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Developing and launching new products or services is a  
foundational part of business. To differentiate ourselves from  

the competition, we need to innovate. But to capture market share,  
we need to successfully launch and sustain those innovations. 

When it comes to new product launches, there are no second chances. 
According to McKinsey, product launches that lag in their first-year forecast will 
continue to trend below forecast in years two and three. Not only that, growth in 
market share is determined within the first six months of a product launch. 

An integrated approach 
Traditional product launch approaches include a heavy focus on advertising,  
PR and marketing for end-user customers. Only after customer-facing tactics 
have been established do companies think about training or launch resources  
for employees, salespeople and channel partners. 

But there is a huge benefit to taking a holistic view of a new product launch.  
Your best chance of success is to integrate all audiences. You need to:

n Inspire employees to rally around the launch. 

n Educate and challenge your sales team and channel partners to achieve 
launch goals. 

n Acquire new customers and turn them into advocates. 

How do you do it?

Move your audiences from awareness to advocacy.  

https://bit.ly/2YpekdF
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Traditional launch plans revolve around training and product materials to 
create awareness, which are effective and necessary to build a foundation 
of understanding. But to create the momentum needed to succeed, your 
audiences need to go from understanding the product to committing and 
caring about it, bringing it into their everyday work or life. And for that, they 
need to feel emotionally connected to it. 

That connection can be created in a variety of ways – immersive storytelling,  
live launch events, sales rewards or incentives, branded merchandise – 
but it needs to be cared for in every aspect of a launch. It’s an important 
part of engagement that we find many companies overlook. 

Make sure all the pieces fit together.   
There are so many ways to get the message out there – employee events, 
sales meetings, consumer activations, social media and PR, influencer 
marketing, training. All are important and serve a purpose but they need 
to be consistent, cohesive and well-timed. Framing the tactics in a pre-, 
during and post-launch plan will help you determine the right cadence and 
levers to use to create initial excitement and sustain momentum well after 
launch day. 

Producing results
No matter the industry, an integrated approach to product launches can 
drive measurable business results. Here are just a few examples: 

Delta Airlines product retirement and new product launch  
When Delta Airlines decided to retire their beloved 747 and introduce their 
new A350 aircraft, they needed a launch plan that would cater to their 
enormous base of employees, salespeople and customers while caring 

https://bit.ly/2YpekdF


for the variety of emotions that come with retiring an almost 50-year old 
product and launching another in its place. It was crucial to create a great 
impression with Delta employees and make them feel good about the 
future. They also needed to capture mindshare – and market share – 
among their loyal consumer base. 

Launch tactics revolved around an experiential marketing roadshow 
across four U.S. cities, with unique VIP experiences in the sky and at 
each stop. The results? 

n 156 million brand impressions
n $900K in earned media
n $100K in memorabilia sold

Medical device new product launch    
This global company was gearing up for their biggest launch in a decade. 
They had ambitious goals for their audience of salespeople – learn about 
the product’s features and benefits, show they could converse about 
it and be inspired to go back into the field, bringing the product to their 
customers and patients while ensuring rapid adoption. As they prepared 
for their US sales launch event, COVID-19 forced them to change plans, 
turning a 2 ½ day in-person event into a 3-week virtual experience.

The virtual launch experience relied on a number of details to make it a 
success like a creative storytelling approach, consistent communications, 
a host to maintain continuity for the audience and gamified learning. This 
approach moved the event from passive learning to active participation, 
with reps showing they not only learned about the product but could 
demonstrate their learning. The results?

n Reps’ confidence levels about product knowledge and positioning 
increased from 10% to 91%

n 200+ implants were completed in the first month

n 20 accounts signed contracts with an average uplift of 18% 
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As you plan for your next new product launch, remember there 
are no second chances. Think about how you can integrate your 

audiences and inspire them beyond awareness to advocacy. 
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Visit our blog to read or share this article.

https://www.biworldwide.com/corporate-events/case-studies/delta-747-retirement/
https://bit.ly/2YpekdF

