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The best product launches 
generate more than just 
leads or sales, they generate 
trust. 
 

Getting product introductions focused on the 

customer and how they choose to learn and 

buy is essential if your company is going to 

earn and keep their trust.  Product launches can become too inward-focused and lose 

sight of these most important goals of communicating and connecting with customers.  

The more outward and customer-focused a product launch, the more trust you’ll have 

with prospects and existing customers alike. 

 

Trust is the new currency.   

 

This e-book includes ten ideas for challenging your company to make trust reverberate 

through your product launches. New product introductions need to revolutionize your 

company and make it focus with greater intensity on customers and the relationship you 

are trying to build and strengthen with them.  A truly great product launch causes a 

revolution in your company and the markets you serve.  They can inspire new levels of 

trust with your prospects and customers, and greater commitment from everyone too.  
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Ten Ideas for Making New Product Launches Succeed  

The first step to making your product 

launch a catalyst for earning customer 

trust is to focus on making it a company-

wide effort.  Just relegating a launch to 

marketing, marketing communications, 

product management, or public relations 

alone is not enough.  The ten ideas 

provide insights into how to bring the 

customer back into the center of the 

product launch process. 

 

1. Choosing a leader who has passion and intensity for the vision 
of your products will make or break your product launch. 

A project manager with skin in the game is worth more to a product launch thn three 

vice presidents that only lend their title and attendence in meetings.  Often the most 

passionate product visionaries aren’t the ones with the big titles, they are the product 

managers, project leaders, engineers, marketing and sales team members who have 

fought many internal battles to get a product designed without losing its integrity and 

customer focus in the process.   

Find a strong leader for your launch, someone savvy enough about your organization 

who knows the political landscape and who can navigate around roadblocks and get 

tasks done fast.  People respect passion much more than position. With time being of 

the essence with a product launch, it’s best to find someone who can lead it from a 

position of strength of conviction and knowledge. This person also must have a very 

clear understanding and insight of the customer and their needs.   

The best product launch leaders have an intuitive sense of what prospects want based 

on their experiences.  Further, they live and breathe the voice of the customer and keep 

product introductions on track as a result. 
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Often launch leaders are from product marketing or product management.  The best 

ones have also been out in the field selling; they understand the competitive dynamics 

and can bring a very strong sense of urgency to getting a launch accomplished.  That 

unique combination of selling and product marketing expertise also can streamline the 

hand-off of the new product to sales. 

Finally a leader with this mix of skills is more accustomed to seeing sales as a process, 

not just the completion of a set of deliverables.  Too often launch teams get galvanized 

on the deliverables and lose sight of the end result of getting sales cycles moving fast.   

 

2. Creating customer and influencer 
personas early in the launch can 
save you hundreds of meeting 
hours debating who the customer 
is and what their needs are. 

A persona is a fictional representation of your 

customers and prospects and is used for guiding 

marketing, selling, product development, 

promotional and service strategies.  Taking the time to do personas before you begin 

working on your new product launch is critical for its success.  It will help you get 

beyond just parroting back your features, functions and benefits, or worse just talking in 

vague generalities.  Wal-Mart uses personas extensively and knows down to the 

income and spending level how their most profitable segment, the Price Value Shopper, 

allocates time throughout their day.  The persona of the Price Value Shopper, just 16% 

of total Wal-Mart revenue but a disproportionate amount of profitability, dictates product, 

pricing and merchandising strategies across the company’s stores.  It helps Wal-Mart 

make the hard decisions of which products to take or not in each of their size and class 

of store as well. 

Personas need to serve as the catalyst of all customer insight and intelligence to keep 

your launch moving towards its goal. Google, IBM, Microsoft and many other high tech 

firms rely on personas to guide their product introductions and new product 

development efforts.   
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Of the many excellent sources of information on personas, the best are from David 

Meerman Scott.  I highly recommend his blog, Web Ink Now 

http://www.webinknow.com/ and his best-selling book The New Rules of Marketing and 

PR: How to Use News Releases, Blogs, Podcasting, Viral Marketing and Online Media 

to Reach Buyers Directly.  This book provides insights into how best to create personas 

and use them throughout your Web strategies as well.  He also wrote a blog post on 

personas titled How well do you know your buyer personas? which is excellent.  

Pragmatic Marketing also has many excellent sources of information on how to create 

and use personas to guide product development and new product introductions.  The 

Power of the Persona provides a useful background to the persona concept, and the 

following index of articles from Pragmatic Marketing is also invaluable in getting started 

with this concept.   

 

 

3. Define realistic, 
achievable launch 
objectives that can be 
easily monitored while 
also giving everyone in 
your company a 
chance to own and 
contribute to the 
launch.  

 

Launch objectives need to be aggressive enough to generate interest and new sales 

cycles but realistic enough for your company to attain them.  They also need to be 

measurable, time-based and focused on a specific area of a company’s broader 

strategic plan.  But most of all, the launch objectives need to be clear and well-

articulated enough to gain the support of the entire company.  The idea is to have a 

series of launch objectives that everyone can see their contribution to attaining, either 

directly or indirectly.  When that happens, the energy and buzz around a product launch 

really takes off inside a company.   
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Nike uses dashboards on their Intranet site and gets updates from their selling channels 

daily to track launch performance.  This not only shows where the product launch is 

succeeding or not, it gives each member of the launch team a solid sense of ownership 

over their contribution and future work.  Enterprise software companies including 

Microsoft, IBM, Oracle, SAP and others all use dashboards based on their own 

analytics applications to monitor new product introductions.  Where the greatest amount 

of innovation is occurring however is in the area of analytics software on the 

Salesforce’s Force.com platform.  If your company uses Salesforce for its CRM system 

be sure to check out the analytics applications listed in the AppExchange.  

Dashboards can increase product launch productivity by 30% or more according to Mike 

Burkett, VP of Research at Gartner who wrote Deploying Product Launch Dashboards: 

Lessons From Leaders (requires a Gartner account to download).  Mike is considered 

one of the world’s leading experts in Product Lifecycle Management (PLM) and the New 

Product Development and Introduction Process (NPDI).  He found in his research that 

the top 10 lessons learned when implementing new product launch dashboards include 

the following:      

1. Focus first on prioritizing needs to avoid big-bang deployments. 

2. Define quality management initiatives’ metrics separately than the new product 

introduction process; many companies tend to combine the two. 

3. Thoroughly understand the product launch process and its goals before applying 

technology and metrics to measure it  

4. Give every team and group a chance to own the launch before automating and 

measuring it. 

5. Realize that each launch will most likely require entirely different processes and 

procedures than the previous one, and the most success product launches re-order 

a company’s way of getting work done. 

6. Clearly define accountability and roles for each task. 

7. Work to understand data modeling to support product and portfolio reporting.  

8. Realize that even the best product introduction plans can be drastically changed by 

competitive and market forces, and that designing in agility and flexibility is more 

important than massive plans that will most likely have to change over time. 

http://appexchange.salesforce.com/results?type=Apps&keywords=analytics
http://my.gartner.com/portal/server.pt?open=512&objID=260&mode=2&PageID=3460702&id=1340854&ref=
http://my.gartner.com/portal/server.pt?open=512&objID=260&mode=2&PageID=3460702&id=1340854&ref=
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9. Be thorough in understanding the interdependencies between each phase of the 

launch and related projects. 

10. Rely on executive sponsors to internally market the launch, manage expectations 

and remove big barriers to accomplishing its goals.   

 

4. Use a Communications Plan to 
promote the launch internally 
and keep messaging focused 
on customer needs externally. 

 

The best product launches use 

communications plans to orchestrate the many 

online and offline channels so each supports 

and strengthens the primary position of the launch. Synchronizing across the many 

online and offline communications channels requires a project manager who has a 

strong grasp of each medium, its requirements, and what types of delays are inherent in 

each.  The depth and breadth of a communications plan will vary by the magnitude of 

the launch, yet it’s been my experience that all share a few common attributes 

discussed here.   

First, it’s important to have the communications plan anchored in the personas 

mentioned earlier; specifically the unmet needs of each of your target audiences or 

segments.  The best communications plans also take the time to clearly and crisply 

define the unique value proposition for the product or service.   

Second, define the project plan with goals and outcomes that reward cooperation and 

collaboration throughout your company.  Use the project plan as a means to galvanize 

your company together and share a common goal.  In the Recommended Resources 

section of this e-book there is a link for free Microsoft templates for creating a 

communications plan.  

Third, define the communications plan to target only the key personas in the buying 

process, using media they most often rely on for product information.  When doing the 

persona research, finding out the online and offline media sources they rely on is 

http://www.investopedia.com/terms/v/valueproposition.asp#axzz1XVo7u98j
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critical.  Using those media preferences of your personas can significantly increase the 

performance and effectiveness of communications plan. 

Fourth, create dashboards to measure the performance of the communications plan.  

That’s the great value of having communications strategies online as they can be 

measured in real-time, making it possible to see how strategies are performing.  Sharing 

all of these performance measures in a dashboard on the company Intranet site also 

gives everyone a chance to see how their contributions helped, increasing ownership of 

the launch.    

 

 

5. Create Launch Plans 
that seek to maximize 
sales cycles first, set 
speed records second.  

 

The potential for greater profits, 

gaining greater market share, or 

establishing greater awareness and 

credibility in a market are among 

the most common objectives that 

drive a new product introduction.  Regardless of the goal or objective of the launch, 

there must be sales cycles initiated and closed relatively quickly to keep the product 

alive.   

The best product introductions I’ve ever been involved with had sales taking a strong 

leadership role with the product from the initial beta or testing phase through launch.  

Sales didn’t run the launch, but sales managers and VPs chose the beta sites with 

engineering and marketing, looked at which sales cycles for existing products could be 

accelerated with the new launch, and worked with all accounts to see if there was a 

need for the new product.   

Having sales so involved pushed the myopic, deliverables-only mindset out of the 

product launch teams and brought the sales cycle mindset in.  That was invaluable 

because the focus shifted from just punching out more documents and paper to actually 
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selling the product and closing business.  Engineers got excited about seeing their 

product get installed and used.  It brought life and energy to the team.  The act of just 

checking off action items on a spreadsheet became so much more relevant when each 

action item was related to a sales cycle.  

Best of all, sales champions started to emerge who would literally drive the products 

into profitability. You can choose to use the launch plan as a catalyst for getting sales 

involved early in the process.  Give them a chance to be part of the decision on beta 

sites, which products get first versions, and how to define the unique value proposition 

and messaging too.  Keep sales involved and work to get their feedback on each phase.  

If the product is timed to the market right, priced well, and its value defined, sales cycles 

will start up fast. Use the launch plan to set up sales to win.        

 

6. The quickest way to get the 
sales team focused on your 
new product launch is give 
them a chance to own it, excel 
at it, and look like rock stars 
all at the same time.  

 

From engineering and development to 

marketing and PR, everyone wants to have a 

product launch accelerate their career.  In 

running product launches I’ve seen lots of ego-driven battles and turf wars.   

The greatest equalizer for everyone involved is if the product launches and has its sales 

ramp faster than anyone expected, delivering greater sales and profits than even the 

most optimistic projection. You want to unleash the full intensity of your company on the 

market via the launch and make customers realize your products meet their needs 

better than anyone else. 

So how do you do that?  Sales.  The secret weapon of every great product launch is 

sales.  I’ve found that the more clearly understood and defined the financial and 

nonfinancial compensation is for a sales force, the better they do.  In the battle for 
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mindshare with sales, nothing works better than providing greater nonfinancial 

compensation than financially-based.   

Having a serve the sales force mentality is critical for a launch to work, and that has to 

pervade every aspect of your company.  Supporting sales with exclusive support lines, 

the latest updates to the product, direct access to price exception management and 

special pricing requests automated online, best-in-class training and sales contests that 

have as their grand prize fully paid holidays to an exotic location like Tahiti, Maui or 

Australia also work.  One product launch I worked on offered the top selling sales rep a 

free trip for his family to their choice of the Orient, Hawaii or the Caribbean for ten days, 

all expenses paid by the company.  Results were posted on the company Intranet site 

and over $200,000 in sales were generated in less than three weeks.  It ran six weeks 

and by that time over $3.2M in sales was booked. 

Financial incentives also work, but it’s been my experience that combining contests and 

quota support works well.  Give the sales teams a chance to be champions not only in 

their professional sphere of influence, but in their personal one as well. When sales 

happen everyone associated with a launch is considered successful too.  Instead of 

fighting over credit, resolve to drive sales of the launched product as fast as possible 

over $1M, because that achievement is the most significant of all and can be shared. 
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7. Presales, Service and 
Operations launch tasks are 
often the longest, plan for 
them early. 

 

Knowledge transfer is the most difficult 

aspects of any new product introduction.  

Presales, Service and Operations thrive on 

product knowledge and as a result, need to 

be an area of focus from early on in the new 

product development and introduction cycles.  

Often when a launch goes awry it is because 

one or all three of these departments have not been included in the launch long enough, 

or the knowledge transfer is incomplete. 

Here are the strategies I’ve found to be useful in making knowledge transfer more 

efficient across these three departments.  First, have these three departments involved 

in the initial usability analyses of your product.  Apple, Microsoft, Sony, Toyota and 

many other companies known for their ergonomic designs do this to make sure the 

customer experience is consistent when their products or software is serviced and used. 

This also begins the knowledge transfer process early.   

Second, all of these departments need to be involved in the documentation review 

cycles and also in repair and maintenance procedures definition and analysis.  This is 

another way to enable greater knowledge sharing and transfer across these 

departments.  Presales have the most difficult task of these three departments, as they 

must translate the technical aspects of the product into benefits and fit it into the frame 

of reference of the customer.  Go through feedback cycles with beta test sites if you are 

launching a B2B-oriented product on this point.   

Finally have services and operations plan out each process workflow and then go 

through them thoroughly before the actual launch.  I was involved with the launch of a 

new enterprise software application just two years ago where Services and Operations 

process workflows were redefined to support a Software-as-a-Service (SaaS) 
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application.  It took about a month to re-engineer the process to support this new 

platform, yet it was time well spent.  To date 80% of the product suites’ sales are on 

SaaS and the escalation and support paths have trimmed down costs of service by 

65%.            

 

8. Use social media as part of your 
launch plan to focus on early 
adopters, experts and 
enthusiasts.  

 

Social networks are having a revolutionary 

effect on how people communicate and 

companies connect and serve their customers. 

Facebook, Google+, Twitter, YouTube, blogs 

and social media in general are leading to a 

revolution in how products get launched too.  

Gone are the long lead-times and product-

centric messages that only a few potential 

prospects understood.  Also gone is boring 

marketing.  Companies can’t survive when their 

marketing is self-focused and talks not in 

customer terms but their own. 

 

Using social networks to launch new products is predicated on trust, being honest about 

who you are, what you can deliver, and how you plan on delivering it.  I personally think 

social networks are bringing a greater accuracy, clarity and precision to marketing.  

Conversations with customers are in real-time and there is no room for corporate 

gobbledygook.  The companies who excel on social networks have put real faces on 

their brands and embrace accountability. 

Launching a new product over social networks works best when the following points are 

taken into account: 
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1. Define product launch goals for each social networking platform, taking 

into account the inherent strengths of each.  Twitter for example is excellent 

at real-time communication, while Facebook has a more community-based 

structure and tempo to it.  Consider how to use YouTube videos and blogs to 

accentuate your launch.  Google+ is fast emerging as a great platform for real-

time discussion and has excellent usability design as well.   

2. Choose the early adopters and most influential members of each social 

network most relevant to your products and begin a dialogue with them.  

Cisco did this for the launch of a new networking product and estimates they 

saved nearly $100,000 in marketing costs while driving up new product sales.  

You can use Klout to find the influencers in your industry and also the search 

function on Twitter and Facebook.  Creating an authentic conversation begins by 

working to understand what matters most to each early adopter and influential 

member of a social network.  Bloggers in your industry may want to have 

advance access to your products’ latest beta version, want to interview your VP 

of Engineering or even your CEO.  Consider it and err on the side of candor and 

openness over restricting access, especially at events.  

3. Set your standards high for the quality of the content you provide to early 

adopters and influencers.  Focus on how to differentiate yourself by the quality 

and depth of content you provide.  Get your executives on-board with this 

program and focus on how to create dialogue between them and the early 

adopters and influencers.  If the product you’re introducing is next-generation and 

has the latest technologies of your industry, consider having all the early 

adopters and influencers in (including bloggers) to your headquarters for a full 

briefing day. Have a full agenda, provide access to everyone involved in the 

product and allow early adopters and influencers to actually use the product.   

4. Creating as many opportunities as possible for early adopters and 

influencers to interact with your senior management and engineering 

teams – creating ongoing events to bring them together.  Experts who are 

members of these groups often have previous experience in your industry with 

either competitive products or your companies, often for decades.  Getting these 

http://klout.com/home
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people together with your senior management and engineering teams gives them 

a chance to stay connected to how your company sees the industry today and in 

the future.  Enabling these kinds of knowledge sharing events also breaks down 

the barriers around your company.  Focus on being open and allowing access to 

your senior executives so these influential groups have a very clear idea of 

where you are today in terms of strategy and where you’re going. 

5. Listen, track and respond to requests from early adopters and influencers, 

getting back to them quickly.  It’s been my experience working with these 

groups that their perception of time is quite different than the companies I was 

working for when initiating these programs.  To this group, 48 hours is pushing it 

for a response. Set the goal of 24 hour turn around at the worst on their requests 

for information and conversations. 

6. Invite the most insightful early adopters and influencers to advisory 

council meetings to get their feedback on next generation designs.  This is 

a critical step in ensuring your company builds trust with this important group.  

Allow them to have a seat at the development table.  This also goes for industry 

analysts that you trust and who have the skills to contribute.  In the past I’ve done 

this and it’s worked out really well with software products.  Hardware products 

are inherently more limited in their structure and design, which makes trade-offs 

more costly.  Yet doing this made the products discussed in these forums more 

aligned to the market and more supported once launched.  It is a risky strategy 

but one well worth considering to get early adopters and influencers to believe in 

your products and take ownership of them.            
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9. Timing your product 

launch so your supply 

chain can keep up with 

new product demand is 

crucial, especially in 

High Tech Industry. 

The concept of the Demand-Driven 

Supply Network (DDSN) as first 

defined by AMR Research (now part 

of Gartner) is worth checking out if 

you are launching products in the High Tech Industry as many of the concepts in this 

framework are useful for synchronizing supply chains and market demand.    

Also consider streamlining your Sales & Operations Planning (S&OP) process around 

the product launches to further manage new product demand and avoid stock-outs.  

Jane Barrett and Noha Tohamy of Gartner authored an excellent presentation on how to 

align the S&OP process to product launch requirements and the new product 

introduction workflows of companies.  It’s titled Best Practices in Sales & Operations 

Planning and can be downloaded free.   

 

10. Measure the 

effectiveness of your 

product launch strategy 

using analytics, sharing 

them company-wide in real-

time.  

One of the greatest benefits of using 

digital channels to launch products is the 

instant availability of results through dashboards.  As more companies rely on social 

media as a major platform for launching new products, the focus is shifting away from 

more traditional forms of analytics or researching launch results to social media 

monitoring applications.  There are many companies in this area of analytics today 

http://www.ismsv.org/library/21CentDDSN.pdf
http://www.ismsv.org/library/21CentDDSN.pdf
http://www.gartner.com/it/content/1393400/1393424/august_18_supply_chain_jbarrett.pdf
http://www.gartner.com/it/content/1393400/1393424/august_18_supply_chain_jbarrett.pdf
http://www.gartner.com/it/content/1393400/1393424/august_18_supply_chain_jbarrett.pdf
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including Alterian, Lithium, Radian6, Sysomos, Attensity, Hubspot, and Viralheat.  

These applications track customer sentiment, keywords analysis, influential users and 

are increasingly being used for competitive analysis as well.  One of the better analyses 

of these companies is The Forrester Wave™: Listening Platforms, Q3 2010.  Each of 

the platforms analyzed in the Forrester Wave also has the ability to publish dashboards 

with user-defined metrics or key performance indicators.  This makes it possible to 

monitor how a launch is being perceived through social networks and its relative level of 

success.   SAS is an enterprise software company that specializes in analytics and 

often sponsors research of solutions in this area.  You can find their Analyst Reports 

here.  Google Analytics is by far the most widely used free analytics tool available today 

for tracking product launch strategies on and offline as well.     

 

Conclusion  

 

A product launch is the one event that instantly tells your prospects, customers, 

competitors and suppliers how well your company communicates and collaborates 

inside.  The ten ideas presented here are meant as helpful advice to creating successful 

product launches in your company.  There are many resources available in the following 

section, I hope they are useful to you.  Good luck!  
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Recommended Resources 

Associates and Organizations 

American Marketing Association  

http://www.marketingpower.com/Pages/default.aspx 

Association of International Product Management and Product Marketing  

http://www.aipmm.com/  

Pragmatic Marketing 

http://www.pragmaticmarketing.com/ 

Product Development and Management Organization  

http://www.pdma.org/index.cfm 

Silicon Valley Product Management Association  

http://svpma.org/ 

 

Blogs 

280 Group Blog 

http://www.280group.com/blog/ 

Always Be Shipping 

http://www.alwaysbeshipping.com/ 

Forrester Product Management Blog 

http://blogs.forrester.com/technology_marketing  

How To Be A Good Product Manager 

http://www.goodproductmanager.com/ 

PDMA Blog 

http://www.thesource.pdma.org/blogs  

Pragmatic Marketing Blog 

http://productmarketing.com/ 

Product Launch Blog  

http://launchclinic.com/2009/07/blogs-and-magazines-im-reading.html 

Steve Johnson on product management 

http://blog.sjohnson717.com/  

The Accidental Product Manager 

http://www.marketingpower.com/Pages/default.aspx
http://www.aipmm.com/
http://www.pragmaticmarketing.com/
http://www.pdma.org/index.cfm
http://svpma.org/
http://www.280group.com/blog/
http://www.alwaysbeshipping.com/
http://blogs.forrester.com/technology_marketing
http://www.goodproductmanager.com/
http://www.thesource.pdma.org/blogs
http://productmarketing.com/
http://launchclinic.com/2009/07/blogs-and-magazines-im-reading.html
http://blog.sjohnson717.com/
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http://www.theaccidentalpm.com/  

Web Ink Now (David Meerman Scott) 

http://www.webinknow.com/ 

 

Presentations, White Papers and Market Studies  

10 Online Strategies for Your Next Product Launch 

http://mashable.com/2011/01/26/product-launch-web-strategies/  

12 New Rules of B2B Product Launch by Dan Adams 

http://www.b2bproductlaunch.com/pdf/e-book.pdf  

How to Increase the Success Rate of New Product Launches 

http://www.slideshare.net/FrostandSullivan/how-to-increase-the-success-rate-of-new-

product-launches  

Is Your Product Launch Doomed? 10 Ways To Identify and Impending Launch Disaster 

http://www.pragmaticmarketing.com/pdf/ProductLaunchDoomed.pdf  

Launch like Steve Jobs: 7 Ways to Build Buzz for Your Next Product Launch  

http://blog.kissmetrics.com/product-launch-strategies/  

Managing New Product Introductions Through Six Sigma (Caterpillar, Inc.,)  

http://www.elfaonline.org/cvweb_elfa/Product_Downloads/MBTSC05SIX.PDF  

Managing New Product Introduction Processes 

http://www.makhfi.com/BPM4NPDI/Managing_NPDI_Processes.pdf  

Microsoft Industry Analyst Reports  

http://www.microsoft.com/presspass/itanalyst/default.mspx  

New Product Development and Introduction: Helping Launch Products Successfully 

(SAP brochure, included it as it has some good points on the NPDI process) 

http://www.sap.com/solutions/npdi/pdf/BWP_NPDI_Quick_Guide.pdf   

The Perfect Product Launch White Paper by IBM  

http://www-935.ibm.com/services/at/bcs/pdf/scm-perfect-prod-launch.pdf  

Top Ten Product Launch Mistakes 

http://www.280group.com/wpapers/Top%2010%20Product%20Launch%20Mistakes.pdf  

Oracle Corporation Analyst Reports  

http://www.oracle.com/us/corporate/analystreports/index.html 

http://www.theaccidentalpm.com/
http://www.webinknow.com/
http://mashable.com/2011/01/26/product-launch-web-strategies/
http://www.b2bproductlaunch.com/pdf/e-book.pdf
http://www.slideshare.net/FrostandSullivan/how-to-increase-the-success-rate-of-new-product-launches
http://www.slideshare.net/FrostandSullivan/how-to-increase-the-success-rate-of-new-product-launches
http://www.pragmaticmarketing.com/pdf/ProductLaunchDoomed.pdf
http://blog.kissmetrics.com/product-launch-strategies/
http://www.elfaonline.org/cvweb_elfa/Product_Downloads/MBTSC05SIX.PDF
http://www.makhfi.com/BPM4NPDI/Managing_NPDI_Processes.pdf
http://www.microsoft.com/presspass/itanalyst/default.mspx
http://www.sap.com/solutions/npdi/pdf/BWP_NPDI_Quick_Guide.pdf
http://www-935.ibm.com/services/at/bcs/pdf/scm-perfect-prod-launch.pdf
http://www.280group.com/wpapers/Top%2010%20Product%20Launch%20Mistakes.pdf
http://www.oracle.com/us/corporate/analystreports/index.html
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Overview of the Proctor & Gamble New Product Introduction Process  

Succeeding at New Products the P&G Way: Work the Innovation Diamond™ 

Product Launch Checklist  

http://www.npd-solutions.com/launch.html  

Product Lifecycle Management in High Tech  

http://www.plm.automation.siemens.com/en_us/Images/Product_Innovation_and_PLM_

tcm1023-93707.pdf  

 

Templates and Examples  

Apple Macintosh Product Introduction Plan (1983) (courtesy of Stanford University) 

http://www-sul.stanford.edu/mac/primary/docs/pip83.html  

How to Write Your Business's Brand Launch Plan  

http://www.dummies.com/how-to/content/how-to-write-your-businesss-brand-launch-

plan.html  

 

Marketing Launch Plan Template  

Microsoft Office New Product Launch Templates (free) 

http://office.microsoft.com/en-us/templates/new-product-launch-TC010090751.aspx 

Microsoft Project team communication plan Templates (free) 

http://office.microsoft.com/en-us/templates/project-team-communication-plan-

TC001145585.aspx  

Product Introduction Plan Template (MS Word) 

Product Launch Checklist Template: Back to Basics in Ensuring A Successful Product 

Launch 

 

 

 

 

 

 

 

http://www.prod-dev.com/pdf/Succeeding_at_New_Products_the_PG_Way.pdf
http://www.npd-solutions.com/launch.html
http://www.plm.automation.siemens.com/en_us/Images/Product_Innovation_and_PLM_tcm1023-93707.pdf
http://www.plm.automation.siemens.com/en_us/Images/Product_Innovation_and_PLM_tcm1023-93707.pdf
http://www-sul.stanford.edu/mac/primary/docs/pip83.html
http://www.dummies.com/how-to/content/how-to-write-your-businesss-brand-launch-plan.html
http://www.dummies.com/how-to/content/how-to-write-your-businesss-brand-launch-plan.html
http://www.google.com/url?sa=t&source=web&cd=9&ved=0CJMBEBYwCA&url=http%3A%2F%2Fwww.pivotalpm.com%2FPMI%2520Templates%2FLaunch%2520Marketing%2520Plan%2520Template%25202007.doc&rct=j&q=new%20product%20launch%20plan%20template&ei=3rZqTuTzCqTw0gHxlfGeBQ&usg=AFQjCNFRHB9X5MbI1djk7S3kMGC0upbKZA&sig2=vlqcH8D_U4WPM6qe8FAqAA
http://office.microsoft.com/en-us/templates/new-product-launch-TC010090751.aspx
http://office.microsoft.com/en-us/templates/project-team-communication-plan-TC001145585.aspx
http://office.microsoft.com/en-us/templates/project-team-communication-plan-TC001145585.aspx
http://www.google.com/url?sa=t&source=web&cd=11&ved=0CBUQFjAAOAo&url=http%3A%2F%2Fwww.pivotalpm.com%2FPMI%2520Templates%2FProduct%2520Plan%2520Template2005.doc&ei=lbNqTpHKD4ft0gHn-_36BA&usg=AFQjCNFKSZHSlsZqJJBnduvY9PyeqqluoA&sig2=WWD7CddH2JNUuVC15wBv4g
http://www.google.com/url?sa=t&source=web&cd=58&ved=0CGgQFjAHODI&url=http%3A%2F%2Fwww.thevirtualconsultancy.com%2Fimages%2Fdocuments%2Fbusiness-Product%2520Launch%2520Checklist%2520Template.doc&ei=2LtqTrygN_G60AGExpmhBQ&usg=AFQjCNE3PEfaDUs-Ycag6AbyLQx-EJcZxA&sig2=il3GU-G9QSpn7G2dq_CWAg
http://www.google.com/url?sa=t&source=web&cd=58&ved=0CGgQFjAHODI&url=http%3A%2F%2Fwww.thevirtualconsultancy.com%2Fimages%2Fdocuments%2Fbusiness-Product%2520Launch%2520Checklist%2520Template.doc&ei=2LtqTrygN_G60AGExpmhBQ&usg=AFQjCNE3PEfaDUs-Ycag6AbyLQx-EJcZxA&sig2=il3GU-G9QSpn7G2dq_CWAg
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Videos 

Lessons from New Product Launches--Cell Zone to iPad (Harvard Business Review) 

http://www.youtube.com/watch?v=TW4g32BW5oY  

Stanford University Entrepreneurial Thought Leaders Lecture Series  

Becoming a Better Storyteller 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2648  

Chew on This: An Unexpected Product Launch 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2007 

Creating Enchantment [Entire Talk] 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2669  

Designing Products Your Customers' Customers Will Love 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1146 

Don't Write a Mission Statement, Write a Mantra 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1172  

From Funding to Product Launch 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2532   

Honest Advice on Starting a Company (Entire Talk) 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2516  

Launching From the Dorm Room 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2608 

No Fear and Launch an MVP 

http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2704  

Rethinking the Product Development Process 

http://ecorner.stanford.edu/authorMaterialInfo.htl?mid=2056 

 

 

 

 

 

 

http://www.youtube.com/watch?v=TW4g32BW5oY
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2648
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2007
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2669
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1146
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=1172
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2532
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2516
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2608
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2704
http://ecorner.stanford.edu/authorMaterialInfo.htl?mid=2056
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for Making New Product Launches Succeed 
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