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What if I told you I could launch a product or company and never do a press release or an event?  
That ǿŜΩŘ ƎŜǘ ōŜǘǘŜǊ business results than by using traditional launch tactics? Heresy you shout! 

Traditional launches act as big corporate Lighting Bolts, the big Ta Da - regardless of results. We plan 
big events, create loads of new sales tools and collateral, place those all important ad campaigns.  All 
the while keeping everything in hush, ƘǳǎƘ ǎŜŎǊŜŎȅ Ψǘƛƭ ǿŜ ƴŜŀǊ ǘƘŜ ōƛƎ ŘŀȅΦ  We even keep the launch 
details secret from our sales teams, not to mention all but our most select customers and partners. 
¢ƘŜƴ ŎƻƳŜǎ ǘƘŜ ōƛƎ Ψ¢ŀ 5ŀΩΦ  Our press release hits the wire, we hold some big chest thumping event 
and then start selling our hearts out, having trained the sales force the day or week before. The next 
day (or week) ǿŜ Ǝƻ ōŀŎƪ ǘƻ ōǳǎƛƴŜǎǎ ŀǎ ǳǎǳŀƭΦ  9ȄƘŀǳǎǘŜŘΣ ōǳǘ ŀǎǎǳǊŜŘ ǘƘŀǘ ǿŜΩǾŜ ŘƻƴŜ ƻǳǊ ƧƻōǎΦ Wǳǎǘ 
look at all the attendees at the launch, that great PR coverage, the acclaims from near and far. 

Then reality strikes. Revenues are slower ramping than we expected, the sales force cries for qualified 
leads ς and the excitement of the launch day fades to a distant memory.  We shake our heads and 
ǿƻƴŘŜǊ ǿƘȅ ǿŜ ŀǊŜƴΩǘ ǎǳŎŎŜǎǎŦǳƭΦ   

After all ς the launch was a big success. But was it?  Research states that only 38% of companies rank 
their launches as highly successful.*  

The concept of launches as a single point in time, a single day, a single event is as antiquated as that 
analog television antenna. ²ŀƛǘ ŀ ƳƛƴǳǘŜΣ ǘƘŜǊŜ ŀǊŜ ǎǘƛƭƭ ǎƻƳŜ ƻŦ ǘƘƻǎŜ ƻǳǘ ǘƘŜǊŜΣ ŀǊŜƴΩǘ ǘƘŜǊŜΚ 

[ƛƎƘǘƴƛƴƎ .ƻƭǘ ƭŀǳƴŎƘŜǎ ƘŀǇǇŜƴ ŀƭƭ ǘƘŜ ǘƛƳŜΣ ŜǾŜƴ ƛŦ ǘƘŜȅ ŀǊŜƴΩǘ ǘƘŜ Ƴƻǎǘ ŜŦŦŜŎǘƛǾŜ ǿŀȅ ǘƻ ŎǊŜŀǘŜ 
momentum around your company or offering. That paint-by-numbers approach is known and 
comfortable, there are boxes to check and deliverables to create in the same repetitious patterns.  And 
ƛǘΩǎ ǘƘŜ ǿŀȅ ŜǾŜǊȅƻƴŜ ŜƭǎŜ ŘƻŜǎ ƛǘΣ ǊƛƎƘǘΚ  

Not if you want to create momentum.  If you want momentum, you have to let the Thunder Roll. LΩǾŜ 
successfully used Rolling Thunder for over a decade now.  When we really get the thunder rolling, we 
create excitement, build momentum, and power revenues ahead of the announcement! 

This eBook shares the process and logic behind Rolling Thunder, along with some practical examples of 
each step along the way.  I hope you find value for yourself and your company. 

* Business-to-Business Launch Survey Executive Summary, Schneider Associates, Center for Business Innovation, Babson College, 2007) 
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The Lightning Bolt Gives Way to Rolling Thunder 

Today's successful launches are not about one big bang event or day or week ς ǘƘŀǘ ŀǇǇǊƻŀŎƘ ŘƻŜǎƴΩǘ 
work  anymore ς not if you want long lasting attention and support.  Not if you want to be credible. 

Successful launches leverage a series of interactions, laying the foundations for market success before 
ǘƘŜ ΨŀƴƴƻǳƴŎŜƳŜƴǘΩ ŜǾŜǊ ƘŀǇǇŜƴǎΦ Great launches build momentum over time to propel a product or 
company into the market, far above the noise and with sustainable credibility. Rolling Thunder 
launches increase in power over time, just as a single raindrop becomes a downpour.   

Why Rolling Thunder? 
 

Everything changed.  From the way our audiences gather information to the way they select their 

trusted vendors. Traditional launch approaches need to change as well, in response to the interactions 

ŀƴŘ Ŧƭƻǿǎ ƻŦ ǘƻŘŀȅΩǎ ƳŀǊƪŜǘΦ ²ƘȅΚ 
 

Á The noise is overwhelming. One big bang jusǘ ŘƻŜǎƴΩǘ ǎǘŀƴŘ ƻǳǘ above the crowd.  Even multiple 

ǎƘƻǘǎ ǿƻƴΩǘ ǊƛǎŜ ŀōƻǾŜ ǘƘŜ ŎƭŀƳƻǊΦ  bƻǘ ǿƘŜƴ ǿŜ wire thousands of press releases a day, the 

majority still thumping away at our own chests, with little or no evidence to support our claims.   
 

¶ Social media changed everything. ²Ŝ ŎŀƴΩǘ ŎƻƴǘǊƻƭ ǿƘŀǘ ǇŜƻǇƭŜ ǎŀȅ ŀōƻǳǘ ƻǳǊ ǇǊƻŘǳŎǘǎ ŀƴŘ 
services anymore.  CustomersΣ ǇǊƻǎǇŜŎǘǎΣ ŀƴŀƭȅǎǘǎΣ ǇǊŜǎǎΣ ŎƻƳǇŜǘƛǘƻǊǎ ŀƴŘ ŎƻƳǇŜǘƛǘƻǊǎ ƛƴ ǎƘŜŜǇΩǎ 
clothing Ŏŀƴ ŎƘŀǘ ŀǿŀȅ ŀƴŘ ŘƛǎŎǳǎǎ ŀƴȅǘƘƛƴƎ ŀƴŘ ŜǾŜǊȅǘƘƛƴƎΦ ¢ƘŀǘΩǎ ƎǊŜŀǘ ƴŜǿǎ if you know how to 
use those networks for launches in a new and innovative way.  A single Lightning Bolt simply will 
not power a social media (or press) uptake.  Rolling Thunder is the solution. 
 

¶ More than ever, credibility matters. Few of us believe vendor claims anymore. Evidence from 3rd 
parties, quantitative data and hands on experience is the best way to gain credibility today.  Rolling 
Thunder launches are designed specifically to create, document and display just such evidence in 
compelling stories that power momentum ς before, during and beyond the announcement. 
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What is Rolling Thunder? 

When we use a Rolling Thunder approach we build momentum across the market.  We create buzz and 
excitement that gets our audience wondering 'what's coming'.  We gather supporting evidence before 
we publicly announce, strengthening our sales and marketing efforts. We also work the 'kinks' out of 
our product, services, sales and marketing before we step into the limelight.  I wouldn't launch any 
other way, and you ǎƘƻǳƭŘƴΩǘ ŜƛǘƘŜǊΦ 
 

Rolling Thunder approaches work for startups and initial market launches, for mature companies with 
product updates and new products, for turnarounds and re-launches of a company and/or new 
products. The concepts can be applied to virtually any launch scenario.  

 
IŜǊŜΩǎ ŀƴ ŜȄŀƳǇƭŜ ƻŦ ŀ wƻƭƭƛƴƎ ¢ƘǳƴŘŜǊ ǘƛƳŜƭƛƴŜ ς at a very high level.  Multiple phases build 
momentum toward the ultimate announcement ς and beyond.  Note that point ς ǘƘŜǊŜΩǎ ƳƻǊŜ ǿƻǊƪ ǘƻ 
be done after the launch, always.  tƘŀǎŜǎ ǾŀǊȅ ōŀǎŜŘ ƻƴ ǘƘŜ ǎǇŜŎƛŦƛŎ ƭŀǳƴŎƘ ŀƴŘ ǊŜǉǳƛǊŜƳŜƴǘǎΦ LǘΩǎ 
more important to build the results from each phase than to follow the exact phases. 
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The Gathering 

There are three key aspects at this stage; defining a launch SWAT team, creating the Rolling Thunder 

plan and defining your positioning story.  LΩƳ ŎƻǾŜǊƛƴƎ ǘƘŜ ǘŜŀƳ and plan here ς for positioning 

strategies read my eBook LǘΩǎ bƻǘ !ōƻǳǘ ¸ƻǳ !ƴȅƳƻǊŜΣ tƻǎƛǘƛƻƴƛƴƎ {ǘǊŀǘŜƎƛŜǎ ¢Ƙŀǘ ²ƻǊƪΗ 

Your launch SWAT team.  Launches are a highly focused effort that can make or break an organization. 

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

launch activities. Many companies look at launches as an overlay to the ongoing job responsibilities of 

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

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

through the phases. Distracting folks from their day-to-day jobs to work on the launch part time, when 

ǘƘŜǊŜΩǎ ŜȄǘǊŀ ōŀƴŘǿƛŘǘƘ, ƛǎ ǘƘŜ ƪƛǎǎ ƻŦ ŘŜŀǘƘ ǘƻ ŀ ǎǳŎŎŜǎǎŦǳƭ ƭŀǳƴŎƘΦ LŦ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ŜƴƻǳƎƘ ǘƻ ƭŀǳƴŎƘΣ 

ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ŜƴƻǳƎƘ ǘƻ ǊŜǎƻǳǊŎŜΗ 

The launch SWAT team should include members from your marketing, sales, service and product 

teams, as well as an executive leader, usually the head of marketing. In some cases (a turnaround for 

example) I recommend the CEO act as leader to clearly demonstrate the importance of the launch.  I 

also usually add a customer and partner for messaging testing and ΨǇǊŀŎǘƛŎŜΩ ǎŀƭŜǎ ŎŀƭƭǎΦ  

Rolling Thunder Plan. The goal is to create an actionable strategy for collecting the evidence and 

support needed to gain credibility ahead of, during and after the announcement. The plan follows the 

ƳŜǘƘƻŘƻƭƻƎȅ ǿŜΩƭƭ ŘƛǎŎǳǎǎ ǘƘǊƻǳƎƘƻǳǘ ǘƘƛǎ Ŝ.ƻƻƪΦ ¢ƘŜ ǎƛƴƎƭŜ ƪŜȅΚ  bƻ Ǉƭŀƴ ƛǎ ǎŜǘ ƛƴ ǎǘƻƴŜΦ 9ǾŜǊȅ wƻƭƭƛƴƎ 

Thunder launch LΩǾŜ ŜȄŜŎǳǘŜŘ Ƙŀǎ ŎƘŀƴƎŜŘ ŀƭƻƴƎ ǘƘŜ ǿŀȅΦ  ¦ǇǘŀƪŜ ƘŀǇǇŜƴǎ ŦŀǎǘŜǊ ƻǊ ƳƻǊŜ ǎƭowly, new 

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 a great plan, paint the picture of your IDEAL ultimate success ς including evidence, 

supporting quotes, headlines, customer examples ς and then plan backwards to get just that result. 

http://budurl.com/nauaRT
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The Whisper 

LŦ ȅƻǳ ǿŀƴǘ ǘƻ ŘǊŀǿ ȅƻǳǊ ŀǳŘƛŜƴŎŜΩǎ ŀǘǘŜƴǘƛƻƴ - speak softly. ¢ƘŜ ŦŀǎǘŜǎǘ ǿŀȅ ǘƻ ƎŜǘ ǎƻƳŜƻƴŜΩǎ 

ŀǘǘŜƴǘƛƻƴ ƛǎƴΩǘ ǘƻ ȅŜƭƭ ς iǘΩǎ ǘƻ ǿƘƛǎǇŜǊΦ Try it ς yelling gets lost in the noise, but if you whisper, people 

get quiet to listen.  

So  whisper. Pick a few highly defined customers, partners, and trusted media. Share your news, ask for 

their feedback and support.  Get them involved. Let them know that ǘƘŜȅ ŀǊŜ ŀƳƻƴƎ ŀ ΨǎǇŜŎƛŀƭΩ ŦŜǿΦ 

Why whisper?  

 Humans are curious. We like to know secrets, to be in a special, trusted few.  We also have a tendency 

to want others to know that we know those secrets, that we are special.  We leverage that piece of 

human nature to get a buzz going. You simply have to be picky when you select your early audience.  

One word of caution - make sure you have your ducks in a row before you whisper.  Whispering the 

wrong or poorly crafted stories will kill your momentum before you start.  

Here are some examples of how to whisper: 

Á Market testing: Once you craft a story, share it with your most trusted customers and partners. I 

also test with a friendly analyst or industry expert. Whisper your story and then sit back and listen. 

Use the feedback to learn and tune. Also, including a bit of ǎƻƳŜƻƴŜΩǎ feedback in your story 

usually buys their support in the future. So do just that!  
 

Á Whisper suites:  One of the best times to whisper is during a public event. Set up a private venue 

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 them not to mention your product 

specifically. For early press and analysts ς ƎŜǘ ŀƴ b5!Φ  ¢ƘŜȅ ǿƛƭƭ ǎƛƎƴ ŀƴŘ ǊŜǎǇŜŎǘ ƛǘ ƛŦ ȅƻǳΩǾŜ ǇƛŎƪŜŘ 

the right folks. But the noise will begin ς ŀǎ ǘƘŜȅ ƳŜƴǘƛƻƴ ǘƘŀǘ ΨŎƻƻƭ ǘƘƛƴƎΩ ǘƘŜȅ ǎŀǿ ƛƴ ǘƘŜ ǇǊƛǾŀǘŜ 

showing. That thing ǘƘŀǘΩǎ ǎƻ ŎƻƻƭΣ ōǳǘ ǘƘŜȅ ŎŀƴΩǘ ǘŀƭƪ ŀōƻǳǘ ŀƴŘ ƻǘƘŜǊǎ ŎŀƴΩǘ ǎŜŜΦ  
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Electricity is in the Air 

By now, your positioning story and matrix is set. ̧ ƻǳΩƭƭ ǎǘƛƭƭ ōŜ ǘǿŜŀƪƛƴƎ ƛǘ ŀǎ ȅƻǳ ǊŜŎŜƛǾŜ ƳƻǊŜ 

feedback, but major pivot points should be singing strongly. (If not, regroup and start over.) 

LǘΩǎ ǘƛƳŜ ǘƻ ōŜƎƛƴ ǘƻ expand your audience, picking up more evidence fodder from your encounters.  

Now is when the buzz begins, when the electricity starts to fill the airwaves.  Begin storytelling with 

small select subsets of your key market players. Targets include: 

Customers. Be picky. Select 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 

ΨŘƻƳƛƴƻŜǎΩ ŦƻǊ ȅƻǳǊ ǎŀƭŜǎ ŜŦŦƻǊǘǎΣ ƳŜŀƴƛƴƎ ǘƘŜƛǊ ŀŘƻǇǘƛƻƴ ǿƛƭƭ ƭŜŀŘ ƻǘƘŜǊǎ ǘƻ ōǳy as well. The goal is to 

get early adopter sales & installations (if needed). These are the best ŜǾƛŘŜƴŎŜ ƻŦ ȅƻǳǊ ǎƻƭǳǘƛƻƴΩǎ 

viability.  

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

partners who have skin in the game for your joint success, who will be leaders in selling or referring 

you and your solution in the market. The goal is to acquire a few (maybe only one) partners who will 

stand by you at the announcement and beyond.  If you can, pick the best in class ς ǘƘŀǘΩǎ ƻǇǘƛƳǳƳΦ 

Everyone will follow them. If not, pick partners with credibility and market presence. A flock of 

unknown partnerǎ ŘƻŜǎƴΩǘ ŀŘŘ ŀ ƭƻǘ ƻŦ Ǿŀlue and can distract from your story. Quality over quantity! 

 Social media. Tread cautiously but do take the first step. Identify a few bloggers or social media gurus 

in your industry who can benefit from having the lead on your new endeavor. Pick those known for 

their integrity, and start to develop a relationship with them. Give them fodder for themed posts that 

ǿƛƭƭ ƘŜƭǇ ǘƘŜƳ ŀǇǇŜŀǊ ŀǎ ǾƛǎƛƻƴŀǊƛŜǎΣ ŜƳōǊŀŎŜ ǘƘŜƳ ŀǎ ǇŀǊǘ ƻŦ ǘƘŜ ǘŜŀƳΦ ¢ƘŜȅΩƭƭ ǎǘŀǊǘ ȅƻǳǊ ōǳȊȊΗ 

 Sales and internal players: 5ƻƴΩǘ ŦƻǊƎŜǘ ǘƻ ƎŜǘ their buy-in early and often. 

 Friends and family: Your corporate friends and family ς from 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 

ǿƘŀǘΩǎ ǘƻ ŎƻƳŜ ŀƴŘ sound bites to use in their own encounters. 
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LǘΩǎ also time to begin setting the stage. As with any good story, your audience needs to understand 

ǿƘȅ ǿƘŀǘ ȅƻǳΩǊŜ ǘŜƭƭƛƴƎ ǘƘŜƳ ƛǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ǘƘŜƳΣ why they should care. Now is the time to set up 

your offering ς without ever mentioning it!  

¶ Help your audience to share your vision for their future ς a vision that just happens to map 

nicely to your offering. Discuss your market, the challenges you see for your audience, your 

vision and what you see as the logical solutions to pending issues.  Discuss your view on 

solutions at a broad level. Be generic, not specific. Just make sure the vision you paint defines 

your product ς which means you had better be correct about your assumptions, your product 

definition and your vision. Whatever you do, do NOT discuss your product. Think of this phase 

ŀǎ άǿǊƛǘƛƴƎ ǘƘŜ wCtέ ŦƻǊ ȅƻǳǊ ŀǳŘƛŜƴŎŜΩǎ future vision. If done correctly, when you announce 

your new offering ς it will Ŧƛǘ ǊƛƎƘǘ ƛƴǘƻ ȅƻǳǊ ŀǳŘƛŜƴŎŜΩǎ ǾƛŜǿ ƻŦ the right solution for them ς et 

voila, revenues will flow. 
 

¶ Now is the time to become a recognized expert, to share your knowledge and vision, to show 

your audience that you are credible and knowledgeable about your market, that you 

understand your customersΩ challenges, opportunities and real world experiences.  
 

¶ A themed approach works well when creating expertise. Select themes that allow you to 

discuss issues, challenges, market trends, customer experiences and more. Make sure the 

ǘƘŜƳŜǎ ŎƻǾŜǊ ǘƻǇƛŎǎ ǘƘŀǘ ŀǊŜ ƻŦ ƛƴǘŜǊŜǎǘ ǘƻ ȅƻǳǊ ŀǳŘƛŜƴŎŜǎΦ CƻǊ ŜȄŀƳǇƭŜΣ ƛƴ ǘƻŘŀȅΩǎ ƘŜŀƭǘƘŎŀǊŜ 

ƳŀǊƪŜǘ ŀ ƎǊŜŀǘ ǘƘŜƳŜ ǿƻǳƭŘ ōŜ άIƻǿ ǘƻ ōŜ ǎǳǊŜ ȅƻǳǊ ŦƛƴŀƴŎƛŀƭ ǎŀǾƛƴƎǎ match your healthcare 

ƴŜŜŘǎΦέ   

Once you create your themes, develop content to flesh out your views. Then communicate 

these themes in articles, newsletters, interviews, speaking engagements, webinars and more. 

Use them consistently and stay focused for optimum impact. 
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Momentum Swells 

 So ς ǿŜΩǾŜ softened the market, we have customers and prospects and luminaries lined up and ready 

ǘƻ ǎǳǇǇƻǊǘ ƻǳǊ ŀƴƴƻǳƴŎŜƳŜƴǘΦ ¢ƘŜ ōǳȊȊ ƛǎ ƻǳǘΣ ƴƻǿΩǎ the chance to accelerate your momentum. 

How?   Let more of the world in on the secret ahead of your public announcement.  Not so many as 

to endanger press coverage on the big day. Just enough to let your key audience targets ς your lead 

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

power of influence and fǊƛŜƴŘƭƛƴŜǎǎ ǘƻǿŀǊŘ ȅƻǳǊ ōǳǎƛƴŜǎǎΦ 5ƻƴΩǘ ŎƘƻƻǎŜ ŀ ŎƻƳǇŜǘƛǘƻǊΩǎ ŎǳǎǘƻƳŜǊ ŀǎ 

one of your next targets ς ǘƘƛǎ ƛǎƴΩǘ ŀōƻǳǘ ǎŜƭƭƛƴƎ ƴŜǿ ŎǳǎǘƻƳŜǊǎΦ LǘΩǎ ŀōƻǳǘ ƭŜǾŜǊŀƎƛƴƎ ǘƘe known 

power you already have ς ŀƴŘ ǘƘŀǘΩǎ ǳǎǳŀƭƭȅ ƛƴ ȅƻǳǊ ŎǳǎǘƻƳŜǊ ōŀǎŜΦ 

IŜǊŜΩǎ ŀƴ example of how to swell the volume. A few weeks (1-3 depending on your situation) ahead 

of your announcement: 
 

Á Brief your top customers. Probably that top 10%+. Schedule 1:1 meetings with the sales reps and 

have a member of your launch SWAT team do the briefing. You kill two birds at the same time ς 

reps get on-the-job training and you gather more customer momentum.  

Á Brief your partners and channels. The broader partners who can help you spread the word. 

Á Brief analysts and top social bloggers.  Be sure they will respect your announcement date before 

they share specifics, ōǳǘ ƭŜǘ ǘƘŜƳ ǿǊƛǘŜ ŀōƻǳǘ ǿƘŀǘΩǎ ŎƻƳƛƴƎ ŀƴŘ Ƙƻǿ ƎǊŜŀǘ ƛǘ ƛǎ at a promotional 

ŀƴŘ άL ƪƴƻǿ ǎƻƳŜǘƘƛƴƎ ȅƻǳ ŘƻƴΩǘέ ƭŜǾŜƭΦ  Lǘ ŎǊŜŀǘŜǎ ƛƴǘŜǊŜǎǘ and fuels the buzz.  

Á Be a Tease! Alert your customers and prospects and potential partners ƻŦ ŀ ǎǇŜŎƛŀƭ ǘƘƛƴƎ ǘƘŀǘΩǎ 

coming.  One liner questions or compelling statements work great ς on your website, in your social 

media, in newsletters or other outbound communications.  

Á Brief a key business publication or two.  Time the publication to break the day of the 

announcement. Nothing like the WSJ singing your tune the day your song hits the air. 

Á Step up article placements. In local, online and news arenas.  BLAST the volume.  
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And the Thunder Rolls 

.ȅ ƴƻǿΣ ƛŦ ȅƻǳΩǾŜ followed all the steps to create momentum όŀƴŘ ȅƻǳΩǾŜ ŘŜƭƛǾŜǊŜŘ ƻƴ ȅƻǳǊ ǇǊƻƳƛǎŜǎύ, 
your launch success is a fait accompli.  The market should be buzzing, waiting with baited breath for 
ǿƘŀǘΩǎ ǘƻ ŎƻƳŜΦ 

As I said in the opening ς you could keep going without a press release, simply by expanding your 
communications to include your entire audience, leverage social media and keep going. 

But since everyone wants that press release to point toward, go ahead and drop it. Brief the press 
όǘƘŜȅΩƭƭ ǿŀƴǘ ǘƘƻǎŜ ŎǳǎǘƻƳŜǊ ǎǳŎŎŜǎǎ ǎǘƻǊƛŜǎύ ŀƴŘ ŜǾŜƴ ƘŀǾŜ ǘƘŀǘ ŜǾŜƴǘ ƛŦ ȅƻǳ ǿŀƴǘΦ  ¸ƻǳΩǾŜ ŜŀǊƴŜŘ ƛǘΗ 

A few key thoughts for the announcement day/week: 

Á 5ƻƴΨǘ ŘǊƻǇ ŀƴŘ ǎǘƻǇΦ  ̧ ƻǳΩŘ ōŜ ŀƳŀȊŜŘ Ƙƻǿ Ƴŀƴȅ ŎƭƛŜƴǘǎ ŘǊƻǇ ǘƘŜ ǇǊŜǎǎ ǊŜƭŜŀǎŜ ŀƴŘ ǘƘŜƴ Ǝƻ back 
ǘƻ ǿƻǊƪ ǿƘƛƭŜ ǘƘŜȅ ǿŀƛǘ ŦƻǊ ǘƘŜ ŎƻǾŜǊŀƎŜΦ 5ƻƴΩǘ Řƻ ǘƘŀǘΦ Work it all day, hard. All week. All month 
and beyond.  Be sure you have execs available for interviewǎΦ ¢ƘŜǊŜΩǎ ƴƻǘƘƛƴƎ ǿƻǊǎŜ ǘƘŀƴ ƘŀǾƛƴƎ ŀ 
clamor from the press for interviews, with no one available to chat because of that big meeting.  
 

Á Hold back some key evidence.  Save a few things for special followers, and for ongoing coverage.  
.Ŝ ǎǳǊŜ ǘƻ Ǉƭŀƴ ǘƘŜ ǎǇŜŎƛŦƛŎ ŜǾƛŘŜƴŎŜ ȅƻǳΩǊŜ ƪŜŜǇƛƴƎ, and who would appreciate it. Keep that 
special customer story, that quantitative number the geek books will LOVE. Be picky who you give 
that precious evidence to. The right opportunity ǿƛƭƭ ŎƻƳŜ ŀƭƻƴƎ ƛŦ ȅƻǳΩǊŜ ǇŀǘƛŜƴǘΦ  
 

Á No matter what happens ς SMILE and be positive.  So that Wall Street Journal ǎǘƻǊȅ ƛǎƴΩǘ perfect ς 
ǎƻ ǿƘŀǘΣ ƛǘΩǎ ǘƘŜ ²{WΗ  AND you have the chance to go back and correct any big issues with another 
story.  More coverage is a good thing. In some cases, any positive coverage is a GREAT thing! 
 

Á Handle the traffic. ¢ƘŜǊŜΩǎ nothing worse than orchestrating a momentum swell and 
ƻǾŜǊǿƘŜƭƳƛƴƎ ȅƻǳǊ ǊŜǎƻǳǊŎŜǎΦ LΩǾŜ ǎŜŜƴ ƎǊŜŀǘ ƭŀǳƴŎƘŜǎ Ǝƻ ǎƛŘŜǿŀȅǎ ōŜŎŀǳǎŜ ǘƘŜ web server was 
overloaded, enough people ǿŜǊŜƴΩǘ ŀǾŀƛƭŀōƭŜ to respond to information requests, no one 
answered the phones. Be prepared for success! 
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New Horizons  

 

The announcement is not the end of Rolling Thunder. ̧ ƻǳΩǾŜ Ƨǳǎǘ ƻǇŜƴŜŘ ƴŜǿ ƘƻǊƛȊƻƴǎ, so step up 

and embrace them.  Now is the time to leverage your hard-earned momentum to power sales efforts.  

Your post-announcement programs should be staged and ready to rock within one to two weeks of 
your press release.  Specific programs vary depending on your launch situation.  The key is to keep 
ǇƻǿŜǊƛƴƎ ȅƻǳǊ ¢ƘǳƴŘŜǊ ǎƻ ǘƘŀǘ ȅƻǳ ŘƻƴΩǘ ƭƻǎŜ ŀ ōƛǘ ƻŦ ǘƘŜ ƳƻƳŜƴǘǳƳΦ Following are some ideas for 
maintaining momentum beyond the announcement. Each launch scenario varies so not all of these 
apply to all cases.   But you'll get the idea. 

Sales Momentum Programs. The period following an announcement is the most critical time for 
marketing to stay close to sales. Stay attached at the hip. That first 3 months can make or break your 
ǳƭǘƛƳŀǘŜ ǊŜǎǳƭǘǎΦ CƻŎǳǎ ƻƴ ǘǊŀƴǎŦƻǊƳƛƴƎ ƭŀǳƴŎƘ ƳƻƳŜƴǘǳƳ ƛƴǘƻ ǎǳŎŎŜǎǎŦǳƭ ǎŀƭŜǎ ǊŜǾŜƴǳŜΦ LŦ ǎŀƭŜǎ ƛǎƴΩǘ 
successful closing deals, find out why, find a solution and deliver it to them. Set up interactive 
mechanisms for sales to communicate with marketing. Promote joint calls and frequent discussions to 
fine-tune all facets of the sales cycle.  Always remember, revenue is the only measure of launch 
success. 

 
Customer Stories. Be ready with a series of customer stories that feature business success. Thanks to 
your Rolling Thunder approach, you already have customers using your solution. Their stories can act 
as the most important evidence to support your Pivot Point messages.  Make sure you create stories 
that focus on the customer and not your whizmajiggy, or you. Once you have the stories, promote 
them. Don't just post them on the website. Make sure every sales rep knows every aspect of those 
stories and can apply anecdotes from them to the sales process.  Feature those stories of customer 
success in digital nurturing campaigns for all those prospects you heard from during the launch. Place 
versions of those stories in the appropriate vertical publications, group them together as themed 
content for your newsletters and profiles prospect kits. If you can, get customers to work with you on 
webinars for select audience groups - your short term buying targets. Nothing is more powerful than 
ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΩ words.   Use them! 
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Nurturing.  We talk about customer-centric content in nurturing campaigns, ȅŜǘ ǘƻƻ ƻŦǘŜƴ ǘƘŜȅΩǊŜ 

random and unfocused in messaging and purpose.  For every launch, have a 6 month nurturing plan 

ready for action within 2 weeks of the announcement. Plan your campaign steps as the unfolding of 

ȅƻǳǊ ǎǘƻǊȅΣ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΩ ŜǾƛŘŜƴŎŜ ŀƴŘ ǘƘŜ ǾŀƭǳŜ ȅƻǳ Ŏŀƴ ǇǊƻǾƛŘŜ ǘƻ ǇǊƻǎǇŜŎǘǎ ōŀǎŜŘ ƻƴ ǘƘŜƛǊ ƻǿƴ 

profile and needs. Keep it simple and don't barrage them with too much information. Less is more!  

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

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

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

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

found, new applications we've found to deliver value.έ Don't sell - do inform.  
 

Follow-on Announcements.  I usually plan a number of announcements for the months following the 

announcement date. Yes, I have these planned and ready before I ever launch, holding back the right 

tidbits to use as momentum fuel. Remember, your announcement press release is not a single Big 

Bang.  Don't use ALL your Thunder in that one launch activity. Some examples include:  

Á Customers:  The more the merrier ς ŀƭǘƘƻǳƎƘ ŘƻƴΩǘ ǎǘǊƛƴƎ ǘƘŜƳ ƻǳǘ ƭƛƪŜ ǇŀǇŜǊ Řƻƭƭǎ ς that ticks 

people off. Sometimes I do a roll-up announcement of the betas that have become buyers, 

featuring new evidence points.  Sometimes I hold back a big new customer from the main 

announcement activities, and use them a few weeks later to stimulate the Thunder yet again.  

Á Partners:  There's usually a partner lurking in the wings that wants special attention.  So give it to 

them.  Hold back a joint customer win or cool joint Proof of Concept. Announce it down the road as 

evidence of your continued momentum and success.  

Á Quantitative Evidence:  I always hold back one really cool piece of quantitative, WOW-type 

evidence. Something mind-blowing from a lab or from a customer. Put it into the market after the 

announcement, after people have time to consume all the information about your new 

whizmajiggy or company's strategy.  Saving one or more strong pieces of WOW evidence gives you 

an extra boost beyond the initial announcement itself ς like the exclamation point on a sentence! 



www.PeopleWhoKnow.biz                           Rebel Brown, CEO & Chief Spin Doctor                     Phoenix Rising Strategy Series: eBook ll     13 
 

5ƻƴΩǘ CƻǊƎŜǘ ǘƻ LƴǾƛǘŜ {ŀƭŜǎ 

Sales involvement makes or breaks launch successΦ  Lǘ ŘƻŜǎƴΩǘ matter how great your marketing story 

is.  IŦ ǘƘŜ ǎŀƭŜǎ ŦƻǊŎŜ ƛǎƴΩǘ ƻƴ ōƻŀǊŘ ǿƛǘƘ ȅƻǳǊ ŀǇǇǊƻŀŎƘ ς ǊŜǾŜƴǳŜǎ ǿƻƴΩǘ ŦƭƻǿΦ  Involve sales from the 

ōŜƎƛƴƴƛƴƎΣ ȅƻǳΩƭƭ ōŜ ƳƻǊŜ ǎǳŎŎŜǎǎŦǳƭΦ 

¶ Select your ideal target customers ς and involve their reps up front. ¢ƘŜȅΩƭƭ ƘŜƭp you gather the 

early adopters you need. ¢ƘŜȅΩƭƭ also give you needed feedback on your messages ς early 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 market early on. They are the experts ς use them to tune 

your story the best way possible. 

¶ Make sales buy-in a priority. When sales offers feedback and you listen and respond, they feel part 

of the team. Trust me when I say, if you get the right few sales leaders involved - the ones most 

respected by the reps themselves - you will get buy in. And a lot better feedback too! 

¶ Train for Sales, not Techs. Sales reps don't want to know about the feeds 'n speeds anymore than 

your customers do.  Sure, their technical reps want this information for the complex product 

evaluators. Give it to them in a separate, in-depth training exercise.  Sales training is best when itΩs 

focused on how to win business from the economic buyer - you know, the guy who signs the 

checks.  Include customer-centric targeting, messaging and evidence (in the form of real world 

application stories), all focused on bottom-line value and the evidence to support those claims.   

Always remember, sales reps are driven by the potential to make money.  In the absence of the right 

information and involvement, you won't get their attention. They won't see how to make the bucks 

without a big long fight in 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, and it's certainly sales' nature.  Invite them to the 

party early, get their buy-in and support ς and watch that revenue flow.   



www.PeopleWhoKnow.biz                           Rebel Brown, CEO & Chief Spin Doctor                     Phoenix Rising Strategy Series: eBook ll     14 
 

Case in Point: Can you Hear that Thunder Roll? 

Take a leading SMB-focused storage vendor. They were developing a next generation solution targeted 

for a broader audience (SMB and enterprise) and hired me to create the go-to-market strategy and 

market launch. IŜǊŜΩǎ ŀƴ ƻǾŜǊǾƛŜǿ  ƻŦ Ƙƻǿ ǿŜ Ǝƻǘ ǘƘŜ ǘƘǳƴŘŜǊ ǊƻƭƭƛƴƎΦ  

Leverage sales. The first thing we did was to get the top 5 reps in the top markets (focusing on the 

future and not the past) and show them the product. We got their feedback, their concerns, and over 

the next month, their buy in.  Which, by the way, they shared with the rest of the field sales force.  

 

Target Early Customers. We ran like the wind with those reps to target the top ten customers who 

would get the most immediate results from this new solution. We briefed them, collected their 

feedback and got the new system running in five sites within 60 days.  

 

Target Top Partners. We worked with one of the channel reps to target two partners as early channel 

players. We briefed them, took their feedback and let them have product - with our tech support guys 

standing by to answer any and all questions. They started quietly selling & installing ς adding to our 

early customer list AND proving the value in their own minds. 

The Whisper Suite. At a large industry event, we whispered our news to the most exclusive group you  

could imagine. We invited the top 4 analysts, 2 long lead press, 5 well-known friendly customers and a 

few other folks to a private Whisper Suite.  We had them sign NDAs and begged them not to tell 

anyone they'd been to our suite, seen our product. They did exactly what we wanted. They told the 

world they'd seen something cool that others hadn't.  People begged to get into that Suite for days! 

The Secret Lab. We 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 release.   The industry 

testers loved the solution ς ŀƴŘ ǘƻƭŘ ŀƭƭ ǘƘŜƛǊ ƻǘƘŜǊ ΨŎƭƛŜƴǘǎΩ that something BIG was coming.  
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We were the Expert. We put together a set of themes around the market and customer need for our 

solution - and began to talk about those needs publicly.  Not our solution, not chest thumping. We 

educated the market as an expert - discussed the challenges AND the optimal ways to resolve them. At 

tradeshows and conferences and in a few contributed articles - we set the stage for our solution, 

without ever mentioning anything about it.  
 

Four months after I met the client we announced that new system - and the world paid attention. It 

was the best launch the company ever had. The company was touted as an innovator and leader. The 

product won awards for product and technology innovation in a number of reviews.  Customers and 

prospects filled the pipeline. 
 

So what was different about this Rolling Thunder versus the planned Lightning Bolt? 

¶ We had customers using the product before we announced it. Lots of customers, not just one 
friendly who tired of references on day one. They gave us the evidence of the value that solution 
provided. That brought immediate credibility. 
 

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

¶ Thought leaders supported our approach. Why wouldnΩǘ ǘƘŜȅΚ We'd been sharing out expert ideas 
in the market. People latched onto them as valuable and embraced them as their own.  We were 
credible before the product saw public daylight. 
 

¶ We had revenues. Imagine that, revenues before you drop the press release. What a great idea. 
That's the ultimate proof that your offering has value - people have already paid money for it. Talk 
about credibility! 
 

¶ The Announcement was only the beginning.  As soon as the press coverage was completed ς we 
launched eMarketing campaigns, educational webinars, partner-driven seminars across the US, 
executive roundtables with key customers and prospects, more product reviews by those 
clamoring to get the chance. We also continued placing themed articles and customer success 
stories ς ƪŜŜǇƛƴƎ ƻǳǊ ǎǳŎŎŜǎǎ ŦǊƻƴǘ ŀƴŘ ŎŜƴǘŜǊ ƛƴ ƻǳǊ ŀǳŘƛŜƴŎŜǎΩ ǿƻǊƭŘΦ !ƴŘ ǘƘŜ ŎƻƳǇŀƴȅ ƎǊŜǿΦ  
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Rolling Thunder 5ƻƴΩǘǎ  

To successfully execute a Rolling Thunder launch, you have to let go of a few ƳŀǊƪŜǘƛƴƎ ΨƪƴƻǿƴǎΩ and 

methods. ¢ƘŀǘΩǎ ƘŀǊŘ ǘƻ Řƻ - no one likes change.  .ǳǘ ƛǘΩǎ ŀ Ƴǳǎǘ ƛŦ ȅƻǳ ǿŀƴǘ to create momentum in 

ǘƻŘŀȅΩǎ ƳŀǊƪŜǘǎΦ 

Here are a few of my personal pet peeves:  

Á Forget making claims about yourself.  They only fall on deaf ears and turn your audience away. 

Quantitative, third party evidence fuels the thunder and momentum. Customers are the best 

evidence you can have, with partners right behind. 
 

Á Advertising is for ego ς ŀƴŘ ƛǘΩǎ ǳǎǳŀƭƭȅ ǘƘŜ ǿƻǊǎǘ ŦƻǊƳ ƻŦ ŎƘŜǎǘ-thumping.  If you must advertise, 

use customer-centric message and stop with the Me, Me, Me.  If you want to make the most 

effective use of your dollars ς focus on social media and public relations.  Dollar for dollar they 

generate better ROI than ads and trade-shows, hands-down.  
 

¶ Stop bashing the competition ς as a matter of course, stop mentioning them at all.  This is your 

launch, so why give them any energy or attention at all? You only give them credibility. In my 

world, there IS no alternative to my solution in my markets. Give competitor s the markets you 

donõt want to target.  Point out why they are great there ð youõll be viewed with more 

respect by your listeners -- and youõll keep the competitor out of your launch.  

Finally, let the thunder blow away all those traditional launch ΨtruthsΩΦ Your launches and your results 

will be better for it. 

¶ We have to publicly announce before we can sell anything. Says who? 

¶ Press releases drive media coverage which drives leads. Not since 1990 something.  

¶ Big announcements and events mean big revenues and awareness. They really mean big 

expenses, poor ROI and one-hit wonders that are forgotten in day.  
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Summary 

Rolling Thunder launches set us up for success. !ŦǘŜǊ ŀƭƭΣ ǿŜΩǊŜ ŀƭǊŜŀŘȅ ōŜƛƴƎ ǎǳŎŎŜǎǎŦǳƭ ahead of the 

launch ς ƻǊ ǿŜ ǿƻǳƭŘƴΩǘ ōŜ ƭŀǳƴŎƘƛƴƎΣ ƴƻǿ ǿƻǳƭŘ ǿŜΚ  ¢ƘŀǘΩǎ ǘƘŜ ƪŜȅ ŘƛŦŦŜǊŜƴŎŜ ōŜǘǿŜŜƴ wƻƭƭƛƴƎ 

Thunder and Lightning Bolt market launches ς ƛǘΩǎ ŀƭƭ ƛƴ ǘƘŜ ǘƛƳƛƴƎΦ  LƴǎǘŜŀŘ ƻŦ ǎǘǊƛƪƛƴƎ ōǊƛƎƘǘƭȅ ŀƴŘ ǘƘŜƴ 

going dim, we rumble, build momentum and then roar into the marketplace.   

What are the key aspects of a Rolling Thunder launch? 

Success. ²ŜΩǊŜ ŀƴƴƻǳƴŎƛƴƎ ǎǳŎŎŜǎǎ ς not availability. We can officially release a product, revenue that 

product, operate a company - all without a public launch.  

Momentum.  We build our story in the market, ahead of the launch.  Counter-intuitive when 

compared to traditional launch approachesΣ ƛǎƴΩǘ ƛǘΚ wƻƭƭƛƴƎ ¢ƘǳƴŘŜǊ builds momentum to power us 

into the marketΦ bƻǿ ƛǎƴΩǘ ǘƘŀǘ ŀ ǎǘǊƻƴƎŜǊ ǿŀȅ ǘƻ ƭŀǳƴŎƘΚ 

Evidence.  The fuel for momentum is compelling evidence, supporting all the Pivot Points of our story 

across all of our target segments.  We have strong evidence of our value, presented through our 

ŎǳǎǘƻƳŜǊǎΩ ƻǊ оrd party eyes, before we publicly announce. ¢ƘŀǘΩǎ ǘƘŜ ǿŀȅ ǘƻ ƛƳƳŜŘƛŀǘŜ credibility. 

Market Support.  Market support springs naturally from a well executed wƻƭƭƛƴƎ ¢ƘǳƴŘŜǊ [ŀǳƴŎƘΦ ²ŜΩƭƭ 

have support from a variety of sources; customers, partners, prospects, analysts and influencers, 

media and even a social media presence.   That support limits the questioning right from the start. 

Buy ςin. We have buy-in from sales & partners. Direct sales is involved in the entire launch process, 

with skin in the game from the get-go. Channels and partners are standing with us as an experienced 

team when we open the public doors. Revenue flows faster with a united market front. 

Rolling Thunder launches deliver great results. Try one for yourself. Once the thunder rolls, yƻǳΩƭƭ ƴŜǾŜǊ 

settle for a single lightning bolt again.  

http://budurl.com/nauaRT
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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 

I 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:  

Half of my clients have been ôstart-aroundsõ. For the last 10 years Iõve specialized in companies 

with great value - who are seeking to reinvent themselves.  

Many of my clients have been pre -IPO technology vendors.  I spent the  first 10 years helping young 

companies get a foothold in the right market ð where they have strong opportunity for revenue and 

leadership.  

This is the 3rd economic up and down Iõve experienced as a consultant. I have a good handle on 

how to define and cr eate actionable strategies to drive short term profitable revenue.  

 

If youõre interested in chatting about how Rolling Thunder approaches can help your launch, 

please feel free to contact me.  Iõm always happy to help! 

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      

http://www.peoplewhoknow.biz/
http://www.blog.peoplewhoknow.biz/
http://www.linkedin.com/in/rebelbrown
http://www.twitter.com/rebelbrown
mailto:rebel@peoplewhoknow.biz

