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PoweringMomentous Market Launches
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What if | toldyou | could launch a product or company and nedd a press release @n evenf?
Thatg S QR 3 Shiisinés$esults3iby usingtraditional launch tacticsPleresy you shout!

Traditional unchesactasbig corporate Lighting Bo# the big Ta Daregardless of resultsWe plan

big events, create loads of new sales tools and collatptatethose all important ad campaigns.l A

the while keepingeverything in hushK dzi K 8 SONB 0& Wi AWeevartkeep thdadthii KS 0 A 3
detailssecret fromour sales teamsnot to mention all but our most select customensd partners

¢tKSYy 02YSa (®uSressrklehasedite the wiré, @edhold sme big chest thumping even

andthen start selling our hearts out, having trained the sales force the day or week bé&foeenext
day(orweek)g S 32 ol O1 (2 o0dzAAySaa | & dzadz f o 9EKLI dza G S
look at all the attendes at the launch, that great RRverage the acclaims from near and far.

Then reality strikesRevenuesre slower ramping than we expecteithe sales force cries for qualified

leadsc and theexcitement of thelaunch day fades to a distant memorye shake our heads and
G2YyRSNI gK& 6S I NByQi adz00SaafdzZ o

After all ¢ the launch was a big succedBut was it? Research states thainly 38% of companies rank

their launches as highly successful

The concept of launches as a single point in time, a staylea single evensias antiquated as that

analog elevisionantenna | A G | YAy dziSz: GKSNBE IINB adAtt az2vs 2
[ AAKGYAYy3I . 2t0 fIdzyOKSa KI LISy ff G§KS GAYS:E S@S
momentum aroundyour company or offering. That patbt-numbers approach is known and

comfortable, there are boxes to check and deliverables to create in the same repetitious patterns. And
AlQa GKS gle SPSNeR2yS StasS R2Sa Ad3X NAIKGK

Not if you want to create nementum. If you want momentum, you have to let the Thunder RolQ @ S

successfullysed Rolling Thunddor over a decadeow. When we really get the thundeolling, we
create excitement, build momentupand power revenus ahead of the announcement!

This eBoolshares the process and logic behind Rolling Thuradeng with some practical examples of
each step along the way. | hope you find value for yourself and your company.

* Businesgo-Business Launch Survey Executive Summary, Schneider Associates,oC&ugnéss Innovation, Babson College, 2007)
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The Lightning Bolt Gives Way to Rolling Thunder

Today's successful laurehare not about one bigamg event or day or week(i K I | LILINR I OK R?2
work anymoreg not if you want long lasting attention andigport. Not if you want to be credible.

Successful launchdsveragea series of interactionglayingthe foundations for market success before
0KS WI yy2dzy OS Y Gfeat@unShasSoilchéntentllmSwérdinheto propel a product or
company into the marketfar above the noisand with sustainable credibilityRolling Thunder
launchesncrease in poweover time justas a single raindrop becomes a downpour

Why Rolling Thunde?

Everything changedi-rom the way our audiences gather information to the way they select their
trusted vendorsTraditional launch approaches need to change as well, in response to the interactions
YR Ff2¢6a 2F (2RIFI&Qa YIN]JSliod 2 KeK

A The noise is overivelming One bigbang jus R 2 S & y Q a@bové thé cyoRd Exaivinultiple
aK20da 62y Qi NRAS | 02 @itethdukadds Offressieedddm daytihe G g KSy & S
majority still thumpingaway atour own chestswith little or no evidence to suppoxur claims.

f Social nedia changed everything S O y Qi O2y GNPt ¢KI G LIS2LX S al e
services anymoreCustomer® LINP & LJISOGaz Fylfeadax LINBaax O2 YL
clothingOlF'y OKIF &G FélF@& |yR RAaOdzaia | vy eifyéuknddhoiwvipR S 3 S N
use those networks for launches in a new and innovative wagingle Lightning Bolt simply will
not power a social media (or press) uptakeollingThunderis the solution

1 More than ever, credibility natters. Few of usbelievevendor claimsinymore. Evidence from'®
parties, quantitative data and haisdn experience is the bestay togaincredibility today. Rolling
Thunder launches are designed specifically to create, document and diggiaychevidence in
compelling stoies that power momentung before, during andeyond the announcement.
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What is Rolling Thundér

Whenwe use a Rolling Thunder approaefe build momentum across the market. &\¢reate buzz and
excitement that gets our audience wondering 'what's comitWe gather supporting evidence before
we publicly announcestrengthenng our sales and marketing effortd/e also work the 'kinks' out of
our product, services, sales and marketing before we step into the limeligiduldn't launch any
otherway, andyodt K2 dzf Ry Qi S A i KS NI

Rolling Thundeapproaches work for startups and initial market launches, for mature companies with
product updates and new products, for turnarounds andaenches of a company and/or new
products. The concepts can be applied to viltypany launch scenario.

The The Electricity Momentum Thunder New
Gathering Whisper In the Air Swells Rolls Horizons

Keep the
Thunder
Early Target Tell Rolling
Close/ Customers the World
Market Friendly

Testing Customers Leveraged Nurturing
Partners Share

Success News

Positioning
Story

Private Beta Evidence: Social Chats
Exclusive Partner Trusted kil

Media Partners Articles
d Analysts
Trusted an Media Acclaim

Friends Friends Social Media

Go-to-
Market

Planning Demos

Customer
Success

Partner
Success

| SNBQ& |y SEI YLX S 2 Fcata venghigh lavglMultigleptiagadsild G A YSt Ay S
momentum toward the ultimate announcemenqtand beyond. Note that poifi KSNBE Q& Y2 NB g2
be done after the launch, always. K 4 Sa @I NBE o6l &SR 2y GKS &aLISOATAC
more important to build the results from each phase than to follow the exact phases.

@]
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TheGathering

There arghree key aspectat this stagedefining daunchSWAT teamcreatingthe Rolling Thunder
plananddefiningyour positioning storyL. QY O 2 @ S NJand Blanliefe &for pd3itioling
strategies read mgBookL 1 Q& b2 G | 6 2 dzi 2dz | YEY2NBS> t2aA0GA2YAY

Your launch ®/ATteam. Launches are a highly focused effort that can make or break an organization.

So the first thing we identify is a launch SWAT tegarspecific set of folks who will be the core of the

launch activities. Many companies look at launches as an overlay nti@ing job responsibilities of

their resources You can work that way, but you will not be as successful. If you want your launch to

sizzleg dedicate the resources it needs at the core, then draw in additional resources as you move

through the phases. iBtracting folks from their dayo-day jobs to work on the launch part timehen
GKSNBQa SEMNI (KISYRARRIRT RSIHGK G2 | &4dz00S&aaFdz® f
AGQa AYLERNIIYyG Sy2dzaK G2 NBaz2dzNOSH

ThelaunchSWAT team should include members from your marketing, sales, service and product

teams as well as an executive leader, usually the head of marketirspme cases (a turnaround for

example) | recommend the CEO act as leadetdarlydemonstrate the inportance of the launch |

also usually add a customer and partner for messaging testingfdniN OG A OSQ &l f S& OI f f

Rolling Thunder PlanThe goal is to create an actionable strategy for collecting the evidence and
supportneededto gain credibility ahed of, during and after the announcemerithe plan follows the
YSGK2R2t 238 ¢6SQff RAaOdzaa GKNRdAzAK2dzi GKA& S. 221 @
ThundedaunchL Q@S SESOdzi SR KIFa OKIy3ISR | f2yJonlykndw 61 &
opportunities emerge, doors close, stories need to change. So plan for everything to change, and be

ready to respond constantly to improve and augment the original plan.

To create agreat plan paint the picture ofyour IDEALultimate succesg; including evidence,
supporting quotesheadlinescustomer exampleg and then pan backwards to get just that result.
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TheWhisper

LT @2dz 6l yd (2 RNI ¢ -speakzaadtyicdSA Fy G i i Sy dir2yAS
FOGSydA2yciih@ay Qiiz2 Ti@k eiBigdasdost in the noise, but if you whisper, people
get quiet to listen.

So whisper.PFick a few highly déned customers, partners, andusted mediaShare your news, ask for

their feedback and support. Get them involvéet them knowthafit KS& ' NBX Y2y 3 | WalLl

Why whisper?

Humans are curious. We like to know secrets, to be in a special, trusted¥evalso have a tendency
to want othersto know that weknow thosesecrets that weare special. We leverage tfat piece of
human nature to get a buzz goingou simply have to be picky when you select ywauty audience.
Oneword of caution- make sure you have your ducks in a row before you whisper. Whisgrexing
wrongor poorly craftedstories will kilyour momentum before yaostart.

Here are some examples dibw to whisper.

A Market testing: Once you craft a story, share it with your most trusted customers and partners. |
also test with ariendly analyst oindustryexpert Whisper your story and thesit backand listen
Use the feedback to learnd tune Also,including abit of & 2 Y S 2fge8b@ck in your story
usuallybuys their support in the futureSo do just that!

A Whisper suites:One of thebest timesto whisper is durin@ publicevent. Set up a privateenue
and be very selective about who you invite. Friends of the family, people you can trust, people who
will speak for you. Brief them and gather feedback. Ask thenmtmotention your product

specifically. For early press andadystsc3SG 'y b5! @ CKSe gAft araday Iy

the right folks. But the noise willbeggl & (G KS@& YSydAzy GKI G wOo22t GKA

showing.That thingd K I 4 Q& &K &®2 2313y idzii F € 1 Fo62dzi FyR 20KSN
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Electricity is in the Air
By now, your psitioningstory andmatrixisset, 2 dzQf f aAGAff o6S GéSIF{1Ay3a AG |
feedbackput major pivot pointsshoul be singing stronglylf not, regroup and start over.)

LiQa A Y Sxpanglyouwr &dlehoé pickiig up moreevidencefodder from your encounters
Now is when the buzz beginshen the electricity starts to fill the airwave8egin storytellingvith
small selecsubsets of youkey marketplayers Targets include:

Qustomers Be pickySelect customers who are friends, who will support you for the announcement,

who will give frank feedback and not share with the competition. Make sure these customers are the
WR2YAY2SaQ F2NJ &2dzNJ a4l £ Sa STT2NIiaswMSTheghdayisto (G K S A N.
get early adopter sale& installations (if needed). These ateetbestS A RSy OS 2 F @2 dzNJ a2 f
viability.

Partners Beevenmore picky Only share your story with trusted partners, and few of them. Pick the

partners who have skin in the garfa your joint successvho will be leades in selling or referring

you and youssolution in the market. The gos to acquire a few (maybe only onggrtners who will

stand by you at the announcement and beyond. If you can, pick the best igdlaks: G Q& 2 LJG A Y dzY
Everyone will follow them. If not, pick partners with digility and market presence. A flock of

unknown partned R2 Say Qi lheRri can didtraciifrorg ybur gidrQuality over quantity!

Social media Tread cautiously but do take the first stddentify a few bloggersrcsocial media gurus

in your industry who can benefit from having the lead on your new endeavor. Pick thoam Kar

their integrity, and start to develop a relationship with them. Give theader for themedpoststhat

gAtf KSELI GKSY FLIISENI IFa @GAaA2YFNASAE SYONI OS @K

Sales and internal player& 2 y Q( T 2 tNé#t Buyrin éagly atl ®ften

Friends and family Your corporate friends and famityfrom your Board of Directors to your HR
consultants to marketing support firms can all help get buzz going as well. Give them brief snippets of
gKIGQa § 3outdBitesSo useyinRhz own encounters.
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L Gaf3a time to beginsetting the stage.As with any good story, your audience needs to understand
gKe gKIF(G 22dzONB St f A I théykid card NdwYslibe tiieseyup (2 G KS
your offeringg without evermentioning it!

1 Helpyour audience to share your vision for their futurea vision that just happens to map
nicely to your offering. Bcuss your market, the challenges you see for your audience, your
vision andwhat you see as théogial solutions to pending issuefiscuss your view on
solutions at a broad leveBe generic, not specific. Justke sure thevisionyou paintdefines
your product¢ which means you had better be correct about your assumptions, gomduct
definition and your vision. Whatever you day 8lOT discuss your product. Think of this phase
a GoNRGAY 3T (GKS wiredisioh & dohedcarezily, WedzRuashgudce Q &
your new offeringgitwill F A G NRIKG Ay (2 serigidobtideforttesiOs Qa A S«
voila,revenues will flow.

1 Now is the time to become a recognizexkpert, to share youknowledge andision to show
your audience that you are credible andowedgeable about your markethat you
understandyour customer§rhallenges, opportunities and real world experiences.

1 Athemed approach works well when creating expertisBelect themes that allow you to
discuss issues, chenges, market trends, custner experiences and more. Make sure the
GKSYSa O2@0SNJ 12LIA0A GKFG FNB 2F AydSNBad G2 @
YEN]L SG I INBFG GKSYS g2dzZ R 0 Smaichydus healtBcaré S & dzNB
YSSRa ¢
Once you create yauthemes,develop content to flesh out your viewsThen communicate
these themesn articles, newsletters, interviews, speaking engagements, webinars and. more
Use them consistently and stay focused for optimum impact.
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Momentum Swells

Soc 4 S Qgfftened the market, we have customers and prospects and luminaries lined up and ready
G2 &adzlild2 NI 2 dzNJ | y vy 2 dzy Otherchafide teaccelkrate youtandmenkutn. 2 dzi = y 2

How? Letmore of the world in on the secret ahead gfour publicannouncement Not somanyas

to endanger pressoverage on the big dayustenough to let your key audience targetyourlead

dominoes- feel special and involved. Pick your leads based on market presence, industry leadership,

power of influence andNA SY Rf AySda G266 NR @2dzNJ o0dzaAySaad 52y Q
oneof yournexttargets i KA & Aay Qi lFoz2dzi aStfAy3a ¢EéwnOdza il 2 YSNI
power you already havel YR G KIF 0 Qa dzadz- ff& Ay @2dzNJ Odzai2YSNJI o6l

| S NB @@mple yf how to swell theolume. A few weeks (2 depending on your situation) ahead
of your announcement:

A Brief your top customers Probably that top 10%. Schedulel:1 meetingswith the salesrepsand
have a member of yodaunchSWAT team do the briefing. You kill two birds at the same gme
reps get orthe-job training and you gather more customer momentum.
A Brief your partners and channeldhe broader partners who can help you spread the word.
A Brief analysts andop social blggers Be sure they will respect your announcemetite before
they sharespecificsd dzi £ SG GKSY GgNRGS I 02 dzi atérbnibtbdal O2 YA y 3
YR daL (1y2¢ a2YSOGKAYy3I @2 dndRelsteibizz {t SGSt @ LG ONZX
A Be a TeaseAlertyour customers and prospecisid potential partner@ ¥ | & LISOALF f (KA Y:
coming. One liner questionsr compelling statementaork greatc on your website, in your social
media, in newsletters or otherudbound communications
A Brief a key businespublication or two. Timethe publicationto break the day of the
announcement. Nothing like the WSJ singing your tune theyday song hits the air.

A Step up aticle placements In local, online andiewsarenas. BLAST the volume
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And the Thunder Rolls

. & Yy 2 g3 folowed alxhizS&tehSto creamomentumo YR &2 dzQ@S RSt AGSNBR 2
your launch successa fait acconpli. The marketshould be buzzing, waitingith baited breath for
gKIFIGQa G2 O02YSo

As | said ithe openingg you could keep going without a press release, simply by expanding your
communications tonclude your entire audiencegVerage social media and keep going.

Butsince everyone wants thairess releaséo point toward,go ahead and drop it. &f the press
OKSeQfft gyl (GK2aS Odzald2YSN 4dz00Saa ad2NRASao |y

A few key thoughts fothe announcement ay/week:

A52yWi RNRLIZHMNMR ad2LWI 1 SR K2g YIye Of ASpadkda RNZERLJ
G2 62N] 6KAES GKS& ¢ AGWERNI dayHardd @egis NImargh® 52 y Q
and beyond.Be sure you havexecs available for intervigv® ¢ KSNB QA y20iKAYy 3 &2 N
clamor from the press for interviewwith no one available to chat becausetbét big meeting

A Hold back some key evidence&Save a few thing®r special followersandfor ongoingcoverage
.S adzaNB G2 WXy GKS &lLasdwh@vwodd aSprekidkeStyKedpat & 2 dzZQNB | ¢
specialcustomer story, that quartative numberthe geek bookwill LOVEBe picky who you give
that precious evidence to. The righpportunityg A £ £ O2YS f2y3 AF @&2dzQNB L

A No matter what happens; SMILE and be positiveSo thatwall Street Journal (i 2 NJperfacicy Q (i
a2 gKI G2 RANDPau havekil clrafcs\tbl go back and corraay big issuewith another
story. More coverage is a good thinig. some cases, any positive coverage is a GREAT thing!

o

Handle the traffic ¢ K S Ma&hihg worse tharorchestrating a momentum swell and

2POSNBKSE YAYyT &2dz2NJ NBa2dzNOSad LQOSwebheSgwad NB | 0 € |
overloacked, enoughpeopleg S NB y Q (i tolre@gonid ftolinfofm&tion requesiso one

answered the phone®e preparedor succesk
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New Horizons

The announcement is not the end of Rolling Thunder2 dzQ @S 2dza i 2 LXoytspRp Yy Sg K2 N
and embracghem. Now is the time to leverage your hashrned momentum to power sales efforts.

Yourpostannouncement programs should be staged and ready to rock within one to two weeks of

your press relase. Specific programs vary depending on your launch situatidre key is to keep

LI2 6 SNAY 3T @2dzNJ ¢ Kdzy RSNJ 42 (0 KI {FoBo®idg afe 8oyh@ideadf®@ a S | 0o
maintaining momentum beyond thennouncementEach launch scenario varigs not all of these

apply to all casesBut you'll get the idea.

Sales MomentunPrograms The period following an announcement is the most criticak for

marketing to stay clost sales Stay attachedt the hip. That first 3 months can make or bregakir

dzft GAYIFGS NBadzZ §ad Cc20dza 2y UGUNIXyaF2NX¥YAy3a I dzyOK Y
successful closing deals, find out whgdfa solution and deliver it to them. Set up interactive

mechanisms for sales tommunicatewith marketing. Pomote joint calls and frequent discussions to

fine-tune all facets of the sales cycl@lways remembemevenue is the only measure of launch

success.

Customer StoriesBe ready with a series of customer stories that feature busisessessThanks to
your Rolling Thunder approach, you already have customers ysimgsolution.Their stories can act
as the most importanevidenceto supportyour Pivot PointmessagesMake sure you create stories
that focus on the customer and not yowhizmajiggy, or you. Once you have the stories, promote
them. Don't justpostthem on the websiteMake sure every sales rep knows every aspect of those
stories and can apply anecdotes from them to the sales process. Fdahtge stories of customer
successn digital nurturingcampaigns for all those prospects you heard from during the lauriabe P
versions of those stories the appropriatevertical publiations, group them together as themed
content for your newslettes and profiles prospect kitHf.you can, get customers to work with you on
webinars for select audience groupgour short term buying targetdNothing is more powerful than
& 2 dzNJ O dz&did2. YUSeNEeq!
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Nurturing. We talk aboutcustomercentric content imurturing campaign® SG (22 2F 0SSy (G KS
random and unfocused in messaging and purpdser. every launch, have a 6 month nurturing plan

ready for action wiin 2 weeks of th@nnouncement.Plan your campaign steps as the unfolding of

@2dzNJ a02NEX @22dzNJ Odzali2YSNEQ SOARSYOS |yR GKS @I ¢
profile and needsKeep it simple and don't barrage themith too much informationLess is more!

The goal is to draw them in to want to learn more, not to tell them everything there is to be told. |

usually set a tone with post launch nurturing that has the feel of a family updéte.launched with

this intention and these goals. Now we're givitgtss updates about new customers and their

successes with the newhizmajiggynew partners who are working i us, new measurements we've

found, new applicatinos we've found to deliver valueDon't sell - do inform.

Follow-on Announcements.l usually pla a number of announcements for tieonths following the
announcement dateYes, | have these planned and ready before | ever launch, holding back the right
tidbits to use as momentum fuel. Remembgour announcemenpress release is natsingle Big
Bang Don't use ALlyour Thundeiin that onelaunch activity. Some examples include:
A Qustomers. The morethe merriecl f 1 K2 dzaK R2y Qi & G NR YthattickéSY 2 dzi f
people off. Sometimes | do all-up announcemenbf the betasthat have becoméuyers
featuring new evidence pointsSometimes | hold back a big new customer from the main
announcement activities, and use them a few weeks later to stimulate the Thunder yet again.
A Partners: There's usually a partner lurking inetlivings that wants special attention.o§ive it to
them. Hbld back a joint customer win or cooint Proof of Concept. @hounce it down the road as
evidence ofyour continued momentunmand success
A Quantitative Evidence | always hold back one realtpol piece of quantitative, WOMype
evidence Something mineblowingfrom a lab or from a customePutit into the marketafter the
announcement, after people have time to consume all the information alyout new
whizmajiggy or company's strateg$aving on®r morestrong piece of WOWevidence give you
an extraboostbeyondthe initial announcement itself like the exclamation point o sentence!
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52y Qi C2NHSO (2 LYy@AGS {IfSa

Sales involvemeninakes or breaks launch succass L (i maRet & gréatiyour marketingtory
is. F GKS &l fSa FT2NDS AaycNB Sy doSal Nilbleckiadien 88esdeNI | LILIN
0SAAYYAYy3A: e2dQff 6S Y2NB adz00SaafdzZ o

1 Select your ideal target customexsand involve their reps up front¢ K S & @ §oli gakeSthe
early adopters you need. K S &ls@ fjife yomeededfeedback on your message®arly in the
cycle, before you blow it with their customers. Have a new audience or market you want to attack?
Involve the reps who understand that marketréy on. They are the experts use them to tune
your story the best way possible.

1 Make sales buyin a priority. When sale®ffersfeedbackand you listen and respondhey feel part
of the team Trust me when | say, if you get the right few sales leaid@rdved- the ones most
respected by the reps themselvegou will get buy in. And a lot better feedback too!

1 Train for Sales, not TechSales reps don't want to know about the feeds 'n speeds anymore than
your customers doSure, their technical reps want this information for tbemplex product
evaluators Give itto them in a separate, wdepth training exerciseSales training is besthen itQ
focused on how to win business from the economic buyeu know, the guy who signs the
checks Includecustomercentric targeting, messaging and evidence (in the form af weorld
application stories)all focused on bottoine value andhe evidence to support those claims.

Always remembersales reps are driven by the potential to make monéythe absence of the right
information and involvementyou won't get their attentionThey won't see how to make the bucks
without a big longifjhtin the market If a product is too difficult to sell, too far ahead of its time, too
complex and technical, if the training isn't appropriate...sales will continue selling their status quo suite
of products- and making money. It's human nature, atid certainly sales' naturelnvite them to the

party early, get their buyin and support¢ and watch that revenue flow.

Rebel Brown, CEO & Chief Spin Doctor Phoenix Rising Strategy Series: eBook Il 13



Case in PointCan you Hear that Thunder Roll?

Takealeading SMBocused storage vendom.hey were developing a next generation solution targeted
for a broader audience (SMB and enterprise) and hired me to create the-g@rket strategy and
market launch] SNEQa |y 2@3SNIWASSH 2F K2¢g ¢S 320 GKS {Kdzy

Leverage salesThe first thing we did was to get the top 5 reps in the top markets (focusirthe
future and not the past) and show them the product. We tjair feedback, their concernand over
the next month, their buy inWhich, by the way, they shared with the rest of the field sales force.

Target Early CustomerVe ran like the wind with those reps to target the top ten customers who
would get the most immediate results from tmgw solution. We briefed them, collected their
feedback and got theew system unning in five sites within@days.

Target Top PartnersWe worked withone of the channel reps to targdtvo partners as early channel
players. We briefed them, took thefieedback and let them have producivith our tech support guys
standing by to answer any and all questionbey started quietly selling & installiqgadding to our
early customer list AND proving the value in their own minds.

The Whisper SuiteAt a lage industry event, we whispered our news to the most exclusive group you
could imagine. We invited the topanalysts, 2 long lead pressweell-knownfriendly customers and a
few other folks to a priva Whisper SuiteWe had them sign NDAs and begg&ém not to tell

anyone they'd beend our suite, seen our producthey did exactlyvhat we wanted. Thetold the

world they'd seen somethipcool that others hadn'tPeoplebegged to get into that Suitr days!

The Secret LablVe set aside a secret space for the final testing. We brought in outside parties to ‘test’
the product in that lab, swearing them to secrecy until the day of the press rele@le.industry
testers loved the solutioglr YR (2t R | £ f thaksSreshin@BIGvw&aNdorkdir@f A Sy (a4 Q
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We were the Expert We put together a setf themes around the market and customer need for our
solution- and began to talk about those needs publid¥ot our solution, not chest thumping. We
educated the market as axpert- discussed the challenges AND the optimal ways to resolve them. At
tradeshows and conferences and in a fewtrdouted articles- we set the stage for our solution,

without ever mentioning anything about it.

Four months after | met the client wannounced that new systeraand the world paid attention.It
was the bestaunchthe company ever had. The company wastéunl as an innovator and leadeh&
product won awards for product and technology innovation in a number of revi€ustomers and
prospects filled the pipeline.

So what was different abouhis Rolling Thunder versus the plannaghtning Bolt?

1  We had customersising the product before we announcedlibts of customers, not just one
friendly who tired of references on day onEhey @ve us the evidence of the value that solution
provided. That brought immediate credibility.

T  We had martnersselling the solution before it was announced to the world. They shared their
stories- and yes, our credibility rose even higher.

1 Thought baderssupportedour approach.Why would (i  0A®'8 Be&n sharingut expert ideas
in the market. Rople latched onto them as valuable and embraced them as their &i® were
credible before the productasv publicdaylight.

1 We had revenueslmagine tha, revenues before you drop theress releaseWhat a great idea.
That's the ultimate proof that your offering has valugeople have already paid money for it. Talk
about credibility!

1 The Announcement waenly the beginning. As soon as the press covgewas completed we
launched eMarketing campaigns, educational webinars, partiieen seminars across the US,
executive roundtables with key customers and prospects, more product reviews by those
clamoring to get the chance. We alsontinuedplacing themed articles and customer success
storiesc] SSLIAY 3 2dzNJ 4dz00S&aa FNRYydG FyR OSYGSNI Ay 2dzN
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Rolling Thundeb 2 y Qi &

To successfully execute a Rolling Thunder launch, you have to let go oia-feM] S § 2 ¥ Fri @ |
methods.¢ K| ( Q& KroNdR likésthamya. dzi A (G Qa | ¢ deaigmom@ntudig dz 41 y
G2RIF&8Q&a YIN]JSGao

Here are a few ofmy personal pet peeves:

A Forget making claims about yourselfThey only fall on deaf ears and turn your ardie away.
Quantitative,third party evidence fuels the thunder and momentu@ustomers are the best
evidence you can haveith partners right behind

A Advertisingisforegg YR A G Q& dzadzl f f &-thinipig. & pold@ust advetddr 2 F OK
use mstomercentric message and stop with the Mde, Me. If you want to make the most
effective use of your dollarsfocus on social media and public relations. Dollar for dollar they
generate better RChan ads and tradeshows handsdown.

1 Stop bashinghe competition ¢ as a matter of course, stop mentioning them at all. This is your
launch, so why give them any energy or attention at all? &dy give them credibility. In my
world, there IS no alternative to my solution in my marké&s/e competitor s the markets you
dondt want to target. Poi dyowalt! wheg vihewedrwi fg
respect by your listeners --a nd y o u dhe tompettar put of your launch.

Finally let the thunder blow away all thoseaditional launch¥uthsQYeur launcheand your results
will be better for it.

1 We have topubliclyannounce before we can sell anythin§ays who?

1 Presgeleases drive media coverage which drivieads.Not since 1990 something.

1 Big announcements and events mean igyenuesand awarenessThey really meabig
expensespoor ROI and onait wonders that are forgotten in day
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Summary

Rolling Thunder launches set us up for succés& G SNJ | £ f = 6 SQNX ahebddEhe R& 06 SAy
launchc2 NJ 6 S é2dz Ry Qi 06S tIdzyOKAYy3IS y2¢ g2dxZ R 6SK (
Thunder and Lightning Bolt market launcigs 1 Qa € f Ay GKS (GAYAy3Io Ly adi
going dim, we rumble, build momentum and then roaoithe marketplace.

What are the ley aspectsof a Rolling Thunderdunch?

Succes? SQNB I Yy 2 dzgrotayaihbildyv® Gaofiiciallyrelease a productevenue that
product,operate a companyall without a public launch.

Momentum. We buld our story in the market, ahead of the launch. Coustguitive when
compared to traditional launch approactes A &y QiU A U KuildsZnbrieAtyfrito pbviedgy’ R S NJ
intothemarketb b2¢ AayQild GKIFIG F AGNRY3aISNI gFe& G2 I dzy OKK

Evidence.Thefuel formomentum iscompellingevidence supporting dlthe Pivot Pointof our story
acrossall of ourtarget segments We have strong evidence of our value, presented through our
Odza i 2 Y & Natneyes Mefare we publicly announgeK | G Q& G KS g tradibililyz A YYSRA

Market Support. Market support springs naturally from a well execute@ f £t Ay 3 ¢ Kdzy RSNJ [ | ¢
have support from a variety of sources; customers, partnasspectsanalysts and influencers,
media and even aocial media presenceThat supportlimits the questioning right from the start.

Buyc¢in. We have buyin from sales & partners. Direct sales is involved in the entire launch process,
with skin in the game from the gefo. Channels and partners are standing with us as an expedenc
team when we open the public doors. Revenue flows faster with a united market front.

Rolling Thunder launchekeliver great resultsTry onefor yourself.Oncethe thunder rols, y2 dzQf £ y S@S N
settle for a single lightning bolt again.
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About the Author

Rebel Brown is a go-to-market strategist and spin doctor specializing in start ups, turnarounds
and startarounds in the high technology arena.

I've personally helped to define, position and launch over 75 individual products and companies since
| began consulting some 20 years ago. My clients - technology vendors and venture firms - tell me
they hire me for my strategic, positioning and go -to-market expertise. They also call me a Spin
Doctor.

Because of my diverse client experience, I've seen a lot. I've watched information technology
reinvent itself multiple times now. I've learned a lot from both the experts and the experiences
myself. Here are some of my qualifications:

Hal f of my <c¢l| i entasr chuandesrob.a¢ chre d satsdr t10 years | 6ve spec
with great value - who are seeking to reinvent themselves.

Many of my clients have been pre -IPO technology vendors. | spent the first 10 years helping young
companies get a foothold in the right market dwhere they have strong opportunity for revenue and
leadership.

This is the 3rd economi c u msaacandultamtol wave algdod lrandiexmp er i enc e
how to define and cr eate actionable strategies to drive short term profitable revenue.

I f youdr e i dhnatengabout aodv Rolling Thunder approaches can help your launch,
pl ease feel free to contact me. Il dm al ways

Learn more: www.peoplewhoknow.biz

Read my blog: www.blog.peoplewhoknow.biz

Check me out on LinkedIn: www.linkedin.com/in/rebe  lbrown
Twitter:  www.twitter.com/rebelbrown

Or, contact me at rebel@peoplewhoknow.biz
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