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FOREWORD


Most Americans—three in five—dream of starting their own business, but most of them will never take the risk. Of those who do, many will fail. But take heart. This book, like the landmark Guerrilla Marketing series, will show you multiple ways to launch and maintain a successful business—reduce your risk, hedge your bets, and attract an early following of loyal customers using simple, low-cost strategies that anyone can apply.


While it’s mostly young entrepreneurs we see on the cover of magazines, many of us get the entrepreneurial bug in our 40s, 50s, or even later in life. We finally have the time (and the resources) to start that dream business. But the internet changed everything, and traditional marketing channels have been pushed aside for both young and old. In this book, you’ll hear about the latest tools for creating copy, building websites, testing landing pages, and analyzing web traffic. You’ll see how to do the math to know exactly what your return on investment from your launch marketing will be. If phrases like “landing pages,” “conversion rate optimization,” and “lead funnels” freak you out, you’ll find the answers here.


“Measurement” is one of the keystones of effective marketing, and this book is all about the data. But don’t let that scare you—it’s a tool that’s easy to master. This book will show you how to discover what your potential customers truly value, and how to speak to them in the terms that matter most to them. You’ll learn how to prove that your idea is a good one (or how to adjust it if it’s not). It will show you how to develop a following of passionate fans even before you launch. And it will show you how to build an army of loyal customers.


Before you take out a second mortgage and bet it all on a business idea, follow author Will Russell’s Five-Step High-Profit Launch System in this book to virtually guarantee a successful launch and make your entrepreneurial dreams come true.


—Orvel Ray Wilson









CHAPTER ONE
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Entrepreneurship for the
Risk-Averse


IT’S ALMOST SIX years to the day that the idea of quitting my 9-to-5 job and starting a business began to take seed in my mind. Just like I was back then, perhaps you’re currently spending your days as an employee dreaming of being your own boss. Maybe you’ve had an idea for a product or a business in the back of your mind for a while and you’re finally ready to turn it into something real. Or it might be the case that you’ve discovered this book as an accomplished entrepreneur with a breadth of experience building products, brands, and businesses.


Whoever you are and whatever your journey so far into the world of entrepreneurship, with every new launch, project, and business idea comes fear: a fear of failure, a fear of rejection, a fear of the unknown, and a fear of losing the life or career you’ve worked so hard to achieve. The following pages introduce you to launch strategies that will forever change how you pursue new ideas, removing the fear, reducing the risk, and re-engineering what it is (and what it takes) to become a successful business owner. Welcome, and thank you for being a part of it.


I’m a direct person. Small talk is my nemesis. I like to be frank, honest, and get straight to the point. So, allow me to do so right from the get-go. You’re probably thinking something along the lines of: “Is this book for me?” “Should I listen to this guy?” “Is my time reading this going to be time well spent?”


My response to all three is a thundering Yes!


Allow me to explain.


You’ve probably picked this book off a shelf or are perusing it online because you’re a relative newcomer to the world of entrepreneurship and have an idea you’d like to make reality. Perhaps you’ve recently launched (or are about to launch) your own business, have a side project that you dream of turning into a full-time gig, or have been sitting on an idea for a long time and are seeking inspiration and knowledge to help you take the next step.


As I write these first paragraphs, we’re approaching two years into a raging pandemic, and, according to the US Census Bureau, applications for new businesses are rising at the fastest rate in more than a decade. Many people, just like you, have finally decided to act on their dreams of being a business owner. They have had their eyes opened over the past couple of years of lockdowns and remote work. They now see what work-life balance can be like when you don’t have a manager breathing down your neck, and when you have the independence and flexibility in your schedule to create a happier life for you and your family. While most are following a dream, many others find themselves out of the workforce due to layoffs and are left pursuing self-employment through no fault of their own. Whether it’s by choice or necessity, millions of people are now embarking on the route of entrepreneurship for the first time.


What’s more, some experienced entrepreneurs are seeing a whole new world for the very first time. Brands that have focused on offline products and given little regard to their online presence for years have finally been forced into the digital world. Networking, conferences, in-person meetings, and events have been put on the back burner (perhaps never to return, at least not at the same level as pre-pandemic). For businesses that relied heavily on these real-world platforms for marketing, sales, awareness, media, and product launches, it’s been a rude awakening. Many have been left scrambling to transition successful offline strategies online, with little time to focus on what that means in practice on a day-to-day basis. Big brands move slowly. Like a tanker turning in an ocean, any type of change is a slow, difficult maneuver. However, thousands of successful brands and entrepreneurs now find themselves on a learning curve and in the midst of an experience that feels more like a kayak being tossed around in a storm, and less like the stability of a tanker devouring the waves.


Given this pandemic-driven period of high unemployment, the shift online, and more isolation than we’ve experienced in generations, the time for a new type of entrepreneurship is now. It’s a type of entrepreneurship that doesn’t require access to Silicon Valley, venture capital, or years of work before turning a profit. Instead, it’s:




•A type of entrepreneurship that’s accessible to anyone with an idea, perseverance, and a problem they’re passionate to solve.


•A type of entrepreneurship that doesn’t require big risks or big investments.


•A type of entrepreneurship for the high school student learning the ropes, the young professional looking to quit the rat race and create their own successful business, the mom or dad seeking to expand their hobby, or those of an older generation excited to finally pursue their dreams.





If any of that piques your interest, then this book is for you.


Risk-Averse Entrepreneurship


A common belief among newcomers to entrepreneurship is that being risk-averse is a liability. Most books about starting a new business are full of quotes that glamorize risk: “You miss 100 percent of the shots you don’t take” (attributed to Wayne Gretzky, hockey legend), “The biggest risk is not taking any risk” (allegedly said by Mark Zuckerberg, founder of Facebook), and “To win without risk is to triumph without glory” (Pierre Corneille, 17th-century French dramatist). Popular wisdom has glamorized risk and deemed it necessary for a new idea to become a successful business. It’s a romantic image, one that is perceived as inspiring, heroic, and brave.


Yet, as a result, first-time entrepreneurs are often willing to take make-or-break risks, even when they can’t afford failure. In this pro-risk culture, many entrepreneurs make huge, often dangerous leaps, because doing so—risking everything—is the norm.


The first thing you need to do is get over what’s known as “Imposter Syndrome” (feelings of self-doubt). You might be feeling it right now, in fact, asking yourself whether you’re the type of person who’s qualified enough to even be a successful entrepreneur. Later in this book, you’ll read how I once felt exactly the same way. From one “imposter” to another, I promise you that you are good enough. It’s down to tenacity, not talent. As Abraham Lincoln once said: “Your own resolution to succeed is more important than any other one thing.” Or, in more contemporary language and in the wise words of Dory from Finding Nemo: “Just keep swimming.”


Early on in my career, I met with a novice entrepreneur who presented me with a prototype of their “world-changing” invention. The meeting was taking place in a Manhattan skyscraper on a sunny August afternoon. I felt excited, like I was no longer an outsider trying to enter the world of startups and entrepreneurship. I felt that a meeting like this must be (and make me) a big deal.


The client and their advisor took me into a luxurious conference room and laid their product out on the meeting room table. My first thought, in all honesty, was: is this it? I was expecting something phenomenal but found myself looking at something incredibly underwhelming. It was like I’d gone to test drive a Ferrari and found a horse and buggy waiting for me upon my arrival. I felt a knot in my stomach, wondering how to tell him that this idea wasn’t quite as brilliant as he thought. Before I could say anything, he informed me, tripping over his words in excitement, that he’d gotten a second mortgage on his house to invest in the first production run. The knot in my stomach ballooned and my heart sank. It was obvious, even at such an early stage of learning about the product, that he’d made a serious mistake and a difficult conversation had just become a whole lot worse. As a relative newcomer to the world of entrepreneurship myself, I couldn’t fathom why he would take such a risk. Situations like this led me to deepen my investigation into why we glamorize risk and the role it plays in business ownership.


The conclusion I’ve come to? Most risk is unnecessary for the vast majority of people starting a business. Many in the world of startups and enterprise suggest that risk and entrepreneurship are interconnected, incorruptible, yin and yang. I think they’re looking at it all wrong. My argument is this: Risk-aversion, even in the high-roller, fast-paced world of entrepreneurship, ought to be recognized and defined more widely as an asset.


It’s not that I believe risk is entirely avoidable. It’s not, of course, and life is full of risk. What I do believe is that there is a huge difference between taking risks because that’s what you think has to happen for success and being smart about the risks you take on your path to success. Many new entrepreneurs fall into the former category because that’s what they see day-after-day in magazines, in news, and on social media. In fact, in the research for this book, hours were spent poring through articles about entrepreneurs and risk. It’s no exaggeration to say that 99 percent of what was discovered focuses on—and glorifies—taking big risks. Try it for yourself: search Google for “quotes about entrepreneurship risk” and see what comes up. The only risk-aversion or risk-management quotes that come up are related to investing in the stock market, not entrepreneurship.


The best-selling author and organizational psychologist Adam Grant presents a similar argument in his book Originals: How Non-Conformists Move the World, suggesting that as much as successful entrepreneurs seem to crave risk, they actually prefer to avoid it. “To become original, you have to try something new, which means accepting some measure of risk,” Grant writes. “But the most successful originals are not the daredevils who leap before they look. They are the ones who reluctantly tiptoe to the edge of a cliff, calculate the rate of descent, triple-check their parachutes, and set up a safety net at the bottom just in case.”


He presents an eye-opening example of this with online eyeglass maker Warby Parker. In 2009, the founders approached Grant about becoming an early investor. But, because they weren’t working at their startup full time (they were students at the time) and had accepted jobs post-graduation as a backup plan, Grant assumed they weren’t committed enough and declined the offer.


With hindsight, Grant reflects: “When I compared the choices of the Warby Parker team to my mental model of the choices of successful entrepreneurs, they didn’t match. […] In my mind they were destined to fail […] If they truly believed in Warby Parker, they should drop out to focus every waking hour on making it happen.” He continues: “But in fact, this is exactly why they succeeded.”


They didn’t go full steam ahead with only a plan A, but instead they covered their bases, hedged their bets, and minimized the risk of failure. People often say you must “burn the boats” in entrepreneurship (a quote alluding to the practice where an invading force, having landed in a hostile country, destroys their own ships so that their only options are to conquer the country or be killed). This approach implies that having a plan B is a weakness. Screw that. Having a plan B, a plan C, a plan D, and a plan E is a strategy more likely to lead to success. Risk-aversion is a strength, not a weakness.


Indeed, Grant and I are aligned on this fact. He introduces his readers to a 2014 study by Joseph Raffiee and Jie Feng that presents data supporting risk aversion as a personality trait for new entrepreneurs. From 1994 to 2008, the two researchers tracked a group of would-be entrepreneurs to find out whether a new entrepreneur would be better off quitting a stable job with its regular paycheck and going all in or taking a safer path and working a hybrid model (keep a full-time job while pursuing a business idea on the side) for a period of time. Their research indicated that new entrepreneurs who quit their full-time day job and go all-in on their business idea are more likely to fail than those who continue to work for their employer while pursuing their business idea as a side gig (those who keep a plan B). To be more specific, those who kept their day jobs were 33 percent less likely to fail in their new venture. That’s an astonishing difference and the opposite of what many believe to be true in the world of startups and entrepreneurship.


This outcome supports the conclusion of the founding team at Warby Parker, too: “By the time we were ready to launch and I had to make the decision this was something we were ready to do full time, it didn’t seem risky. It didn’t feel like I was taking a big leap of faith,” Warby Parker co-CEO Dave Gilboa says in Grant’s book.


How did the choice to be risk-averse turn out for them? Well, Warby Parker went public in 2021 and ended its first day trading with a $6.8 billion valuation. Not too shabby for a group of risk-averse entrepreneurs.


The message is clear: the most successful entrepreneurs take the risk out of risk-taking.


I created the Five-Step High-Profit Launch System to help new entrepreneurs minimize the consequences of failure—minimize their risk—when launching a new business. It’s about taking smart risks and safe risks, not unnecessary, foolhardy risks that many in the world of entrepreneurship space seem to worship. After all, not every idea will succeed. As many as nine out of ten businesses will fail.1 With the COVID-19 pandemic resulting in more companies forming than ever before, we should be expecting more failures than ever before in the coming years. If the stock market is dropping rapidly, Wall Street can halt all trading to avoid catastrophic losses. As an entrepreneur, you can do the same. By halting a doomed business idea quickly, you can protect yourself from incurring your own devastating losses. The sooner you can determine whether or not people will actually pay money for your product or service, the sooner you can move forward along a successful path or shut your idea down and move on to another one—saving yourself blood, sweat, money, and tears, and saving investors thousands or even millions of dollars.


The system you’ll read about in this book has been put to use by thousands of entrepreneurs and launch campaigns. It has generated tens of millions of dollars in revenue for first-time entrepreneurs and new product ideas within just a month or two of their launch days. It was used to help brilliant companies like WeatherFlow raise $2.1 million for the launch of their revolutionary personal weather system, and OneClock generate $1.1 million for the launch of their minimalist analog timepiece. It helped entrepreneurs like Cat Adalay, founder of Shine, and Omar Abu-Shaaban, founder of EDASI, sell out of their first production runs before their products even hit the market. It has been refined, renovated, and renewed many, many times over the years, as each launch provides new learnings. With this book, I’m sharing those learnings with you. No need to start from scratch or reinvent the wheel. Instead, use my successes (and failures, too) to build the right foundation for your own future.


Ultimately, the system you will learn in this book will enable you to test a new business idea out in the world, learn if and why people will pay money for it, and, depending on the answers to those questions, launch it in the most effective and profitable way—the risk-averse entrepreneur’s guide to taking your idea from lightbulb moment to profitable business in record time.


You might still be thinking that “risk-averse entrepreneur” is an oxymoron, but I’m living proof. While my launch marketing agency isn’t on the same level as Warby Parker, my own experience starting a business is a clear example of risk-averse entrepreneurship at work. Before I decided to start my business, it took several months of informational interviews with other business owners to finalize the decision in my mind. Like many readers, the fear of the unknown (and potential loss) was paralyzing: What if it all went wrong? What if I failed miserably? Once the decision had been made to embark on this journey, it still took another six months of preparation, planning, and research before finally giving notice to my employer and making the leap into this new world. In fact, I was even able to secure a three-month freelancing role with my employer to support them during my transition and provide them time to find the right replacement. My full-time employer became my first official freelance client! By committing to a freelance role during the transition, I had protected myself from a situation where I had zero dollars coming in during the early days of entrepreneurship. Like the folks at Warby Parker, I chose to hedge my bets and prepared backup plans, rather than burn any boats.


My strategy has always been to remove risk. And no doubt I’ve missed out on some opportunities with this trait. If I’d had the nerve to jump on the Bitcoin bandwagon when I first learned about cryptocurrency, I might be retired and living in Costa Rica by now. Yet I would still argue I’ve come out on top. I learned that my pragmatic nature is one of my most valuable assets. An aversion to risk has helped me to dodge many bullets and always ensured I could walk before I started to run, which has proven key in creating a solid foundation for a successful business and the launch system at the core of this book.


For the vast majority of us, in this day and age, when we think of launching we think of launching an online business. For that reason, the route of launching an online, profitable business is the journey this book focuses on. However, it would be remiss of me not to acknowledge that you can use the system in this book to pursue any money-making or purpose-driven venture, whether it’s a product, event, business, app, or anything else.


Certainly, bringing an online business to life is the most common form of launch, but it’s not the only one. How about the hobbyist who wants to launch a new art project and requires a small investment to develop the business further or the amateur pastry chef looking to bring in a bit of extra cash with their community bake sales? Anyone can use the system and strategies in this book.


As you begin working through the first few chapters, you will come to a fork in the road with three possible, preliminary outcomes in the early journey of your idea, all of them occurring quickly (in less than one month) and at a low cost (less than a few thousand dollars, at the high end):




1.You’ll prove that there is a market for your idea, and that your target customers will actually buy what you’re selling. Through the strategies you’ll employ to prove the profitability of your idea, you’ll collect data and insights that will enable you to ramp up and invest more in your business with confidence. You’re ready to launch!


2.You’ll prove that there is a market for your idea, but the data and insights you’ll gather might indicate that you’ll need to make a few tweaks before launching to give your business the best chance of success. In this case, there are one or two specific avenues you’ll need to launch through for optimal success. For example, the data might show that a particular type of business-to-consumer (B2C) advertising will not be profitable for you, while business-to-business (B2B) distribution has high potential. Learning that you need to pivot early will set you up for a more successful business launch and a better early growth trajectory.


3.You’ll be unable to prove that there is a market for your idea. The data you’ll find may show that the idea you have, in its current form, is not something people are willing to buy in the numbers necessary to make it a sustainable business. This is a harsh reality to face. However, by knowing this early in your journey, you can save tens if not hundreds of thousands of dollars and hours embarking on a venture that is likely to fail. You’ll have that much more time and money to invest in a different, potentially more promising, idea and you will have more experience to use going forward.





At this point, you’ll be in a position to do one of two things:




•Put your idea to the side due to a lack of validity in the market.


•Double or triple down due to the positive early data you’ve seen.





The former is tough to stomach, admittedly. It might take time to sink in. Once it has, you’ll be more experienced and more prepared for your next venture, while keeping hold of a lot of time and money you would have spent trying to launch a doomed idea. If the latter, you can then proceed with confidence into a successful launch and long-term venture.


This book does not offer opinions or sentiments. It deals with data. However difficult it can be to realize that your world-changing idea is not going to change anybody’s world, better to know that sooner rather than later. As an entrepreneur, you will face hurdles and defeats. They are unavoidable. What you can limit is the damage those defeats inflict on you mentally, physically, financially, and emotionally. In the same way that it’s better to discover your bath water is too hot by testing it with your hand rather than your entire body, it’s better to learn a business idea is unlikely to succeed before you devote months or years to it.


Over the years, I’ve had to tell many entrepreneurs not to pursue an idea. Some heed this advice, others forged ahead anyway. Through hundreds of launches, thousands of test campaigns, and tens of millions of dollars generated for clients using this system, the recommendation to scrap an idea has never been wrong. Whenever the data put out by the system told someone, “Do not invest time or money in launching this idea right now,” but they chose to ignore the data, their later experience has always proven the recommendation correct. Their launch failed to achieve the success they were aspiring toward. If you follow this system, you will protect yourself from catastrophe. To be “right” may not be what you envisioned (after all, that could mean a “do not launch” recommendation), but it will be the truth.


While this book was written in a way that you can progress through chapter by chapter and implement the ideas as you go, you can à-la-carte the chapters, too. Want to skip to Chapter 6 and learn about strategies to convert prospective customers into brand advocates? Need to start with the sales objections listed in Chapter 5 to give your current marketing a kick-start? Or begin by making use of the projection models we highlight in Chapter 3 to estimate your future revenue potential?


No problem. This book has been written and set out in a way that each chapter, and even every section in each chapter, has its own value, independent of the rest of the book. Slice it and dice it as and how you like. Read it in 30-minute increments, one section at a time, or chomp your way through the whole thing in one go. It’s your call.


Whether you’re thinking about launching a product or brand for the first time or you’re an experienced founder, these pages and this system offer something valuable for you.









CHAPTER TWO
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Five Launch Steps for Every Idea


IN THIS CHAPTER, you’ll learn:




•The key steps of the Five-Step High-Profit Launch System:


(1)Validation, Research, and Strategy


(2)Audience Acquisition


(3)Audience Engagement


(4)Audience Conversion


(5)Scale and Optimize


•The differentiator of the Five-Step High-Profit Launch System is the utility and replicability across any marketing channel, any industry, and any product or idea.


•What “launch marketing” is and how it’s unique to all other forms of marketing.


•Replicability in a system is the most effective way to establish your idea in a constantly evolving environment.


•The landscape of e-commerce marketing evolves at breakneck speed. It is in this world—the world of entrepreneurs and creators—that just one small slip, one shortcut, or one missing puzzle piece can bring your journey to a premature end.


•Entrepreneurship and being a creator don’t have to be risky. “Risk-averse entrepreneur” is a term we should use more widely in the business arena.





This will give you an overview of the system, introduce you to the concepts, tools, and strategies in each step, and start to show you how to put it into practice for your idea.


Five-Step High-Profit Launch System


There is no universal definition of “launch marketing,” not in the same way there is for “marketing” or “e-commerce marketing.” Here’s my concise explanation:


Launch marketing is a methodology that helps entrepreneurs swiftly and affordably prove an idea has the merit and potential to become a profitable business, generate early success for that business, and create a solid foundation for the business to grow.


Here’s what launch marketing is not: Launch marketing is not simply a case of using general marketing strategies for a launch.


Launch marketing is a specific type of marketing within the broader marketing spectrum. Just like people differentiate between search engine optimization, public relations, and digital advertising as distinct types of marketing, you can do the same with launch marketing and a brand’s day-to-day marketing or regular e-commerce marketing. While the platforms and tactics you’ll use when launching are similar to those that existing businesses use in their day-to-day, your underlying strategy will be more nuanced, precise, and unique.


A lot of this is due to timing. While other types of marketing tend to prioritize lots of small improvements over a long period, launch marketing doesn’t have the privilege of time. Launch marketing usually consists of a four- to eight-month campaign, split into several phases. Only in the final phase is revenue generated, and that phase often lasts a mere 30 to 60 days. Then, the “launch” is over, and an entrepreneur will slow down, refocus, and start to transition their strategies with a nod to long-term planning, customer service, and one-year, three-year, or five-year plans for business growth in mind. However, when you’re launching an idea, product, or business, you can’t afford to make 100 incremental improvements and take months to get a marketing message where you need it to be. You don’t have that long to get something fine-tuned; you have days (or sometimes only hours).


You also don’t have time for mistakes. One simple error, such as publishing the wrong piece of content at the wrong time or answering a prospective customer’s question incorrectly, can bring an entire launch—months or years of tireless work—down like a house of cards. It’s scary! But you’re not alone. With the right knowledge and preparation, you can protect yourself from these mistakes and avoid the nightmare scenario of a failed business launch.
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These five steps develop within three key phases all entrepreneurs ought to go through when launching a new business: Validation (step 1), Pre-launch (steps 2 and 3), and Launch (steps 4 and 5).


Phase one, validation, is about proving there is a market for your idea (step 1 of the launch system), often also known as “Product Market Fit.” This can happen very early in the conception of your journey. In fact, to start this phase, all you need is an idea and little else. It’s all about gaining a better understanding of your target customers, digging into the wider market or vertical for your product, analyzing competitive or similar products in the space, exploring possible pricing and profitability, and determining whether your idea can successfully transition from being a good idea to a viable business.


The most recognized form of validation or product market fit is the focus group. Focus groups are a research technique used to collect data through group interaction. We often see these in television commercials or movies—a group of diverse people sitting around a table in a bare room discussing what they like or dislike about a particular product on the table in front of them. On the other side of a one-way mirror, a gaggle of corporate researchers listen in and take notes on the attitudes and opinions of these potential customers. While focus groups can indeed provide neat insights about the market fit of a new product, I believe them to be an outdated, expensive, and inefficient form of validation. Brands sticking with in-person focus groups, rather than using online validation methods, remind me of how my parents still like to use physical maps, rather than a GPS, on long car journeys. Sure, it can work, but it’s an inefficient way of doing things. More on why these are outdated methods in the next chapter.


Once you’ve proven there’s a market for your idea, you’ll enter the second phase, pre-launch, which is about presenting your idea to potential customers before the big launch (steps 2 and 3 of the launch system). In this phase, you’ll build a group of prospective customers and supporters around your idea and engage with them in a way that generates excitement to buy and helps you to collect feedback about your business before you start it. The famous quotation “Build it and they will come” is old news. You simply cannot expect a good idea or product to be enough to drive a high volume of early success. Potential customers need to be introduced to the product, brought into a community, and supported with any and all resources they may need to make their decision to buy or not to buy. One of the biggest mistakes new entrepreneurs make is skipping any sort of pre-launch marketing work, thinking their idea has enough merit to be successful without marketing preparation. The end result for these folks is always the same: a tremendously disappointing launch.


A recent example of a successful program to acquire and engage prospective customers comes from the stock-trading app, Robinhood. Leading up to the launch of the app, Robinhood invited people to gain access to its private beta, giving them the chance to be among the first to benefit from what was offered. After opting in, users were placed on the waiting list and shown a “thank you” page displaying their position on the waitlist, along with the chance to move up the list by inviting their friends, family, and networks to the app, too. The more people a user got to join, the sooner they would get access to the app. Through introducing this type of marketing in the pre-launch process, Robinhood was able to both acquire and engage prospective users long before the app was even available.


Finally, the third phase is the launch. This is when it all comes together! In phase three, you’ll ensure your prospective customers take the final action you want them to take—buying your product (steps 4 and 5 of the launch system). Primarily, your attention here will be focused on converting the prospective customers in your community into actual customers immediately after your product becomes available for them to purchase. Following this, a large part of your attention can transition to finding new prospective customers and customers outside of your original community. This third and final phase is the most publicly visible part of your launch. This is what we see with ravenous regularity in our day-to-day lives: Apple launching the latest iPhone, a musician releasing their new album, or a new condo in your neighborhood coming onto the market.
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