Workshop:
Creating an Integration Launch

Strategy that Goes Beyond the
HubSpot Playbook

Marcus Andrews & Lisa Edwards, Product Marketing @HubSpot
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What we are workshopping today applies
to more than your integration launches

A feW things with HubSpot:
about the

title of this

WorkShOP... 2. Relaunch
3. Co-launch

1. Any product launch
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Do you have a new product launch
coming up?
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Do you have enough product updates for
a relaunch?
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Do you have a co-launching opportunity
approaching?

HubSpot

Partner Day
at INBOUND



©

Do your product launch plans
ever look like this?
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Does the thought of planning a product

launch make you feel like this?
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Today's
Goal:

Walk out
with a draft
deck of a
strategic
Froduct

aunch plan.
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Agenda

1. Quick Review

2. Elements of a Great Product Launch
3. Workshop




Quick Review



Aircall for HubSpot

@ aircall Document and organize every phone call instantly in HubSpot

WEB APP PRODUCTIVITY + 3

Aircall for Hubspot CRM % mﬁ

@ OirCO" HUbS&t xebzs;:;‘:ph‘aircan.io >

Two-Way
Text Messaging
. For HubSpot

‘ W TWEET ’ § SHARE

......

e Creative
' solutions
set you
apart.

| Send and receive SMS and MMS
The Aircall-HubSpot integral text messages online or on the go,
jumping on a call with a lead,

from real local phone numbers.

il bary s
it iy - Overview
I8 picking up owr calis

The in-app link redirects you
call interaction is automatica

TR . Yea, I'm avadable now. Can you
my phone?

4| msalesmsg ¢ HubSppt |[

‘ signup

Contact Played via site  10:39:43

NAME John Calway
E-MAIL jc@twentythree.net
LocaTion Denmark

Company
CEER - r LYW EREs
\,6 NAME TwentyThree SEEE R odennnige:
HUbSp t WER twentvthree net _ 0041
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The Elements of a
Great Product Launch




Why product launches
are so important.

Sub-optimal
Impact

vectors aligned = maximum impact
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GrowthHackers e oo E
@GrowthHackers L »
Why @ElonMusk's "People as Vectors”

Analogy Resonates
growthhackers.com/articles/why-e

]people Function as Vectors on a Team

In sub-optimal environments,
misalignment impairs speed & quality:

In the optimal environment,
everyone is in 100% alignment:

Where We
Are Today

Tar ﬁ Where We

3
15 unks of prodhuctivry

Want to Be
e

Where We

Are Today

Want to Be

jeron Toward Goal 3.5 Units
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A4
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% Elon Musk &
@elonmusk

Replying to @GrowthHackers

This is why a small company with tight focus
& high energy can beat a big company
without

7:22 PM - 25 Aug 2018
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The Hierarchy of
Product Marketing

Launch:

Product Launches

. Market expert,
Market: thought leader

Sales/services bond,

X-Functional: marketing leader.

Positioning, value prop, vision, pitch,
solutions, naming research.

Narrative:

. PM relationship, product knowledge, roadmap
PrOd uct: knowledge, demo strength, Market research
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1. Map the
customer journey

CONVERT

What sparks the need for your product?
How will people learn about you?

What research will they do? Forms

Calls-to-Action

What will prevent them from considering your product? Landing Pages

What will ultimately inform their decision?
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Awareness Consideration Decision

Stage Stage Stage

A-hal | have strep throat!  lcansee my primary care

| have a sore throat, fever o N | o i -
and I'm achy all over What are my options for | - physician, the ER, orgo to a
What's wrong with m é? 4 relieving or curing 4 - clinic. The ER costs a lot, but |
| D my symptoms? . have insurance.
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2. Understand
your persona
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Having a deep understanding of your ideal
customer is critical to nailing a launch.

It'll guide your goals, objectives, and individual

e e ——————

tactics.
We'll gladly share the HubSpot personas. Like Gary : Aspires to be an
here. - entrepreneur and have
' a personal brand
HubSpdt
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3. Tell a
terrific story

The more time you pour into making sure you have
an interesting, compelling, product, differentiated
story to tell the market the better off you are.

You won't regret it.

Horn toot alert!
HubSpot has some good examples of this. So does
Slack, Intercom, Google, and others.
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4. Take a strategic
approach to launch

Take a strategic approach to guide you.

1. Goals
I. Increase TAM and new biz
2. Objectives
I. Increase ecomm demos
3. Strategy
. Focus on existing users, lead with “What's
Next”
4. Tactics
5. Measurement

i. Focus on objectives
HubSpdt

Partner Day
at INBOUND




5. Chart your path

What are the most strategic tactics that will help us
achieve our objectives?

t's easy to start running at specific tactics but a
better way to start is to brainstorm all that you
could do. Then make sure you they back into the
larger strategy and offer high impact.

You're looking for an optimal juice vs squeeze
ratio.
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ATTRACT

Social Posts
Ads (variety of options)
eBook
Checklist
SEO
Blog (Yours, Integrators,
Medium)

Press Release
Newsletter
Thought Leadership
Conference Sponsorship

CONVERT CLOSE

Case Study Sales Enablement
Webinar One Sheets

Introductory Videos Integration Video

Email Send Integration Page

Product Hunt
Partnership Landing Page
Partnership Video
In App Notification
Conference Presence

Comparison Page
Marketing Automation
Free Trial
Discounts

v HubSpHit

DELIGHT

Promoters

Support Enablement
One Sheet
Knowledge Documentation
Advocacy Program

NPS Surveys
Case Studies
Performance Data Content




6. Narrow down
and get organized

Once you have everything narrowed down, it's time
to plan it out. Assign who handles what, figure out
deadlines, and get it all in one place so all
interested parties can see the full picture.

Deadline
March 9

April 20
April 20
April 20
April 20

April 30
April 30
April 30
April 30
April 30
April 30
April 30
April 30
April 30
April 30
April 30

Pre-Launch
Pre-Launch
Pre-Launch
Pre-Launch

Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:
Launch:

May 22
May 22
May 22
May 22
May 22
May 22
May 22
May 22
May 22
May 22
May 22
May 22
May 22
May 22
May 22
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Post-Launch
Post-Launch
Post-Launch
Post-Launch

Demo Slack App

Three screenshots of app in action

One gif of app in action

Descriptions of app (1 sentence, 1-3 paragraphs, 1 line ¢
Update app listing (new functionality, 1 screenshot)

Social - LinkedIn, Twitter, Instagram, Facebook

Object

Partnership Landing Page

Press Release

Product Update Blog Post

In-App Notification

Integrations Directory Page

Medium Blog Post

Partner Newsletter Spot

Partner Slack Community

Partner Blog Post

Partner Email directing to Partner Blog Post

TL - Coordinate Sales Team LinkedIn Promotions

Support Staff Enablement

Knowledge Base Doc
Sales Staff Enablement

Social - LinkedIn, Twitter, Instagram, Facebook

Partnership Page
Press Release
Product Notification

Product Update Blog Post

Featured Integration on Directory Page Home

Integrations Directory Page

Thought Leadership Blog Post - Medium or TG
Thought Leadership - Sales Team LinkedIn Promotions
Partner Newsletter Spot

Partner Slack Community

Partner Blog Post

Partner Email directing to Partner Blog Post
Wiki Post (IncludemLazy Tweets/LinkedIn Posts, CTA to

In-App Notification

Submit to Product Hunt
Sales Digest
Product Update Video

SEO around HubSpot and Slack

Type

Demo

Draft External Content
Draft External Content
Draft External Content
Draft External Content

Draft External Content
Draft External Content
Draft External Content
Draft External Content
Draft External Content
Draft External Content
Draft External Content
Draft External Content
Draft External Content
Draft External Content
Draft External Content

Draft External Content
Coordinate/Draft
Coordinate/Draft
Coordinate/Draft

External Promotion
External Promotion
External Promotion
Internal Promotion
External Promotion
External Promotion
External Promotion
External Promotion
External Promotion
External Promotion
External Promotion
External Promotion
External Promotion
Internal Promotion
Internal Promotion

External Promotion
Internal Promotion

Content - Internal/External

Back-end Promotion

DRI
Nancy Riley

Lisa Edwards/Mathurshan
Lisa Edwards/Mathurshan
Lisa Edwards

Lisa Edwards/Nancy Riley

Kelly Hendrickson

Lisa Edwards/Marcus Andrews
Ellie Botelho (Lisa to Draft)
Lisa Edwards

Lisa Edwards

Lisa Edwards

Brad Coffey (Lisa to Draft)
Arden Brust

Arden Brust

Arden Brust

Arden Brust

Leslie Yi/JanessallLisa

Lisa Edwards/Nancy Riley/David
Lisa Edwards/Nancy Riley/David
Lisa Edwards/Alnoor

Kelly Hendrickson

Lisa Edwards/Marcus Andrews
Ellie Botelho

Lisa Edwards

Lisa Edwards

Platform Team

Josh Reed

Scott Brinker/Brad Coffey/Leslie
Leslie Yi/Janessa

Arden Brust

Arden Brust

Arden Brust

Arden Brust

Lisa Edwards

Lisa Edwards

Lisa Edwards
Lisa Edwards
Lisa Edwards
Padraig O'Connor




Don't just grow
#GrowBetter

Put real effort into your work.
Make it resonate and solve for the customer
Grow in a customer first way.

Don’t be a prisoner of the moment.
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bit.lv/pdlaunches18



http://bit.ly/pdlaunches18

Instructions:

1. Go to “File” — “"Make a Copy”

2. Title it “My Launch Plan”

3. Brietly look over the resources

4. Brainstorm and fill out the prompts




Resources



ATTRACT

Social Posts
Ads (variety of options)
eBook
Checklist
SEO
Blog (Yours, Integrators,
Medium)

Press Release
Newsletter
Thought Leadership
Conference Sponsorship

CONVERT CLOSE

Case Study Sales Enablement
Webinar One Sheets

Introductory Videos Integration Video

Email Send Integration Page

Product Hunt
Partnership Landing Page
Partnership Video
In App Notification
Conference Presence

Comparison Page
Marketing Automation
Free Trial
Discounts

v HubSpHit

DELIGHT

Promoters

Support Enablement
One Sheet
Knowledge Documentation
Advocacy Program

NPS Surveys
Case Studies
Performance Data Content




Resources

1. Buyer Persona Builder
2. Buyer's Journey
3. Blog Ideas Generator

4. Launch Sheet Template



https://www.hubspot.com/make-my-persona
https://blog.hubspot.com/sales/what-is-the-buyers-journey
https://www.hubspot.com/blog-topic-generator
https://docs.google.com/spreadsheets/d/1rUUBtpRRbl-M0VjwLWWv_LeDzec78HzapnNf1DJWLKE/edit#gid=0

