
DIGITAL LAUNCH





OUR JOURNEY TODAY

• Quick view of some examples

• Product Market Fit

• Customer Journey

• The Funnel

• Pricing



FACEBOOK

Launched in 2004, initially  limited to Harvard students, allowing them to create 
profiles, connect with friends, and share information.

They did a targeted rollout. They strategically expanded access first to other 
universities, creating a sense of exclusivity and desirability. This exclusivity 
fueled organic growth through word-of-mouth and social media buzz.

As Facebook grew within the college market, the network effect kicked in. The 
more users who joined, the more valuable the platform became for everyone. 

This snowball effect fueled rapid user acquisition.



TWITTER 

Twitter officially launched in July 2006. The innovative aspect was the platform's 
simplicity – short messages delivered via SMS or a web interface. This accessibility 
resonated with early adopters who used it for quick updates, news sharing, and 
discussions around major tech events.

Hashtags (#) weren't part of the original design. They emerged organically as users 
began adding # to categorise tweets around specific topics or events. Twitter 
recognised the value of this user-driven innovation and embraced hashtags as 
a core feature, fostering a sense of community and real-time discussions. 

Twitter's launch strategy was about focusing on a core idea and letting it evolve 
organically based on user needs. They embraced user-driven innovations like 
hashtags and adapted to changing technology by offering mobile apps. 



PAYTM

Paytm started in 2010 as a prepaid mobile and DTH recharge platform. 

2013-2014: Recognising the growing demand for digital transactions, they added 
features for bill payments (mobile, landline, postpaid) and debit card payments. In 
2014, the launch of the Paytm Wallet allowed users to store money and make 
payments electronically, further simplifying digital transactions.

Paytm actively partnered with major players like Indian Railways and Uber to offer 
them as payment options within their app. This not only increased Paytm's user 
base but also boosted its credibility as a reliable digital payment platform.

Understanding the dominance of mobile internet in India, Paytm prioritised a 
seamless mobile app experience. Their app was designed for ease of use, catering 
to a tech-savvy but not necessarily tech-expert audience.



INSTAGRAM

Instagram integrated seamlessly with other social media platforms like 
Facebook, Twitter, and Tumblr, allowing users to share their photos across multiple 
networks with ease. This helped Instagram gain exposure and attract new users 
through word-of-mouth recommendations.

iOS focus: Instagram was launched only for iphones for a year before opening 
out to Android.



GAANA

Gaana launched in April 2010 providing easy access to a vast library of licensed 
music, both domestic and international. 

They provided features like downloadable playlists for offline listening, 
addressing connectivity limitations.

Recognising the growing mobile phone penetration in India, Gaana prioritised a 
user-friendly mobile app available on various operating systems. This ensured easy 
access to music on the go.

Focus on regional content: Unlike some competitors, Gaana offered music in 
multiple Indian languages, catering to the diverse musical tastes across the country. 
This regional focus was a key differentiator.



THERE’S NO SINGLE LAUNCH PLAN 
THAT WORKS

But there are some 

principles



PM FIT



PM FIT : THE CORNERSTONE OF SUCCESS

Product-Market Fit, is the spot where your 
digital product meets a strong demand in the 
market. It's essentially finding the perfect 
intersection between what you've built and 
what people are willing to use and pay for. 



HOW TO GET GOOD PM FIT

• Define your ideal customer. Primary and secondary if need be
 Understand her needs, wants and desires

• Identify your value proposition : 
 What are her biggest pain points?

 What features and benefits does your product offer?

 What makes it different from other products offering the same solution in the market? Think beyond 
your category

 Which specific features or solutions address the customer’s pain points effectively?

• Build your MVP

• Beta test with potential customers

• Iterate and improve



PM FIT : EVER GREEN

PM fit is an Ongoing Process. As your market evolves and competitor landscapes 
shift, you need to continuously adapt your product to maintain that perfect fit. 



LEAN START UP 
METHODOLOGY



TO LAUNCH AND BEYOND



LAUNCH IS A JOURNEY





THE CUSTOMER JOURNEY



THE CUSTOMER JOURNEY
Awareness

This is when 

customers 

become aware 

of your 

business, 

product, service

Consideration

Once they are 

aware, they do 

research to 

gather more 

information to 

help them 

decide

Purchase

Once decided, 

they get into 

purchase mode. 

They will 

negotiate, 

arrange 

funding etc

Retention

Having got a 

customer to try 

your product, 

brands should 

ensure that 

they 

repurchase

Advocacy

People trust 

other people, 

so get 

customers to 

recommend the 

brand to others

I need to 

improve

I need to start

I need to solve

I need to learn

I need to 

improvement

What kind of 

products can 

solve my 

problem

What are other 

people doing 

What will it 

cost

Where will I 

get the best 

deal

Is it covered by 

insurance

What other 

features can I 

use

Where can I 

get help 

How can I 

share my views

Who can I help 

with my 

knowledge







WHY IT’S IMPORTANT

 “Maximising satisfaction with customer journeys has the potential not only 
to increase customer satisfaction by 20% but also lift revenue up by 15% 
while lowering the cost of serving customers by as much as 20%”

– McKinsey, The Three Cs of Customer Satisfaction



THE CUSTOMER JOURNEY

Awareness

This is when 

customers 

become aware 

of your 

business, 

product, service



CREATE BUZZ

Building Anticipation and Generating Buzz: Create a Landing Page:  This page acts 
as a teaser,  providing a sneak peek of the product, its benefits, and capturing email 
addresses for updates.  

Ex:  Slack's pre-launch landing page showcased a simple message "Be less busy" 
with an email signup to learn more, piquing user curiosity. 



CONTENT MARKETING

Create informative blog posts, articles, or infographics related to the problem your 
product solves. This establishes you as an authority and educates potential users. 

Ex:  Headspace, a meditation app, launched with blog posts on the benefits of 
mindfulness and guided meditation techniques.



SEARCH

Optimise for problems that 
customers could be looking for 
solutions for.

Eg: How to get a GST registration





LEVERAGE INFLUENCER MARKETING

Partner with relevant influencers in your niche to promote your product.  Choose 
influencers whose audience aligns with your target market and leverage their 
credibility to generate interest and drive downloads/signups.  
 Example:  

 Headspace partnered with popular yoga instructors to showcase the app's benefits within their 
niche. 

 When Swiggy, expanded its services to new cities, it partnered with local influencers and food 
bloggers to promote its launch. By leveraging the credibility and reach of these influencers, Swiggy 
was able to generate awareness and drive adoption among local consumers. 

 Plum Cosmetics







REFERRAL PROGRAMS

Incentivise existing followers or customers to spread the word by offering discounts 
or rewards for referrals. This leverages social networks and can generate 
exponential reach.  
 Example: Many brands use a referral program where users get some bonus for referring friends





PRESS KIT & MEDIA OUTREACH

Prepare a press kit with information about your product, target market, and its 
unique value proposition. Reach out to journalists and bloggers to generate media 
coverage in media that users read/view.



MASS MEDIA

If you have enough money, of course, then you can use print, radio, tv and so on to 
get quick visibility for the brand and build recognition and customer acquisition.



LAUNCH EVENTS AND WEBINARS

Example: Practo organised launch events and webinars featuring industry experts 
and healthcare professionals to introduce its services to consumers. These events 
provided an opportunity to showcase Practo's features, demonstrate its value 
proposition, and engage with potential users.



EMAIL MARKETING

If you have an existing email list, leverage it to nurture leads and 
build excitement.  Offer exclusive pre-launch discounts or early 
access to generate interest. 

Ex:  Canva used targeted email campaigns to their design 
community, offering early access trials and exclusive templates 
for signing up. 



THE CUSTOMER JOURNEY

Consideration

Once they are 

aware they do 

research to 

gather more 

information to 

help them 

decide



PRODUCT DEMOS & 
TUTORIALS
Create pre-recorded product demos or tutorials to 
showcase functionalities and educate users on how 
to get the most out of your product.  

Ex:  Zoom offered pre-launch webinars 
demonstrating the video conferencing platform's 
features and use cases.



LAUNCH PARTNERS

If you can manage to partner with somebody else in your industry who can 
promote your product launch it's a win-win situation for both 

Fitbit (Fitness Tracker): Fitbit partnered with health insurance companies to offer 
discounts or rewards to users who met certain fitness goals. This partnership 
provided an incentive for people to buy a Fitbit and use it regularly, while also 
giving health insurance companies a way to encourage healthy habits among their 
members.

Adobe Creative Suite (Design Software): Adobe partnered with major computer 
manufacturers to pre-install trial versions of the Creative Suite on new computers. 
This gave designers and artists easy access to try out the software and potentially 
convert into paying customers.



PARTNERSHIPS



SEARCH ENGINE OPTIMISATION

Combine your web design with SEO. 

Create a landing page for your application. Optimise it for the words your user is 
likely to use to attract organic traffic – internet users who might not have heard 
about your company before. This won’t just increase your app awareness but will 
also boost your brand recognition.

Example: UpGrad, an online education platform, leveraged content marketing to 
drive awareness and attract users to its platform. By publishing high-quality 
educational content, optimising for relevant keywords, and sharing valuable 
insights, UpGrad was able to establish itself as a thought leader in the online 
education space and drive organic traffic to its website.





SEARCH



SOCIAL MEDIA MARKETING

Run targeted social media campaigns to generate interest.  Use teasers, reveal bits 
of functionality, and engage followers with polls and Q&A sessions. 

Ex:  Zomato uses twitter and Instagram to great effect with humorous messages and 
visuals, connecting back to their core offering of food.



THE CUSTOMER JOURNEY

Purchase

Once decided 

they get into 

purchase mode. 

They will 

negotiate, 

arrange 

funding etc



STRATEGIC PRICING

Explore multiple pricing options and consider offering a freemium model with basic 
features and premium tiers with advanced functionalities. This allows users to try 
your product before committing and creates an upgrade path for engaged users. 
  Example:  Spotify’s and YouTube’s freemium model with limited skips and ads on the free tier 

effectively converts users to premium for an ad-free experience.



MVP: OPTIMISE FOR USER 
ACQUISITION AND CONVERSION 
Minimum Viable Product (MVP): Don't wait for a perfect product. Launch with a 
Minimum Viable Product (MVP) that offers core functionalities and gather user 
feedback early. This allows for agile development and ensures you're building 
something users truly need.  
 Example:  Dropbox initially launched with just a simple video showcasing file sharing and syncing, 

validating the concept before expanding features. 

  



LAUNCH DATE

Even if the sales curve of a particular type of product is quite flat among all the seasons of 
the year, it may still be prone to variations on particular days, such as holidays. 

When planning how to launch a product check if you can leverage specific time windows.

For example the food delivery industry can look at public holidays and leverage that to 
introduce their product. 

Second half of March is investment focus so a fin tech product could look at introducing 
their product in that time period. 

The same situation might occur with your product. Perhaps, you should avoid holidays? Or 
maybe summer will be better than winter, or the other way around? 

Analyse your industry and the data that you have to choose a time window that will boost 
your launch rather than hinder it.

Take advantage of something people are already prone to do when launching your product.



APP STORE OPTIMISATION

How do people find you on the app                                                                             
store?

What keywords should you optimise       
for?



LIMITED-TIME OFFERS AND 
PROMOTIONS
Example: When Flipkart launched its mobile app, it offered exclusive discounts and 
deals to users who downloaded and made purchases through the app. This limited-
time promotion helped drive app downloads, incentivised early adoption, and 
encouraged users to engage with Flipkart's mobile platform.



THE CUSTOMER JOURNEY

Retention

Having got a 

customer to try 

your product, 

brands should 

ensure that 

they 

repurchase



WRITE A FAQ SECTION AND 
PREPARE VIDEO GUIDES
The more information you provide on your app/product, the more engaged your 
audience will be. Recording video guides and writing FAQ sections is an effective 
option. This will give your potential users a grasp of what the application will look 
like and how to navigate through it.

Make sure to include functions and use cases. 

Try answering questions such as: ‘Can I use the product to do X?’ – it will give your 
potential users a clear overview of how they can benefit from using your product.



ENGAGE YOUR USERS

Engaging your users in discussions about your product will have three major 
benefits:

• You will build the product’s hype.

• You will learn about user expectations.

• You will know more about your potential users.

Learning from user-driven discussions will give you the opportunity to adjust your 
product design and your marketing strategy better.

Build a community of loyal users and they will drive acquisition while 
continuing to engage with your brand





COMMUNITY ENGAGEMENT

•Harley-Davidson: They've fostered a strong community through the Harley Owners 
Group (HOG) which offers events, rides, and exclusive perks. This strengthens the 
brand by creating a sense of belonging and shared identity among Harley 
enthusiasts.

•LEGO: LEGO has a thriving online community of Adult Fans of LEGO (AFOLs) who 
share their creations and building techniques on platforms like Reddit and 
Instagram. LEGO even has a forum where fans can submit ideas for future LEGO sets 
– making them feel valued and involved in the brand's development.

•Apple: Apple fosters a loyal community through its online Apple Support 
Communities. Here, users can troubleshoot problems, share tips, and connect with 
other Apple enthusiasts. This not only empowers users but also strengthens brand 
loyalty by showcasing a supportive and knowledgeable brand image.





COMMUNITY ENGAGEMENT

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-
insights/a-better-way-to-build-a-brand-the-community-flywheel

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/a-better-way-to-build-a-brand-the-community-flywheel
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/a-better-way-to-build-a-brand-the-community-flywheel


THE CUSTOMER JOURNEY

Advocacy

People trust 

other people, 

so get 

customers to 

recommend the 

brand to others



LEVERAGE NEW USERS

Ask for reviews

Trouble shoot immediately

Ask them to recommend to others : Dropbox: More MB if you recommend a friend





CONSTANTLY STUDY THE DATA TO 
LEARN MORE ABOUT WHAT’S 
WORKING
During your product’s marketing campaign, you can constantly analyse and learn 
more about your target users. Who is using? How are they using? Where do they 
look like they are getting stuck? etc



THE CUSTOMER JOURNEY
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THE CUSTOMER JOURNEY
Awareness Consideration Purchase Retention Advocacy

Create buzz

Content 

marketing 
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marketing

Referrals
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Launch events

Email 
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Product demos 
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Launch partners
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marketing
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EVALUATION CRITERIA

Cost/ROI

Complexity

Scalability

Conversations

Visits to app store



A CUSTOMER JOURNEY













ACQUISITION METRICS

Customer Acquisition Cost (CAC): The average cost of acquiring a new customer 

Customer Lifetime Value (CLV): The total revenue a customer is expected to 
generate for a business throughout their relationship

Conversion Rate: The percentage of visitors to your website or app who take a 
desired action, like signing up for a free trial or making a purchase

Return on Ad Spend: Percentage of spend that is being converted into revenue



RETENTION METRICS

Churn Rate: The percentage of customers who stop using your product or service 
within a given period.

Customer Engagement: The level of interaction users have with your product. This 
can include frequency of use, time spent on the platform, and participation in 
various features.

Net Promoter Score (NPS): A metric that measures customer loyalty and 
satisfaction.



CUSTOMER VALUE METRICS

Average Revenue Per User (ARPU): The average revenue generated by a customer 
within a given period.



RESOURCE

https://www.youtube.com/watch?v=PjMHk89BvgE

https://www.youtube.com/watch?v=PjMHk89BvgE


PRICING



IMPORTANCE OF PRICING

Price is one of the key decision-making factors for brands

High price= Expensive OR Premium

Low price = Cheap or Affordable



PRICING MECHANICS: PHYSICAL PRODUCTS

Fixed Variable



TRADITIONAL PRICING STRATEGIES: 

Typically 3 options

Cost based

Competition based

Value based



COST-PLUS PRICING

This is a straightforward approach where you add a markup to the cost of producing 
your digital product or service. This ensures profitability, but it might not reflect the 
perceived value for customers.   
 Example: An e-book publisher factors in editing, design, and distribution costs, then adds a 

percentage to determine the final selling price.



COMPETITION-BASED PRICING:

Here, you research what your competitors charge for similar products and set your 
price accordingly. This can be effective for staying competitive, but it can lead to 
price wars and neglect the unique value your brand offers.  
 Example: A streaming service analyses subscription costs of rivals like Netflix and Disney+ before 

deciding on their own monthly or annual plan pricing.



VALUE-BASED PRICING

This strategy focuses on the perceived value your product or service delivers to the 
customer. It involves understanding how much a customer is willing to pay for the 
benefits they receive. 
 Example: A project management software  considers the time and cost savings it offers businesses, 

then sets a price that reflects that value proposition.



PRICING MECHANICS: DIGITAL

Fixed



DIGITAL PRICING HAS MORE 
OPTIONS



CREATING A PRICING STRATEGY
MOST IMPORTANT QUESTION: WHO PAYS

Who benefits the most?



FREE PRICING

Example: Social Media platforms like facebook, twitter and so on, don’t charge 
users anything for using the platform.

Decision Considerations: Giving away something for free is the quickest way to 
build an audience base. But then need to think about how revenues can be 
generated by charging some other beneficiaries.



FREEMIUM MODEL

Example: Dropbox offered a free version with limited 
storage space and functionality, while premium plans 
unlock additional features and storage. Spotify, 
YouTube, Canva etc are other examples of brands that 
use a freemium model.

Decision Considerations: Suitable for products with 
scalable features or services where users can upgrade 
for enhanced functionality. Ideal when aiming for broad 
user adoption and upselling premium features to 
engaged users.

One of the most common strategies used by software 
companies.



SPOTIFY

They implemented it as a reverse trial 

• Users experience unlimited skips for their first 7 days, then hit the skip limit 

• It was classic, "let them try them premium product first"



SUBSCRIPTION MODEL

Example: Netflix charges a monthly subscription fee for unlimited access to its 
streaming platform. Customers get nothing for free, unlike freemium model.

Amazon prime, Swiggy One, Zomato gold etc. are other such examples.

Decision Considerations: Effective for products with recurring value or ongoing 
services. Consider the frequency of usage and value proposition to justify a 
subscription fee. It provides predictable revenue and fosters long-term customer 
relationships.



PAY-PER-USE MODEL

Example: Amazon Web Services (AWS) charges customers based on actual usage of 
computing resources, storage, and other services. Uber, Swiggy etc have a pay per 
use model.

Decision Considerations: Suitable for products with variable usage patterns or where 
customers prefer flexibility. Ensure transparency in pricing and provide tools for 
customers to monitor and control usage.



TIERED PRICING

Example: Mailchimp, Google Drive and so on offer different pricing tiers based on 
the number of subscribers and features such as automation and advanced analytics..

Decision Considerations: Useful for products with varying levels of features or usage 
limits. Analyse customer needs and willingness to pay for different tiers. Ensure clear 
differentiation between tiers to justify price variations.



VALUE-BASED PRICING

Example: Adobe Creative Cloud offers different subscription plans tailored for 
individual users, teams, and enterprises, with pricing based on the value derived 
from the software.

Decision Considerations: Determine the perceived value of the product to different 
customer segments. Conduct market research and gather customer feedback to 
understand their willingness to pay based on the product's benefits and features.





DYNAMIC PRICING

Example: Airlines, cabs and hotel booking websites adjust prices based on factors 
like demand, time of booking, and customer segment. Uber is a great example of 
surge pricing. Some bars do this. Happy Hours is another example.

Decision Considerations: Effective for optimising revenue in dynamic markets. Utilise 
data analytics to determine pricing strategies and set rules for price adjustments. Be 
mindful of customer perception and potential backlash from price fluctuations.





IN SUM

PRICING Individual Tiered (no of users) Value Based (type of 

users/uses)

Free/Ad based Facebook/X/Instagram NA NA

Freemium Spotify Google Drive Adobe

Subscription Prime/Swiggy One Netflix (no of users) Dropbox/Trello

Pay per use Amazon/ Swiggy

Dynamic Uber





WHICH 
STRATEGY 

IS BEST?

Subscription is gold standard: Fixed revenue every month

However customers are reluctant to sign up without trying.
 1. Pay per use: Amazon/Swiggy

 2. Freemium: Spotify, Adobe, YouTube

Except if that is the norm, like streaming services.



THREE 
CRITERIA 
TO HELP 
DECIDE 
WHICH 

STRATEGY 
IS BEST

Value Proposition: Evaluate the unique value the product 
offers to customers. Does it solve a significant problem or 
provide substantial benefits? The pricing strategy should 
reflect this value proposition. Do you charge users or 
advertisers?

Customer Segmentation: Understand the different 
customer segments and their product usage preferences. 
Can more advanced features that will be consumed byr 
fewer users get charged more? Tailor pricing strategies to 
resonate with each segment's needs and behaviors. 

Competitive Landscape: Analyse competitors' pricing 
models. Determine how your pricing strategy can 
differentiate your product while remaining competitive in 
the market. Eg Jio Premium at Rs 29/month



CHALLENGE WITH SUBSCRIPTIONS

https://hbswk.hbs.edu/item/with-subscription-fatigue-setting-in-companies-need-to-think-hard-about-fees



THANK YOU ANY QUESTIONS?
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