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Far too often, and more often than they’d like to admit, companies spend many millions of dollars building a product that
fails in the market when it is launched. Achieving “product fit” in a given market is not 100% scientific. Companies like P&G
create thousands of concepts that get boiled down to hundreds of prototypes, and only 2% of those prototypes typically do
well enough in consumer research to even reach the stage of becoming full-fledged products that are launched. There are
exceptions: Companies like Apple, that create products that delight their customers consistently, have created an ardent
following of fans that eagerly await their next product. Apple’s product launch, therefore, consists of an unveiling of the new
product in front of their fans and the media takes over from there.
Not every company is like Apple, of course. So, once you have a product that could potentially achieve product-market fit,
what are the best possible ways to go to market with it? There are many options for introducing the market to a new
product. The most effective launch campaigns today use interactive media and social media because they provide the best
return on investment and have a very broad, yet targeted, reach.
Consumers have consistently shown better recall for interactive campaigns compared to any other medium. In fact, the
presidential campaign for President Obama was said to have gained a significant lead because of his team’s savvy use of the
Internet and more specifically, social media, for spreading awareness and for fundraising. President Obama has continued
his use of social technologies since taking office. Figure 1 shows his Twitter page:

Fig. 1: President Obama’s Twitter page.

Let’s talk about some specific strategies in this space. A common strategy is to create a “teaser” landing page for an ad
campaign to generate buzz and mystery four-to-eight weeks before the launch of a new product. The idea is to drive
curiosity among the target consumers and lead them to a page where they can provide their e-mail addresses to receive
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notification of the product on the day of the launch. Using this strategy, many companies can start reaching out to their
target customers even before the product is fully ready. This gives them more time to gauge and garner interest in the
community for their new product. If done early enough, this strategy can also guide the refinement of the product being
launched by getting feedback from the signed-up early adopters.
Of course, no social media campaign can be complete without involving Facebook and Twitter into your strategy today.
Facebook reaches more than 250 million people as of this writing and is still growing. The cost of advertising on Facebook is
about a tenth of the cost of advertising on Google’s search terms. If you also combine the reach of social ad networks like
SocialMedia, Lifestreet Social, RockYou and SocialCash, the level of reach and the micro-targeting that is now possible is
unprecedented in the history of marketing. Figure 2 that shows Facebook’s detailed targeting options. You can even target
people by their relationship status and keywords they put in their Facebook profile that include their hobbies and interests:

Fig. 2: Detailed targeting options on Facebook

As this space becomes more mature, the some Internet-savvy companies are starting to use the space to their advantage.
Starbucks, for example, recently used the Facebook Apps ecosystem for their ice cream give-away campaign. Figure 3
shows the Facebook page for the application that Starbucks used for its campaign:
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Fig. 3: Starbucks uses Facebook to launch their new ice-cream flavors.

Much has been said about Twitter in the media already. It provides another communication medium for distributing your
message very rapidly and with very low cost to millions of people. Unlike Facebook ads, however, Twitter messages (called
“tweets”) are not in your control and it may be risky to start with just Twitter to spread your company’s new product
message.
Another effective way to create an interactive campaign for launching your product is to engage your audience with an “idea
contest.” BrainReactions.net provides an Idea Contest platform which allows companies to create and launch a contest that
can be promoted to their target audience. Figure 4 shows the screenshot for an idea contest launched by startup
Moonjee.com that provided just a $500 cash prize but was able to gather over 800 ideas from many global contributors in a
matter of days. The contest also led to pre-signups from interested consumers on Moonjee’s Web site.
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Fig. 4: BrainReactions.net Idea Contest

These techniques for going to market represent just the tip of the iceberg of what’s possible today with interactive media.
Contact Frost & Sullivan’s expert team of strategic consultants who can definitely help create a customized go-to-market
plan for your team’s newest product launch.
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