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Stop Treating Launch Day Like
the Finish Line

The module is live. The announcement went out.
The materials arrived on time.

Launch complete? Not quite.

Getting iInformation to the frontline is only the first
step. The real test is whether associates can
remember what matters, connect it to a customer
need, and confidently use it when the conversation
starts. That takes more than one training moment.
A stronger launch strategy keeps learning moving
before, during, and after launch day.

The 5-Part Launch Readiness Cycle

1. Introduce: Give associates the story before giving
them everything else.

A product launch can come with a mountain of features, specs, messaging,
and materials. Frontline teams do not need to memorize all of It.

Start with the essentials:
What is it? What makes this product worth paying attention to?

Who is it for? What customer need does it solve?

Why this one? What makes it different from the alternatives?

If assocliates cannot answer those three questions simply, adding
more information probably will not help.
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2. Build Understanding: Move from product facts
to customer relevance.

Knowing a feature exists is different fromm knowing when it matters.

Instead of: “This product has Feature X.”

Get associates thinking: “Feature X matters when a custo

The goal isn’t perfect recall. It's helping the frontline recognize customer cues
and connect them to the right value.

Put it to the test.

v
Choose one important product feature and “ 4
complete this sentence: / ’

Whenacustomersays . the A
associate should connect it to

If that connection iIs difficult to make, the
learning may still be too product-focused.

3. Practice: Confidence gets built before the
real conversation.

Associlates should not encounter the hardest customer question for the
first time on the sales floor.

Give them opportunities to practice:

() Comparing it with another option *

() Explaining the product without a script

() Responding to common objections

() Matching features to customer needs

() Handling questions that require judgment, not memorization

The closer practice feels to the real conversation, the more useful it becomes.




Try the 60-second challenge Give an associate this prompt:
“I'm interested, but why should | choose this product instead of another one?”

Then listen.

() Can they answer clearly?

() Do they connect the recommendation to a customer need? v

O Does the response sound natural or memorized?
() Would the answer build confidence?

That conversation tells you more about readiness than another u
completion percentage.

4. Reinforce: Launch day should trigger the next
phase of learning, not end it.

Once customers start asking real questions, new learning needs appear. Maybe
assoclates understand the product but struggle to compare it. Maybe one feature
keeps causing confusion. Maybe seasonal hires joined after the original training
went live. That's when reinforcement matters most.

Use short, focused touchpoints such as:

Microlearning
Refresh one important idea without assigning another
full course.

Customer scenarios
Practice the questions associates are actually hearing.

Just-in-time support
Make answers easy to find when associates need them.

Targeted reinforcement
Focus on the topics where confidence or knowledge is
weakest.

The goal isn't more content. It's the right support at the
right moment.



5. Measure: Do not stop at “Did they complete it?”

Completion tells you whether someone finished the training.
Readiness asks whether they can perform.

Shift the conversation:

Instead of: How many associates completed the module?
Ask: Can they explain the product clearly?

Instead of: Did everyone receive the launch announcement?
Ask: Do they know which customer needs this product solves?

Instead of: Did knowledge scores improve?
Ask: Can associates apply that knowledge in a real conversation?

Instead of: Was training delivered on schedule? h

Ask: Where Is confidence still breaking down?

The earlier those gaps become visible, the more time leaders
have to do something about them. - -

Run a Launch Readiness Check.
Pick one upcoming product launch and rate each stage:

Readiness area Ask yourself

() Introduce Can associlates explain the product story simply?
() Build Understanding Can they connect features to customer needs?
() Practice Have they applied the message in conversations?
() Reinforce Is learning continuing after the initial launch?

() Measure Can we see where confidence and knowledge
are weak?

If one stage Is missing, the , N
cycle is Incomplete. And if the . N
entire strategy depends on one

pre-launch training module

carrying associates through

the busiest selling weeks of S
the year, that's a signal worth e
paying attention to.
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Your Next Move

Choose one launch that'’s already on the calendar.

Then ask: What must an associate be able to
do when the customer conversation begins?
Build backward from there.

Introduce what matters.
Build understanding.
Create opportunities to practice.

Reinforce after launch.
Measure whether the frontline 1s actually ready.

Because the goal of launch training
Isn’'t to distribute information.

It’s to create readiness that

lasts long after launch day.




