
A Practical Guide To Product Launch Programs 
For The SaaS Business
By Brian Hansford, Heinz Marketing

This Guide focuses exclusively on the process of 
preparing for and executing a product launch. The 
framework described here will help companies prepare 
for and implement successful launch marketing programs 
with measurable goals.

A product launch is a critical milestone for any software 
vendor regardless of size. The time leading up to a 
product launch is some of the most hectic and exciting 
for any company. Even as more companies provide SaaS-
based solutions, fundamental elements can determine 

a successful launch, or a flop. A successful launch targets internal and external audiences 
with compelling messages and a strong value proposition. Each tactical program within 
a launch has its own objective with measurements for success. Throughout this process, 
relationships with customers, influential bloggers, analysts, investors, editors, and 
partners are created and nurtured which help the launch succeed, sustain and grow the 
organization. 

A product launch initiates the process of bringing a solution to the market. The launch 
communicates to the world that your product is important, has compelling advantages, 
provides valuable benefits, is easy to buy, and is better than the competition. Seemingly, 
there are many kinds of launch strategies: 

•	“Rolling	thunder”—longer	duration	strategy
•	Segmentation—Identify	the	key	markets	and	channels	of	distribution	for	each
•	Shorter	duration
•	Complete	solution—launch	a	product	in	line	with	a	partner’s	product	launch
•	Pre-development	launch
•	Re-launch	pre-existing	product—re-invigorate	a	company’s	sales	pipeline
•	Exclusive	“Invitation	Only”

There	is	not	a	single	one-size-fits-all	launch	strategy.	It	depends	on	the	company.	
Whatever the strategy, a successful product launch targets specific markets and audiences 
with programs that use a consistent message and compelling value proposition.

The internal focus of a launch goes beyond an event like a party where the company 
celebrates	the	significant	milestone	of	completing	a	product.	In	order	to	complete	a	
successful launch strategy, a strong, solid team must be set in place. The development 
and test teams perform the final QA processes and respond to feedback from alpha and 
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beta	customers.	The	Product	Manager	(PM)	works	with	the	development	team	to	ensure	the	release	schedules	are	on	
course	while	communicating	status	updates	to	the	organization.	Meanwhile,	the	Product	Marketing	Manager	(PMM)	
is developing the launch marketing strategy and forming the marketing team to support the effort. To ensure full 
participation, the sales department is involved in launch planning and, having completed sales training, anxiously awaits 
the new release. Strategic sales prospects evaluate the beta product in order to help build the sales pipeline. Finally, 
customers, press, analysts, and investors continually ask for release updates, which social media managers and community 
managers can share at the right time to stimulate the excitement of the product launch to come. 

Communication	tools,	social	platforms	and	formal	training	sessions	prepare	the	organization	and	market	community	for	
the product launch. Solution partners should also be prepared in advance of the release. A launch like this requires full 
support and participation from every team member in the organization. Without this support, a product launch will fail.

A strong component of all current product launches includes social media channels to engage influential voices and share 
compelling content related to the launch. Social media helps reach a broad audience with conversations and valuable 
content while enhancing marketing efforts when used properly. Social media channels and listening tools help measure 
the impact of a launch. Also, it potentially serve as a channel to identify sales opportunities. Social media analytics 
platforms help identify buying signals and interpret how messages resonate.

A well planned and executed product launch builds awareness for the company and the product. Each time a prospect or 
customer connects with the company determines how well a brand will evolve. A consistent story across all touch points 
is critical and is especially important during a product launch.

Here are the eight steps to creating your successful product launch program.

Step One: Launch Marketing Objectives And Program Strategy

Keys To Success

•	 Establish	owners	for	the	product	launch	programs	based	on	discipline.
•	 The	Marketing	Executive	supports	the	marketing	programs	with	strategic	leadership,	endorsement,	 

funding and tactical resources.
•	 Start	early—develop	a	comprehensive	strategy	with	supporting	objectives.
•	 Establish	community	influencer	engagement	objectives
•	 Carefully	plan	the	release	schedule	and	marketing	programs	based	on	product	readiness,	competition,	 

and seasonal issues.
•	 Involve	sales	early	in	launch	prep	with	training	and	buy-in	for	marketing	programs.
•	 Common	sense	objective—focus	on	revenue	and	build	the	strategy	accordingly.

A	company	needs	to	identify	the	launch	objectives	and	strategy	first.	In	other	words,	where	does	the	company	want	to	
go	and	how	is	it	going	to	get	there?	The	Product	Marketing	Manager	begins	the	planning	process	by	building	a	launch	
plan that maps the product launch process to the marketing objectives and strategy in order to put the launch plan into 
motion.	Even	a	small-scale	launch	for	a	startup	has	many	moving	parts	that	require	precise	coordination.	Plan	too	late,	
or not at all, and a product launch will fail from poor communication, organization, participation, and missed market 
opportunities. Things will always go wrong but a well-orchestrated launch can account for contingencies.  Without that, 
a business can fail. 

Social media channels are particularly valuable to a successful product launch because they help connect people with each 
other and encourage sharing ideas and feedback. And of course, social media can help promote the launch, as long as 
promotional messages are used with discretion.  A messaging platform and plan increases social media effectiveness. Also, 
a launch plan should determine how social media will be used such as for customer service, to recruit consumers, engage 
with influencers, or to share thought leadership content.

Revenue	is	the	ultimate	goal	for	any	product	launch.	Other	objectives	certainly	may	include	adoption,	growing	market	
share in specific markets and increasing current customer sales. With that said, two companies with the same objectives 
may still have completely different approaches to reaching them. A number of factors need to be considered when 
determining your product launch strategy such as:
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•	 Timing
•	 Funding
•	 Feature	and	functionality	sets

•	 Market	research
•	 Competitive	research
•	 Channel	distribution 

Timing	is	extremely	important.	Being	“first	to	market”	offers	competitive	advantages	in	certain	situations.	A	“best	to	
market”	strategy	offers	other	advantages	by	providing	higher	product	quality.	Seasonal	timing	is	also	important	and	
often	overlooked.	Competitively,	research	can	determine	if	it	makes	sense	to	launch	with	a	competitor	and	risk	lost	
thunder	or	steal	their	thunder.	Market	readiness	and	competitive	situations	help	determine	the	best	strategy	for	a	release	
schedule. 

The	Product	Marketing	Manager	(PMM)	works	with	the	Product	Manager	(PM)	to	identify	key	feature	and	
functionality sets that will ultimately help build the market positions for the marketing programs. Additionally, the 
exercise	of	reviewing	the	product	capabilities	allows	the	PMM	to	assemble	information	sets	that	are	easy	to	consume	by	
internal and external audiences later in the launch process. 

Market	research	included	in	the	product’s	Market	Requirements	Document	(MRD)	is	invaluable	so	the	PM	doesn’t	have	
to	recreate	the	research	done	during	the	development	of	the	product.	Prior	to	the	launch,	follow	up	research	should	be	
conducted to update information on market trends, analyst reports, technology trends, and tie the key feature requirements 
to	those	trends.	Information	on	customers,	partners	and	new	channels	of	distribution	is	compiled	and	analyzed.	

Competitive	research	is	an	ongoing	process	and	especially	important	when	a	company	enters	into	the	preparation	phase.	
It	is	important	to	build	the	most	complete	competitive	analysis	possible	evaluating	your	product’s	strengths,	weaknesses,	
opportunities,	and	threats.	Also,	information	on	competitor’s	organizations,	channels,	sales	teams,	service	reputation,	
annual reports, product capability, and pricing information should be included. Unfortunately many companies choose 
to conduct competitive research with a lack of respect for their competitors, assuming they are weaker and have inferior 
products.	Confidence	is	a	better	attitude	than	arrogance.	Respect	the	competition	while	still	remaining	aware	of	their	
position and learning from them.

A critical component of the launch strategy is determining channels of distribution and 
social	engagement.	Depending	on	the	market,	enterprise	level	organizations,	or	small	and	
medium sized enterprises, different types of distribution channels are needed. Systems 
integrators,	agency	partners,	fulfillment	shops,	consulting	companies,	and	Original	
Equipment	Manufacturer	(OEM)	can	all	fit	into	the	launch	strategy.	What	markets	do	
you	intend	to	sell	to	and	how?	Depending	on	the	size	of	your	customers—enterprise,	
medium,	or	small—they	will	require	different	channels	of	distribution.

Once	you’ve	determined	your	objectives	and	these	important	aspects	relating	to	strategy,	
your advanced product launch preparations will be successful. This planning is important 
for several reasons:

First—the messaging and positioning that create the foundation for a launch can be tested with select customers and 
internal audiences.

Second—advertising and public relations agencies often need to be aware of the product launch scheduling to 
adequately deliver their content materials.

Third—bloggers and press editors often prefer to review products prior to their release and the sooner a product is 
introduced into their editorial schedule and review cycles, the better the chances they will print the review of the product 
at	the	time	of	the	launch.	Pre-release	exposure	to	influencers	should	be	very	focused.	Even	after	a	launch	bloggers,	
editors, and influencers can develop incredibly valuable content.

Fourth—find the influential people in your market. These can be people who are respected in your industry who 
frequently and openly comment on issues in markets where they have a large following. This leads into the social 
engagement	function	of	a	product	launch.	Influencers	can	help	proliferate	a	message	very	broadly	to	their	own	
communities and social media followers.  

Fifth—the entire company needs to internally prepare and mobilize for the new product. Sales and support teams need 
training.	Channel	partners	need	training	as	well.	Finance	and	Sales	need	to	collaborate	to	set	up	the	pricing	and	part	
numbers, while operations teams need to prepare for fulfillment and distribution through web sites and other outlets. 
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Step Two: Pre-Launch Programs And Product Readiness

Keys To Success

•	 First	impression—CRITICAL	step	where	the	public	first	views	the	new	product.
•	 Dual	purpose—use	beta	sites	for	testing	feedback	and	to	carefully	seed	early	sales	prospects.
•	 Turn	beta	sites	into	references,	case	studies,	and	revenue.
•	 Encourage	social	feedback	on	pre-release	experiences.
•	 Present	pre-launch	content	that	stimulates	interest,	sharing,	and	conversations	through	social	media.	
•	 Ensure	responsiveness	to	any	customer	feedback	through	any	channel.
•	 Reward	beta	sites	for	their	participation	beyond	license	discounts—use	incentives!

Common Mistakes

•	 Released	before	its	time—product	released	to	beta	with	obvious	bugs	and	performance	issues.
•	 Recruitment	of	poorly	qualified	beta	sites.
•	 Setting	up	social	channels	but	failing	to	listen	and	engage.

Customers	can	be	an	influential	voice	through	social	channels	and	in	press	releases	and	briefings	at	launch	time.	
Proactively	recruit	sites	with	1:1	outreach	to	invite	their	participation	and	make	it	easy	for	them	to	openly	share	their	
experiences.

Even with a well-designed program, companies can fail miserably with their beta programs simply through poor 
responsiveness to feedback. The quickest way to turn off your early customers is to ignore their comments. The beta 
program	owner	should	manage	all	feedback	and	ensure	timely	responsiveness.	Depending	on	the	feedback	mechanisms	
(e-mail,	web,	or	telephone	support),	it	is	imperative	that	the	internal	team	supporting	the	program	has	advanced	notice	
and training on the new product.

One	of	the	most	important	aspects	of	the	pre-launch	phase	is	identifying	potential	prospects	and	influencers	who	can	
share	news	of	the	update	with	their	followers.	Also,	you	can	identify	which	social	media	channel(s)	will	be	the	most	
effective,	such	as	LinkedIn	Groups,	Twitter	Hashtags,	and	industry	associations.	Your	social	media	ROI	will	increase	
significantly	if	your	social	behavior	mirrors	those	you’re	trying	to	influence,	engage,	and	sell	to.

The pre-launch and beta release phases are significant milestones in the product lifecycle for several reasons but, 
most importantly because this is the state when the public first views the new product. Even in the beta phase, the 
organization needs to put their best foot forward.
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Step Three: Forming The Launch Marketing Team

Keys To Success

•	 Generate	an	executive	sponsor	to	ensure	organizational	support	and	participation.

•	 Build	a	cross-functional	team—a	product	launch	involves	the	entire	organization.		

•	 Ensure	the	cross-functional	team	has	empowerment	and	accountability.

•	 Communicate!	Establish	a	regular	communication	cadence	to	check	in	on	blocking	issues	and	milestones.	
Communication	cadence	can	increase	as	the	launch	data	approaches.

Common Mistakes

•	 Creating	a	marketing	vacuum	with	launch	teams	that	don’t	communicate	or	collaborate	across	departments.
•	 One	person	tries	to	do	it	all.
•	 No	executive	accountability	in	the	product	launch.
•	 Inconsistent	communication	with	the	team.
An	important	cast	of	players	support	and	execute	integrated	product	launch	programs.	Typically,	a	PMM	leads	the	
product	launch	program	and	orchestrates	the	overall	launch	marketing	strategy.	The	PMM	works	closely	with	the	Chief	
Marketing	Officer	and	other	executives,	financial	managers,	and	sales	managers.	An	executive	sponsor	is	important	for	
the	product	launch	program	as	well.	They	provide	the	PMM	and	the	product	launch	with	the	credibility	that	galvanizes	
critical support across departments. Additionally, the marketing department executive usually provides support for 
the launch by managing budgets and tactical resources, as well as securing the integrity of corporate messaging and 
branding.	If	available,	establish	some	enthusiastic,	dedicated,	and	knowledgeable	community	managers.	They	will	build	
an effective communication pattern and design, and execute an engagement plan for internal and external audiences that 
will bring trust, recognition, and preference to the product launch.

Agencies with product launch expertise can provide valuable assistance that help small teams scale efforts. 
A firm that specializes in tactical implementation with programs and product launches are invaluable. For companies 
that cannot afford additional employees, it often makes sense to hire agencies or freelance experts to help develop and 
implement components of the product launch strategy.
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Step Four: Positioning—The Platform For Marketing Programs

Keys To Success

•	 Focus:	Identify	target	markets	and	the	buying	audiences	within	those	markets.
•	 Develop	a	channel	specific	plan.
•	 Establish	the	social	media	sites	to	be	used	for	launch	promotion	with	respect	to	target	market.	
•	 Communicate	the	value	proposition	consistently	across	all	channels
•	 Use	updated	competitive	research.	
•	 Test	the	positioning	and	value	proposition	with	sales,	influential	industry	bloggers,	select	analysts	and	customers.

Common Mistakes

•	 Companies	fail	to	narrow	their	market	focus	trying	to	sell	to	anyone,	anywhere.
•	 Heavy	focus	on	brand	name	versus	brand	promotion.
•	 Too	much	emphasis	on	features	and	pricing.	“Sell	the	hole!	Not	the	drill!”

Success relies on communicating a consistent message and unique competitive position. Effective positioning occupies 
the	valuable	real	estate	of	the	customer’s	mind,	telling	them	how	to	use	the	product	and	why	it	meets	their	needs.	All	
launch marketing programs from product awareness, to lead generation, to sales tools should consistently communicate 
the	same	position,	message,	look,	and	feel.	Look	at	the	features	and	functionality	holistically	to	develop	a	strong	value	
proposition. This is where the earlier review of features and functionality pays dividends.  Statements should then be 
built around the benefits and advantages used in developing a product position.

Without the positioning and messaging platform to guide the programs, customers 
become confused by fragmented messages and credibility is lost. Without positioning 
and market analysis, companies often try to sell a new product to anyone who will 
buy it. Also, the positioning must take into consideration the sales cycle and who the 
decision makers are.

Specific messages should be developed for different audience members in the target 
market.	For	example,	business	decision	makers,	C-level	executives,	IT	managers,	and	
network	administrators	will	all	have	different	triggers.	A	CFO	may	not	care	about	a	new	
web-based	management	interface	like	a	network	administrator.	However,	the	CFO	will	
be	interested	in	how	much	money	he	will	make	or	save	by	using	a	product.	Develop	and	
deliver the message to fit the intended audience.

The positioning platform guides all of the teams to consistently communicate the value of the new product or solutions. 
This helps scale how messages and conversations can start through any channel including social media, trade shows, 
press and analyst briefings, blogging, and sales.

Once	you	have	your	positioning	and	message,	community	and	influencer	outreach	can	help	validate	it.	Review	the	platform	
with	sales	and	select	customers.	Informally	discuss	the	positioning	and	messaging	with	key	analysts	where	relationships	are	
in place. These reviews provide valuable feedback that can be used to fine tune your launch programs. 
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Step Six: Tactical Marketing Plans—Putting The Launch Strategy Into Motion

Keys To Success

•	 Under	commit	and	over	achieve—quality	over	quantity!
•	 Consistently	use	the	positioning	and	messaging	platform	across	all	programs.
•	 Efficiently	test	concepts	and	messages	with	social	influencers	and	targeted	customers.
•	 The	PMM	reviews	and	approves	product	positioning	in	each	tactical	program.
•	 Develop	ROI	metrics	for	each	tactical	plan	as	much	as	possible.
•	 Partner	with	the	sales	teams—support	the	sales	cycle	through	tactical	programs.
•	 Strong	project	management—keep	the	launch	team	and	vendors	on	schedule	and	within	budget.
•	 Communicate	predictably	and	often.	

Common Mistakes

•	 Weak	leadership	and	non-existent	project	management.
•	 Inconsistent	communication	
•	 Weak	teamwork	between	departments.
•	 Inconsistent	messages	across	all	programs	and	customer	touch	points.
•	 Lack	of	targeted	marketing	programs.
•	 Lack	of	results	tracking.

The tactical marketing areas involved in an integrated product launch typically fall into areas that build awareness, drive 
demand, and support the sales cycle. Each tactical owner develops a plan using the product positioning and messaging 
platform to meet the overall goal of the product launch strategy. The marketing executive provides direction and 
budgetary	parameters.	The	PMM	keeps	tactical	owners	on	schedule	with	creating	and	implementing	their	plans.

Step Five: Budget Considerations  
And The Scope Of An Effective Launch Marketing Plan

Keys To Success

•	 Provide	funds	based	on	measuring	results	with	direct	impact	to	business.

Common Mistakes

•	 The	act	of	spending	money	becomes	more	important	than	measuring	results.
•	 Metrics	for	return	on	investment	are	not	developed.

Budgets determine the size of a launch program, but certainly not the quality. Throwing money at poorly planned and 
executed	programs	will	not	generate	measurable	ROI	in	customer	acquisition	and	revenue.	Regardless	of	the	size	of	a	
product launch budget, taking a well-planned and targeted approach to marketing programs better leverages resources 
and budgets. 

Based on the objectives, certain launch programs may have a priority over others. Targeting markets with a sniper 
approach, versus a dragnet approach will ultimately provide a better return on investment. A targeted market helps 
maximize budgets and focuses efforts leading to a great chance of success for the product launch.

Ultimately, the objectives are to help generate revenue, build market share, acquire new customers, and retain the ones you 
have, all while building brand equity. Spending money simply for the sake of spending neglects the need to measure results. 
Target	the	product	launch	programs	to	the	right	market	with	measurable	goals	that	demonstrate	ROI.
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Members	of	the	sales	team	should	be	involved	with	providing	feedback	and	review	for	the	launch	programs.	Without	this	
involvement,	the	sales	team	may	not	support	the	launch	program—intentionally	or	unintentionally—because	programs	
miss the mark and do not support each phase of the sales cycle. Sales cycle mapping helps product managers understand 
how prospects evaluate products. Understanding the sales cycle helps the marketing department build better programs by 
providing the tools necessary to move prospects through each phase of the cycle.

Awareness Programs

Press, Analyst And Investor Relations Plan: The public relations plan may not have concrete metrics for measuring 
impact	to	revenue.	However,	a	well-executed	PR	plan	can	provide	invaluable	coverage	to	support	a	product	launch— 
any	positive	review	is	free	advertising	with	a	credible	voice!

A	public	relations	plan	should	include	the	tools	necessary	to	help	spokespeople	discuss	the	product.	It	should	also	
help	the	press	and	analysts	understand	what’s	new,	as	well	as	why	it’s	important	and	newsworthy.	It	should	include	
developing	a	well	written	reviewer’s	guide	and	media	kit	that	helps	press	editors	and	analysts	identify	key	message	points	
and provide verbatim quote opportunities.

Additional	tools	and	preparation	can	help	elevate	the	effectiveness	of	PR	and	AR	briefings.	The	PMM	should	team	
with	the	PR	manager	to	create	a	briefing	outline	and	short	presentation	that	discusses	key	points	in	an	efficient	manner.	
Practice	sessions	are	very	important.	Media	and	presentation	skills	are	valuable	for	anyone	conducting	press	and	analyst	
briefings.	If	your	company	is	publicly	traded	or	seeking	investors,	make	sure	the	spokespeople	understand	the	laws	and	
company policies on what can and cannot be discussed.

The	PR	process	should	not	end	with	the	initial	reviews	from	the	product	launch	as	
published	reviews	have	a	limited	shelf	life.	Public	relations	managers	and	product	
marketing managers should continually look for new angles and opportunities 
to	promote	products.	PR	agencies	can	provide	important	services	to	find	and	
promote these angles, such as calling press editors and analysts to schedule 
briefings.

Advertising Plan:	Different	advertising	programs	are	appropriate	depending	
on	your	company’s	market	leadership,	brand	awareness,	and	the	relative	state	of	
product	commoditization.	If	the	product	and	product	category	is	mature,	then	
advertising programs may not be as necessary. But, if a product is new or lags 

behind a dominant market leader, then aggressive advertising and awareness programs are often valuable. Well-executed 
awareness programs have a positive impact on demand generation programs like direct marketing.

Internally	reviewing	concepts	works	fine	to	a	point,	but	you	should	also	test	advertising	concepts	with	key	customers.	
Reviewing	concepts	with	a	random	focus	group	from	the	sales	team	is	important	as	well.	But,	do	not	rely	only	on	
internal audiences for their feedback. Talk directly with your customers. Especially with business-to-business software, 
your employees most likely will not be buying your product. Talk to the people who pay your bills.

Packaging Plan:	Packaging	design	strategies	vary	widely.	They	take	into	account	branding,	design,	distribution	needs,	
messaging,	materials,	and	production	requirements.	Consumer	products	have	different	requirements	than	business	
products	targeted	to	Fortune	500	companies.	Consistently	use	the	company	and	product	brand,	marks,	and	tag	lines.

Social Media Plan:	Once	it	is	time	to	execute	your	product	via	social	media,	you	might	need	to	find	and	rely	on	a	set	
of tools that will help you execute faster, more efficiently, and more consistently to achieve results. Some great tools for 
helping	sales	professionals	and	organizations	(big	and	small)	accelerate	customer	engagement	and	lead	generation	are:	
HootSuite,	TwitHawk,	TweetAdder,	Dlvr.It,	UnTweeps,	Email	Alerts,	and	Morning	Coffee	to	name	a	few.	Each	of	
these social media outlets can help control your social media influence. They are great utilities that will definitely help 
your product launch remain focused and current to reach its desired results.

Your	social	media	plan	needs	to	include	steps	for	before,	during,	and	after	the	pre-launch.	A	step-by-step	implementation	
process	given	to	all	departments	is	crucial.	A	product	launch	only	succeeds	with	full	participation	and	cooperation.	It	
also looks bad for your product launch if an outsider asks someone in Sales about the pre-launch social media marketing 
and they cannot assist them.

For any product launch, revenue is always the ultimate goal. Social media is effective because it does not require an 
elaborate	financial	plan	while	reaching	out	to	a	multitude	of	consumers.	If	you	have	social	media	managers	then	they	can	
build and execute the campaign plan. However, if you do not have anyone to fill the role of social media manager, that is 
not a problem as this is more of a process than a problem of bandwidth. Four easy steps to remember are:
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1. Read and Filter—scan news articles, tweets from your Twitter followers, Facebook updates, etc. and see which ones 
you want to respond to, engage and possibly republish.

2. Publish/Republish—publish new, original content onto your blog, post third-party articles into your chosen social 
media	outlet(s),	and	aggregate	this	content	into	“Best	of”	formats	about	1–2	times	weekly.

3. Syndicate—distribute	original	content	via	syndication	services	such	as	StumbleUpon,	Digg,	Tumblr,	or	Del.icio.us.

4. Engage—identify original content from above that needs a response or engagement from your company or individuals 
therein.	Monitor	for	“responses	to	responses.”

These steps can also be easily controlled using the social media tools mentioned above. 

Using Marketing Automation And CRM To Drive Demand

Outbound Marketing Plan: Outbound	marketing	programs	get	a	bad	rep	now,	but	are	critical	for	a	marketing	strategy	
to	build	awareness	and	create	a	demand	pipeline.	Outbound	marketing	for	a	launch	should	target	the	right	audience	
with the right information and a compelling offer that garners a response.

Continuing	with	the	theme	of	measuring	results,	response	rates	and	lead	progressions	through	the	sales	cycle	can	be	
tracked	in	a	database	marketing	automation	platform	and	CRM	system.	This	results	in	the	direct	marketing	manager	
having	the	metrics	to	measure	and	track	response	rates	throughout	the	sales	cycle.	Marketing	automation	and	CRM	
usage	provides	indicators	on	how	well	leads	are	being	followed	up	on	by	the	sales	organization.	If	too	many	leads	are	
generated	and	not	all	can	be	contacted,	customer	service	and	sales	performance	issues	can	emerge.	If	lead	quality	is	
poor, determine why and make course adjustments as needed. Even more importantly, the technology can measure how 
receptive the audience is to the launch. What content is most interesting? How are the subscriptions and signups?

An	often	overlooked	and	poorly	managed	component	of	direct	marketing	is	telemarketing.	Response	rates	always	
improve with measured and consistent telemarketing follow up on direct mail programs. Focusing on targeted lists 
help build the quality of response rates even more. Whether telemarketing is insourced or outsourced, it is a valuable 
component to any direct marketing program.

Field Marketing Plan: Field marketing and trade show programs provide unique platforms for building local 
relationships, capturing leads, and generating buzz and awareness of your product. Because you want measurable results, 
often the best approach is using shows or programs that target a specific market. For example, a security software vendor 
may have better success targeting healthcare shows versus general technology shows.

Sometimes a tradeshow is an appropriate time for the launch event for a new product. They often have large numbers of 
press	and	analyst	representatives.	Properly	trained	company	representatives	and	product	managers	should	be	prepared	for	
impromptu	visits	by	an	industry	analyst	or	press	editor	to	discuss	the	new	product.	Capitalize	on	opportunities	to	meet	
multiple editors and analysts over the course of an event. This saves travel time, stress, and expenses for doing a full press 
and analyst tour, helping to maximize budget dollars.

Local	field	marketing	programs	are	often	effective	in	targeting	a	local	market.	In	order	to	run	an	effective	field	marketing	
program and reach the right audience, provide compelling content while avoiding hard sell sales pitches. For example, 
hiring a recognized thought leader to objectively speak to local prospects on a subject related to the product can be a 
strong	draw.	Local	programs	also	provide	opportunities	for	the	marketing	department	to	team	with	sales	representatives.

Tradeshow and other field marketing leads should be entered into a customer database with event codes, then tracked as 
they progress through the qualification and sales cycle. These metrics will help with event planning the following year.

Field marketing efforts can be enhanced through marketing automation programs and social selling.

Alliance Marketing Plan: Alliances provide an opportunity to join forces and jointly promote complementary solutions 
through collaborative press releases, direct marketing, trade shows, and advertising programs. Alliance marketing 
provides partners with unique opportunities to market to new customers through established channels.

The	PMM	should	review	the	concepts	and	content	for	all	product	launch	programs	prior	to	their	release.	Reviews	and	
approval should be scheduled into the planning cycle.



Content Marketing Enablement Programs

Content Marketing—Attract, Acquire, And Engage: Develop	and	publish	the	content	your	audience	wants	and	needs	
to	help	them	learn	about	and	evaluate	the	new	solution.	Content	marketing	is	the	most	overlooked	component	of	any	
product	launch.	Content	marketing	goes	hand	in	hand	with	social	media	marketing	in	today’s	world.	Fresh	content	is	
multiple forms such as: 
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•	 Blogs
•	 Social	media	engagement
•	 Websites
•	 Videos

•	 Webinars
•	 PR
•	 Industry	groups
•	 Events	

These	can	all	help	your	audience	learn	more	about	who	you	are	and	what	makes	you	special.	Content	marketing	isn’t	
about	brochure	ware!	Sales	representatives	do	the	selling.	Content	supports	their	efforts.	It’s	important	to	keep	these	
tools in perspective and develop them appropriately.

The	PMM	commonly	develops	the	marketing	copy	that	support	the	positioning	framework.	However,	the	beauty	of	a	
content marketing strategy is how the entire organization can mobilize to develop and deliver messages through many 
different	channels.	Relying	on	a	single	person	to	deliver	all	of	the	messages	isn’t	practical.			

An important aspect of content marketing is being able to respond to change while still maintaining your end goals. Know 
your	objectives,	but	develop	shorter	“sprints”	to	satisfy	the	audience’s	wants	and	needs.	Customize	and	personalize	the	
interactions you have with prospects. Go beyond selling and make their interaction an experience they will enjoy. Utilize 
testing as the market changes and grows. Just because something worked really well last time that does not mean that it will 
succeed this time. And remember, these are only hurdles you need to overcome to get the end result.

Think	of	it	as	a	book.	It	is	a	story	with	a	beginning,	middle	and	end.	A	saying	that	people	constantly	repeat	is	“Do	not	
judge	a	book	by	its	cover.”	That	saying	applies	to	content	marketing	within	your	product	launch.	The	product	launch	is	
about	the	product	rather	than	the	logo	of	your	company.	You	want	to	tell	a	story	to	your	audience,	specifically	a	story	
that they want to hear.

Companies	can	reap	the	rewards	of	effective	beta	programs	by	using	them	to	develop	case	studies,	which	are	invaluable	
when	supporting	a	product	launch.	Beta	sites	who	agree	to	being	profiled	in	case	studies,	press	releases,	or	(positive)	
press	interviews	are	very	important.	Customer	advocates	who	speak	positively	provide	credibility	that	money	can’t	buy.	It	
is	human	nature	for	others	to	listen	to	positive	and	negative	reviews	about	products.	If	you	can	provide	the	public	with	
great reviews about your product from beta sites, then you can automatically increase the reputation of your product 
through the powerful content marketing that you have upheld. This gives your product that much more of an advantage 
before	it	has	even	launched!

After	the	launch,	continue	building	CRM	with	content	marketing.	If	you	give	your	consumer	what	they	want,	they	will	
naturally come back for more. Keep up that mentality. When launched successfully, your company will continue to grow and 
therefore	you	will	undergo	another,	new	product	launch.	You	can	already	guarantee	followers	and	consumers	for	the	new	
product from the previous product launch if you can keep their interest using post-launch content marketing strategies.
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Keys To Success

•	 Provide	solution	based	training	with	competitive	analysis	and	role	playing	exercises.
•	 Develop	messaging	suggestions	for	sales	to	use	in	different	channels	and	scenarios.	These	are	not	scripts!		
•	 Systems	engineers	should	learn	and	practice	new	product	demonstrations.
•	 Provide	buying	tools	to	help	prospects	and	customers	evaluate	the	product	and	justify	a	purchase.
•	 Avoid	contention	and	isolation—partner	with	the	sales	team	to	qualify	needs	to	develop	new	tools.

Common Mistakes

•	 No	communication	or	training	programs.
•	 Training	consists	only	of	feature	functionality	slide	presentations.
•	 Sales	managers	view	new	product	training	as	a	waste	of	time.
•	 Marketing	vacuum—training	developed	without	collaborating	with	Sales.

The most important training strategy is teaching sales representatives how to sell the product in a manner that makes it 
easier for customers to purchase it. These programs should not be developed in the vacuum of a marketing department. 
Don’t	develop	scripts!	Natural	conversations	aren’t	scripted.	Focus	on	messaging	suggestions	that	sales	can	use	in	email,	
social	media,	voicemail,	and	tradeshow	events.	Internal	focus	groups	and	sales	managers	should	provide	some	review	
and	feedback	prior	to	initiating	the	training	program.	Notice	how	this	strategy	does	not	provide	sales	technique	training,	
which focuses on making products easier to sell. Sales-technique training is the responsibility of the sales managers and 
helps	representatives	understand	general	sales	methodologies.	Product	launch	sales	training	helps	the	sales	team	use	their	
sales techniques to make the products easier for customers to buy. 

Avoid relying entirely on the disengaged drone of feature-functionality slide presentations. Effective new product training 
involves	competitive	analysis	and	describing	how	the	product	solves	specific	problems.	Develop	sales	scenario	and	role	play	
exercises to help sales representatives prepare for sales calls. Technical members of the sales team, such as systems engineers, 
should participate in these exercises as well. 

A	maturing	trend	for	software	vendors	is	demonstrating	to	the	customer	a	product’s	value	and	impact	to	business	
through	the	use	of	web-based	ROI	tools.	Such	tools	are	an	important	differentiator	and	can	be	used	multiple	ways	
throughout	the	sales	cycle.	Companies	that	use	tools	such	as	web-based	ROI	models	will	have	a	distinct	advantage	over	
their competitors that rely merely on data sheets and slide presentations.

Enforce	the	messaging	and	positioning	in	the	training	and	ensure	that	messages	don’t	become	diluted	by	rogue	agents.	
A standard corporate product presentation should be developed that offers the flexibility for customization for specific 
prospects. However, customization does not mean field representatives can recreate product messaging and positioning. 
This may seem like common sense, but everyday sales representatives under the extreme pressure of meeting aggressive 
sales quotas often re-create presentations, write their own data sheets, and create other communications tools. Work 
with the sales representatives up front to qualify their needs and collaborate to develop the tools that will help them 
communicate	with	customers	to	justify	a	purchase.	The	PMM	should	also	provide	channel	partners	with	new	product	
training, buying tools, social media engagement suggestions, and information on how the new product will help them 
with their business- beyond low-margin product fulfillment. 

Additionally, channel partners should receive the product before general market release so that they can knowledgably 
service	customers	and	prospects.	Customer	support	organizations	also	need	pre-release	hands-on	product	training	
to	support	technical	issues	and	prepare	for	potential	known	issues.	The	PMM	develops	and	implements	the	sales	and	
channel strategy into their product launch plan.

Step Seven: Sales Enablement



Summary

For start-up and rapidly growing companies, product launch execution can be very unpredictable. A successfully 
executed product launch provides an opportunity for success and the next phase of growth. 

An effective product launch relies on the support of the entire organization and a well-executed plan with measurable 
goals. Beginning with the messaging and positioning platform, integrated launch marketing programs should effectively 
communicate	new	product	advantage,	value,	and	benefits	to	a	focused	market.	Consistent	positioning	and	messaging	
across all launch marketing programs and sales tools ensure greater levels of launch marketing success.

Tactical plans for building awareness, driving demand, and supporting sales efforts are needed. These programs are built 
on demand generation marketing, public and analyst relations, social media and community marketing, field marketing, 
advertising, and channel and partner marketing. An integrated launch program can take several forms and target 
different markets and audiences. 

A well-prepared sales force, systems engineers, technical support representatives, and 
channel partner network are all crucial. The sales team should be involved with the process 
and provide some feedback on the launch marketing programs. Effective sales training 
should cover how to position the new product as a solution to a problem and how to help 
the customer justify a purchasing decision. Systems engineers need practice on presenting 
and demonstrating the new product. Technical support teams must be prepared in 
advance	of	the	new	release.	Competitive	positioning	is	used	in	all	communications	
tools. Build relationships and support partnering efforts by working sales to qualify and 
understand their needs for communicating tools.
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Step Eight: Post Launch—Track Program Results To Measure ROI

Keys To Success

•	 Establish	the	metrics	for	success	with	launch	objectives	BEFORE	the	launch.

•	 Conduct	regular	post-launch	review	meetings.

•	 Track	and	regularly	communicate	results	to	management	and	the	company.

•	 Accountability—partner	with	Sales	and	Channel	to	follow	up	and	track	leads.

•	 Continue	to	update	and	promote	product	through	social	media	after	launch.	

Common Mistakes

•	 No	goals	or	metrics	defined	before	the	launch,	or	agreed	to	by	executives.
•	 A	product	launch	is	viewed	as	an	event	versus	a	process.
•	 Failure	to	continue	promoting	product	through	social	media.

Each	and	every	launch	marketing	program	should	produce	metrics	to	provide	a	measure	of	success.	Marketing	programs	
can no longer rely solely on soft or subjective measurements, such as brand awareness or market share. The ultimate goal 
for	a	product	launch	is	revenue	generation.	Metrics	for	ROI	provide	measurements	that	identify	successful	programs	
and others that need adjustment or elimination. They can also highlight broken processes outside of marketing, such as 
unprepared Sales teams and unsuccessful direct marketing programs.
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In	forming	relationships,	utilize	social	media	marketing	to	increase	the	content	marketing	your	company	can	provide	to	
the	consumers.	Incorporate	pre-launch	and	post-launch	strategies	to	the	actual	product	launch	to	grow	awareness	on	
your product. Social media is a very large platform to build relationships, increase loyalty retention, expand growth, and 
integrate	the	consumer’s	wants	and	needs.	A	successful	product	launch	now	must	incorporate	social	media	for	success.

Finally, create strong objectives with measurable goals. These goals should tie directly to concrete measurements such as 
demand	generation	and	revenue.	It	is	then	easier	to	measure	the	impact	to	the	organization	and	return	on	investment	of	
tactical programs.

Now	that	you	have	read	this	white	paper,	you	are	prepared	to…

READY,	SET,	LAUNCH!


