ration R lation Math! Compliance

Product Management is
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My current product goals om] insuraNce

Use in and out of vehicle experiences and incentives to eliminate crashes
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Product management frameworks over time DT INSURANCE

Agile Manifesto

Flexibility
Continuous feedback
Speed to market

Google! m iTunes
NS
1995 - 2001

Agility

Design Thinking JTBD

Feature prioritization
Customer delight
Customer lifecycle performance Engagement

DD
e [

2002 - 2010

Customer empathy
Customer motivation

Building the right things:
Understanding true customer needs

e T B3

Value Prop. Canvas

Opportunity Solution Tree Lean Startup

What is our new framework?

Are these here to stay?

Feature prioritization Key metrics
Experimentation
Matching product to needs

Integration of hardware, software, and services
Invisible engagement
Integration of desirable experiences with everyday life

Delivery & discovery
Problems to solutions

DO
nest 5t P aexs

UBER

OO

2011 - 2017 2018 - 2024

Scale: Managing stakeholder and customer
needs, solution complexity, and data

True integrated experiences

Privileged and Confidential. Restricted to Internal Distribution. 4



JM| INSURANCE

Potential drivers of future products =

We love our tech Down & in is Up & out is
products limiting promising
* Top companies in the world + 4.5 hrs/day on phone? * Maps & pods continue in car
+ Subscriptions at $1000/year’ « 52% of teens cutting back?® * LLMinteraction models
* 80%+ software & hardware retention * How many clicks? + Sitting is the new smoking

1Bango & other surveys 2 Harmony Hit & other surveys 3 Pew Research Privileged and Confidential. Restricted to Internal Distribution. 5
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JM| INSURANCE

Potential drivers of future products =

We love our tech Down & in is Up & out is

products limiting promising

v Understand the customer
v/ Hardware they love
v/ Software they love

The future is integrating them all into up & out experiences
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How teams integrate

JM| INSURANCE
A macro perspective
\
 Teams together from the start
HELE » Multi-brand experience chains
UUILU - Org designs
An Unorthodox Guide
{oMaking Things Worth Making
TONY FADELL

T -
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My attempts to integrate it all

Attempt #1 - Expand the team

o 4

INSURANCE

Attempt #2: Align to hardware + expand the frameworks

Collaboration
Development

Junior staff
Hardware disconnected
Re-planning

Product market fit Market validation | Scope 2026 valub Launch effort
PROBLEM DESCRIPTION TARGET MARKET MVP DEVELOPMENT
N « Describe characteristics of the - Mathinputstogettovalue | - Approx sprints by team
Clearly articuate ny i roblem bk ; Fishures ~ Other assumptions » ILoram osin
is significant and worth solving . e men orem ipsum “ Lomgmigstm
____________________ ( HARDWARE CAPABILITI
__________ CUSTOMER INSIGHTS —_————————— N
VALUE PROPOSITION « Data to support that customers FUTURE PHASES TOTAL EXPECTED VALUE
will use this »
Describe how your product + Lorem Ipsiiih + Features Expected value in 2026 is
addresses this problem effectively + Lorem ipsum Sxyz.
and meets the needsofthetarget | __________ | | ____ | cm—m
user
COMPETITIVE INSIGHTS 2026 KEY RESULT OTHER COSTS
« Other companies that offer b - Other costs incurred
such orem Ipsum - Loremipsum
« Lorem ipsum
Go to market LEADING INDICATORS KILL SWITCH RISKS

KNOWN OPERATION EFFORT

+ Tasks such as training, call center
support & dealer engagement
+ Lorem ipsum

+ Expected performance we'll
monitor to ensure success
+ Lorem ipsum

+  Ifthis performance metric
happens, we shut it down
+ Loremipsum

+ Risks to success (owner)
+ Lorem ipsum

+

Aligned outcomes
Better planning

A

High lmpact
Quadrant Quadrant
1 3
Low High
Dimcuh:y< ) Difficulty
Quadrant Quadrant
2 4
Low [mpact

Planning is slower
Hardware is still hard
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The future is up & out I INSURANCE

v Understand the customer
v/ Hardware they love
v Software they love
v/ Keep iterating on practically integrating functions

The future is integrating them all into up & out experiences

Privileged and Confidential. Restricted to Internal Distribution. 10



Thank you.
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