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Praise for Launch

“Launch is your road map to success in an ever-changing world.

Stelzner shows you how to enchant your customers so that they’ll
want to help you change the world.”

—Guy Kawasaki,

author of Enchantment

“Hands on and generous, Michael shows you precisely how he does it,
step by step.”
—Seth Godin, author of Linchpin

“If your business is flying high by making cold calls to sales prospects

and by spending boatloads of money on ads, then you don’t need the

rocket fuel contained in this book. But if you're looking for a better way

to reach the business heights you've only dreamed of, start reading
Launch. Stelzner is a rocket scientist.”

—nDavid Meerman Scott,

author of Real-Time Marketing & PR

“What Stelzner shares here is proven! He's already built a community

that propelled his brand not only beyond the competition but ahead of

an entire industry. The stories he shares will help us do one of two
things: excel or succeed.”

—ABrian Solis,

author of Engage!

“This isn't a book about marketing; it's about human nature. Under-

stand that and you've unlocked the key to your success. Each chapter

has a solid set of strategic and tactical recommendations for anyone in
marketing. And the common theme throughout: people.”

—Scott Monty,

Head of social media

at Ford Motor Company



“I only believe what I've read in Launch because I've watched Michael
Stelzner do it himself. It works.”

—Chris Brogan, President, HumanBusinessWorks.com

and co-author of Trust Agents

“Mike lays out—in a very easy-to-grok way—how to power your

business’s growth in a meaningful, measurable, sustainable way. The-

ory is fine, really. But what's even better is how-to action. And that’s
precisely what you'll find here.”

—Ann Handley, Chief Content Officer,

MarketingProfs and co-author of Content Rules

“Our company motto is ‘Always Be Launching,” and it’s served us well.

Now, Mike Stelzner takes you behind the scenes of this powerful and
effective online marketing strategy.”

—Brian Clark,

CEO, Copyblogger Media

“I love books written by someone who has truly walked the path, and
who shares the practical how-to steps for replicating his success,
leaving nothing out. Mike Stelzner has done exactly that with Launch.
He draws from his deep well of experience, spanning a decade
launching two very successful businesses and quickly becoming a
leading authority in both. Mike’s teachings absolutely work! This
book is a must-read for anyone serious about building a sustainable
empire on a solid foundation in today’s fast-moving, new media
world.”
—Mari Smith, co-author,
Facebook Marketing: An Hour A Day

“The key paradox of modern marketing is that the more you ‘sell’ the
less you sell. In Launch, Mike Stelzner has provided the perfect
blueprint for this approach, demonstrating how to grow your busi-
ness by being useful and solving problems. Mike’s elevation principle
alone is worth the purchase price. Buy this book and fuel your own
meteoric rise.”
—lJay Baer,
co-author of The NOW Revolution
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Rockets Don't Fly Themselves 23

In the context of great content, blatant or frequent marketing
messages simply say to people you’re all about the sale. It changes their
opinion. It engages their distrust engines. And when those engines rev
up, your future customers are gone.

Too much marketing is like endless flashing neon lights that shout
“Buy Now.” People see those signs and ignore them. They also distrust
businesses that overload them with marketing messages. In contrast,
when you remove most or all marketing messages, you can come
across as a very valuable resource and begin forward momentum.

Let me illustrate this from my own experience. When | launched
SocialMediaExaminer.com | made the decision not to advertise or sell
any products or services until we had at least 10,000 e-mail subscrib-
ers. Some might argue this was a costly and shortsighted decision.
“You're leaving money on the table,” others have said. But | knew it
was the right thing to do.

My goal was to recruit valuable experts to contribute original
content to the site. | knew that if it appeared | was financially profiting
from other people’s content, it could deter their commitment.

| also knew that when new people came to our site, and saw the
great content authored by knowledgeable experts, they'd be more
impressed if there was absolutely nothing for sale.

So | made the strategic decision to make SocialMediaExaminer
.com a movement, something people wanted to be part of. | greatly
deemphasized my role. Instead, | gave a commercial-free stage to
other experts. And people rushed in by the tens of thousands.

After only a few weeks, Technorati ranked us as one of the world’s
top 5 small business blogs. Six months into the launch, we had more
than 100,000 people visiting the site monthly and 20,000 e-mail
subscribers.

When we finally turned on the marketing engines, we had a
blockbuster experience, generating nearly a million dollars from a
single event.

By eliminating all perceptions of marketing, our rocket ship—
propelled by tons of people—shot into outer space. We did slow
down the growth of our base to do some marketing when the time was
right—and that was always the plan. Had we been marketing from the
beginning, we would have been much smaller and much less
successful.



24 Launch

There’s always a place for some marketing. It's just not so obvious.

You should be constantly employing what | call “under-the-
radar’” forms of marketing. These techniques involve ensuring your
great content shows up in front of the right people, capturing the
names and e-mails of people, and growing your following, while
leaving selling for some time in the future.

There’s also a time and place for traditional marketing. Your
business needs to sell to survive, so don’'t forgo marketing forever.
When intense marketing is employed, you'll experience a stall in the
growth of your base, and typically your content production (your fuel)
will be hindered. The keys to success involve knowing when to flip the
marketing levers fully on and when to shut them off. Later in the book
I will explore these concepts in detail.

When the right content is supported by the right people, and the
marketing engines are off (eliminating drag), the elevation principle
can propel your business to new heights.

Why the Formula Works

Why does great content matter? Do you really need great people? And
can you get by with the marketing engines always on? Why must these
three ideas work together?

Let me use the movie industry as an example. An incredible movie
with areally stellar storyline may never make it to your town because it
lacks the name recognition of a known actor and support of a major
studio. It might be seen in a few random places, but will likely never
become the blockbuster it could have been.

Similarly, you might be able to produce outstanding content. But if
the right people do not see that content, what impact is it having on
your business?

Back in 2006, | was a new blogger focused on empowering other
writers by sharing tips on how to craft content and market it. | had a
rather small following. The biggest blog in my world was Copyblogger
.com, run by Brian Clark. | reached out to Brian and asked if he’d be
willing to let me write an article for his site. He said sure.

| put together a nice post and it went live on Copyblogger.com.
The response from Brian’s audience was off the charts. It led to me
landing a nice gig from one of his readers, and it opened my eyes.
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| learned that good content really does matter. But where the
content resides is just as important. Because Copyblogger had a
huge base of people who matched my ideal readers, writing for
Brian’s site was a wise move for my business. | gained the exposure
and the support of a power player. Thus, great content in front of the
right people is essential.

Why? Because good content is often shared, giving you further
exposure. Itis e-mailed, printed, bookmarked, tweeted, and shared on
Facebook. If you can expand the size of your reachable audience, you
can increase the share factor. More of the right people reading your
content and sharing it will help you achieve great success.

In a perfect world, you own the platform where your content
resides, but that's not necessary, as the Copyblogger.com example
illustrates.

The power of great people goes much further. In the case of
Copyblogger.com, | continued to write for Brian’s site. | gave him a gift
in the process, as well. My writing was popular and helped attract
more people to the site.

Eventually, | asked Brian if he'd be willing to participate in an
event | was organizing. He said yes without hesitation. Having his big
name associated with my event brought in a lot more sales. It led to a
good relationship that has been very profitable for both of our
businesses.

Great content in front of a great audience and with the support of
experts can really go places, opening many opportunities for your
business. But do you really need to tone down the marketing
messages?

To address this, I'm going to take a page from my white paper
playbook. I've written for many of the world’s largest companies.
| faced strenuous objections when crafting persuasive white papers.
My clients often asked why | was so insistent on not mentioning the
name of the company until the last page. | often heard objections like,
“We need this piece to produce sales,” or “That's not how we've
always done it.”

Here’s what | told businesses the likes of FedEx, Dow Jones, and
Microsoft. The moment you stop mentioning your products and
services by name is the moment you shift from being a salesperson
to being an advocate.
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Remember, everyone wants access to great insight and great
people, before they want great products and services.

By simply abstracting out the brand, a business can move the
mental bar in people’s brains from “I'm being sold,” to “I'm being
educated.”

In the same way, when businesses can move the marketing
messages to the background, they can help ensure their content is
fully received and valued by people.

When outstanding content is coupled with great people, and
decoupled from marketing messages, your business can quickly attract
a larger base, more partnership opportunities, and significantly more
sales.

Now that you understand the core underpinnings of the elevation
principle and how it can be used, it's important to spend some time
examining how to get your business flying. You have a lot of
competition. To ensure your rocket ship is headed in the right
direction, you need a mission plan. The next chapter reveals precisely
how to map out your flight plan.
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