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This year, B2B companies will roll out thousands of 
new product and service offerings — the majority  
of which will fail. And the reason they will not  
succeed has to do with what happens well before 
these offerings even enter the marketplace.

That’s right. According to Harvard Professor Clayton Christensen,  
upwards of 70% of new product or service launches fail to reach  
their full potential.

In addition, a recent article in Harvard Business Review stated  
the biggest problem with product or service introductions is …
lack of preparation.

“Companies are so focused  
on designing and manufacturing  
new products that they postpone  
the hard work of getting ready to  
market them until too late  
in the game.”  

– Harvard Business Review

Is Your Product Launch 
Destined to Fail? 
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The article goes on to list “40 ways to crash a launch,” and  
16 of the 40 reasons they list are directly linked to poor planning 
and communication …

> Most of the budget was used to create the product;   
 little is left for launching, marketing and selling it.
> The product’s key differentiators and advantages are  
 not easily articulated.
> The sales force doesn’t believe in the product and   
 isn’t committed to selling it.
> Because the target audience is unclear, the marketing  
 campaign is unfocused.
> Sales channels are not educated about the product.
> The marketing campaign is developed in-house by  
 the manufacturer and lacks objectivity.
> The product description on digital channels is unclear.
> The launch is aimed at the wrong target audience.
> The product is launched without influencers to  
 promote its efficacy.
> The launch budget is insufficient.
> The product has no trained spokesperson to educate  
 the media.
> The ad campaign is untested and ineffective.
> The launch campaign depends solely on PR to sell  
 the product.
> The company spends the entire marketing/advertising  
 budget at launch, no funds left to sustain the campaign.
> All marketing dollars go to advertising and public  
 relations, none to social media.
> The campaign is launched before the sales force is  
 fully briefed, customers know more than salespeople.

When you boil them down, most of the reasons these launch  
plans fail is because of flaws in the …

> Go-to-market strategy
> Marketing programs and budgets
> Customer / target audience definition
> Positioning
> Messaging
> Stakeholder engagement
> Sales education, support and enablement
> Internal / external communications

And, when you think about it, this makes sense.

After all, the months and weeks leading up to a product 
or service launch are filled with daily fire drills and surprises.  
Who has time for planning and communication?

In addition, remember that launch planning requires  
coordination and collaboration across multiple  
stakeholder groups: business leaders, development 
teams, product managers, product marketing  
professionals, marketing communication teams,  
sales organizations, external partners, agencies, etc. 
Each focused on their own piece of the puzzle.
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So the real question is …
Who owns your end-to-end  
launch strategy and plan?

In our experience, many times this responsibility lands 
in product management or product marketing’s lap. 
And while they are experts at their craft — they typically 
do not possess the entire spectrum of skills required to 
execute a successful product or service introduction.

When you step back and look at it, the entire process 
is laden with land mines. It is a recipe for disaster if 
improperly managed. It is destined for failure without 
intentional, strategic communication and collaboration 
from beginning to end.

That’s why many companies are turning to dedicated, 
outside professionals to help orchestrate this very 
fragmented and complicated process. A partner that 
has deep strategic marketing and communications 
planning experience. A partner that can look at the big 
picture and “knit together’ a cohesive game plan across 
every dimension of the launch.

Do you have a product or service introduction  
scheduled in 2018?

If so, ask yourself:

Do we have unbiased professionals who can identify holes in  
our strategies, plans, positioning and messaging?

Do we have experts who can connect all the moving parts  
and formulate a communications strategy that will ensure  
our launch is a success?

Any other answer than a convincing yes puts your launch  
in jeopardy.

Don’t make that mistake. Avoid the 40 reasons product 
or service introductions fail. Secure outside counsel 
and expertise. Put a well-defined, integrated launch 
plan in place.

And then … execute flawlessly.
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Employee engagement and employee experience 
are all the rage. New tools, techniques and  
technologies are coming out of the woodwork to 
help executive teams recruit, retain and maintain  
a highly engaged workforce. 

Yet, there is one thing every company should  
already have in place to improve employee  
engagement. What is it? 

It’s your story. 

Yes, your company’s story. 

Yet, this is the one thing that executives often over-
look and undervalue. Don’t agree? Well, it is easy to 
prove. Just walk down the halls of your office and ask 
a few team members one of these three questions … 

“What is our vision?” 

“What is our purpose?” 

“What is our story?” 

Chances are you will get a “deer in the headlights” 
look from almost every one of them. So our question 
back to you is: 

How can you expect employee engagement to rise if  
your team members don’t even connect with your  
company’s story?

This is a pervasive problem, and it is mind-boggling 
why more executive teams aren’t doing something 
about it. In fact, according to Gallup research,  
91 percent of frontline workers are unable to  
articulate what their company stands for and  
what differentiates it from the competition. 

Want to Increase Employee  
Engagement? Create a Shared Story.

CULTURE
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What a huge miss. Not only from an employee engagement  
standpoint, but from a business performance standpoint. 

Your company’s story is the one thing that should align your 
workforce. It is the one thing that should be shared by every team 
member. It is the invisible fabric that has the power to unite your 
entire organization. 

Why is that? Because, we all love stories. We all connect 
with certain stories. And most importantly, we all remember 
stories. And yet, most executive teams we work with do 
not have a formal process by which the company’s story 
is woven into the employee experience and culture. 

Forget all the latest bells and whistles. Get back to the basics.

Crystallize your company’s story in a way that resonates 
and connects with the workforce. Instill that story into 
the hearts and minds of current and future employees. 
From the recruiting process to employee onboarding, 
performance reviews, recognition programs and more. 
Make it omnipresent in your employee experience. 

You might be asking yourself, is it really worth it?

The short answer is yes. 

A company story that is shared consistently throughout the  
employee experience and embraced by team members will  
not only increase employee engagement — it will become  
an indefensible competitive advantage in the war for talent  
and customers. 

Is your company struggling to recruit top talent? 

Is your company suffering from high voluntary attrition? 

Are large segments of your employee population disengaged? 

The solution to these and other employee engagement challenges 
won’t be found in software. 

It will be found in your story. 
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In the book, “The UnStoppables: Tapping Your Entrepreneurial Power,” 
author Bill Schley writes, 

“The core of any business, the original 
heart and soul that first allowed you to  
succeed with customers, never really 
changes for companies that stay vibrant 
and relevant, no matter how big they get.” 

This is so true and yet, growth and change cause many executives to 
lose touch with their core story. And as a result, so does the rest of the 
organization. 

Over time, the corporate story becomes confusing, fragment-
ed and inconsistent. More noise is added to the story and the 
core gets lost. In the book, Schley goes on to say … 

“Inside that billion-dollar corporation,  
the value equation you first discovered  
is just as simple — and most important,  
it needs to be, if you want to keep going 
and growing.” 

One of the most difficult things to do is to keep your corporate story sim-
ple. Especially as the business grows, solution offerings expand and the 
strategy becomes more complex. 

Executives: Have 
You Lost the Heart 
and Soul of Your 
Business?

PERFORMANCE
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But the great companies do what it takes to stay true 
to their core. Not just once, but multiple times as the 
business evolves. They stop down and they go through 
the difficult process of “redistilling what matters most” 
in their story. Then they define and implement a process 
for ensuring that story is delivered consistently internally 
and externally. 

In a recent survey, CMOs were asked if they are confident their 
teams are on message — only 27 percent said yes? That’s a real 
problem when you consider that as much as 70 percent of your 
brand perception is being driven by employee interactions with 
customers. 

When employees do not deliver a consistent message, 
customers get confused as they move from one phase  
of the customer journey to the next. And, this has a  
negative impact on business performance. 

Your story, your promise to customers — is the foundation of 
sustained business success. And this will never change. 

The question is, have you lost touch with that story? 

Has your corporate message gotten overly complex? Confusing? 
And inconsistent? 

This happens more often than many executives would 
like to admit. With that said, savvy leaders “see and 
hear” when this is happening and they do something 

about it. They bring the organization back to the heart, 
soul, story and promise that inspired the business from 
the very beginning. They eliminate the noise. They  
realign, cleanse and simplify. 

Mind you, this is not easy. It requires time, energy and 
investment — but it is worth it. Because the effort  
translates into improved organizational clarity, higher 
employee engagement and increased customer conversion 
rates. All of which improve business performance.  
I will close with one more quote from Mr. Schley … 

“The selling proposition that made 
them (employees, partners and  
customers) choose to buy from you — 
the values, the dream, the reason  
the market needed you — is the  
foundation of it all.” 

Make this the year you bring clarity back to your business  
(your story). 

Make this the year you put processes in place that will ensure 
that story is delivered consistently inside and outside of your 
organization. 

Your employees, partners and, most of all, your customers …  
will thank you in more ways than you can imagine.
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In Ty Montague’s book, “True Story: How to Combine Story and Action to Transform Your Business,” he states …

“the best-run and most successful companies convey one clear, understandable story through every action they take, not solely 
through their marketing.”

Why are these companies more successful?

Because, they maintain complete alignment in their vision, mission, values and corporate messaging — and as a 
result, they deliver a superior employee and customer experience.

The ability to deliver “one clear, understandable story” has become essential as companies battle to secure and retain not only  
customers, but the best possible talent.

But how can executives establish alignment? Montague says …

“Make understanding and telling your company’s story both a shared responsibility across the whole organization and a core value  
of the company. If you do this, you — and your shareholders — will reap the rewards.”

Mixed Messages Negatively Impact 
Employee and Customer Experience.

STORY
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Many executive teams are acting on his advice and investing in 
organizational change and internal communication programs 
that align “their story on the inside” (i.e., vision, mission and 
values) with “the story customers experience on the outside” 
(i.e., messaging, positioning and promise). They are going through 
the process of creating a unified story and breaking down the 
barriers that have been preventing that story from being shared 
consistently inside and outside of the organization.

One of those barriers is isolated ownership, as  
Montague mentioned. Most of the companies that we 
work with have separate stakeholder groups managing 
each of these stories, and there are no formal processes 
in place to ensure the stories are aligned. What we find 
is that the executive team, in partnership with human 
resources, owns the vision, mission and values …  
while marketing typically owns the corporate positioning, 
promise and messaging. This results in different  
stories, to varying degrees, being shared internally  
and externally.

The end result: mixed messages and confusion in both the 
employee and customer experience. The business impact: 
less-than-competitive employee and customer recruitment, 
retention and loyalty.

The opposite is also true.

When employees fully embrace the corporate vision, 
mission, values and corporate story — it positively  
influences business performance. Employee productivity 
and loyalty increases because they feel they are  
contributing to something larger than just their job.  
Their decisions and actions also align with the company’s 
higher purpose and promise to customers —  
dramatically improving the customer experience.

So, if you want employees and customers to buy into 
your story — it must be aligned. And it must be brought 
to life consistently inside and outside of your organization. 
The stronger the connection and consistency between 
these stories, the stronger and more positive your  
employee and customer experience will be.

In the end, creating a fully aligned internal and external story 
matters. And what matters even more is having an intentional  
and sustained communications strategy in place that brings that 
story to life.

This is what Montague was talking about, and this is what ultimately 
separates high-performing companies from the also-rans.

What story are you sharing with employees? What about 
your customers? Are they aligned? If not, you are leaving 
money (recruitment, retention and loyalty) on the table.
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