
HOW WODEN HELPED REDIS 
CREATE A $5 BILLION DATA 
JUGGERNAUT   
"WHAT DO YOU DO WHEN EVERYONE  
LOVES YOUR PRODUCT, BUT NO ONE  
WANTS TO BUY IT?"

THE STORY OF REDIS
Redis is the leading NoSQL database used by Microsoft, Airbnb, Amazon and hundreds 

more of the world’s most innovative enterprises. But just a few years ago, it was an open-
source project whose start-up sponsor was struggling to win enterprise sales. 

80 percent of developers had heard of Redis, and many were using the open-source 
platform. Yet Redis’ attempts to sell an enterprise solution had stalled. The problem 
wasn’t the product or the team; businesses simply didn’t understand why Redis’ 
enterprise offering was essential to them. Through its engagement with Woden, Redis 
uncovered the essential elements of its brand, crafted its strategic narrative, and forged 
a winning go-to-market strategy. 

Through Woden’s proprietary StoryKernel and the applications in their StoryGuide, 
Redis radically increased its sales funnel efficiency, and the rest is history: As of 2023, 
Redis plans to go public with a $5 billion valuation. 
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THE CHALLENGE
Redis was created to solve a highly 

technical problem: Relational database 
architecture isn’t scalable and doesn’t 
allow for real-time applications. This 
problem, as they saw it, was about the 
limitations of existing technology, and 
they envisioned a new type of in-memory 
database  that offered low latency while 
supporting abstract data structures. 

Redis caught on quickly with 
developers, but when the platform's 
sponsorship moved from the open-
source community to start-up Redis 
Labs, they realized that the volume and 
complexity of data handled by large 
businesses required a tailored enterprise 
solution. 

As they brought their enterprise 
product to market, Redis was encouraged 
by their early conversations: prospects’ 
mid-level tech specialists quickly saw 
the enterprise product’s value and 
were eager to push for adoption. But as 
these conversations moved upstream—
to the Director level, the VP level, 

and ultimately to the C-level—sales 
opportunities eventually died. After 
nearly two years, Redis had closed only 
two enterprise accounts, despite open-
source deployments in most of its target 
accounts. Redis came to Woden with a 
simple question: What do you do when 
everyone loves your product, but no one 
wants to buy it?

WODEN’S SOLUTION
After interviewing Redis’ team and 

current users, the opportunity came 
into focus. Both groups were highly 
technical and were eager to speak about 
Redis’ features, capabilities and unique 
structure. But the decision-makers these 
users sought to influence—the VPs, CFOs, 
and COOs who needed to sign off on an 
enterprise-level purchasing decision—
had very different priorities and varying 
levels of tech-literacy. 

Put simply, Redis was speaking 
the wrong language. The positive 
conversations Redis was having 
with mid-level tech specialists were 
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misleading, as these evangelists weren’t 
effectively telling Redis’ story and 
moving the sale forward.

Using these insights, Woden crafted 
Redis’ StoryKernel, a strategic narrative 
designed to resonate at all levels of 
the prospect’s organization and move 
the conversation forward. This brand 
story needed to transcend the technical 
features Redis was comfortable sharing, 
and instead speak directly to pain points 
shared by each buyer persona. 

The StoryKernel was built around a 
deceptively simple belief: The companies 
that run fastest run Redis. 

For technical users with an 
understanding of database architecture, 
Redis’ messaging could remain 
roughly the same. These users already 
understood that Redis delivered the 
fastest in-memory speeds of any 
unstructured database, and the narrative 
focused them on this benefit over other 
features. For Directors and VPs, Redis 
would address a different pain point: 
speed to market. These buyers were 
under immense pressure to deliver 
products within tight timelines, and 
Redis’ platform could rapidly increase 
the speed of R&D. Finally, for the C-suite, 
Redis’ ultimate benefit was presented as 
increasing the speed of organizational 
transformation. To remain ahead of 
the curve and continue innovating, 
these leaders needed insights and data 
applications in real-time, which only 
Redis can deliver. 

Three buyer personas, one strategic 
narrative, three distinct applications.

Using the StoryKernel as a framework, 
Woden developed Redis’ StoryGuide. 
TThis comprehensive blueprint defined 
the tactical applications of Redis’ brand 

story: sales pitches, buyer personas 
with targeted messaging, marketing 
collateral, product descriptions, brand 
activations, and more. This document 
was aligned with Redis’ own customer 
journey, and when these materials were 
put into use, the results soon spoke for 
themselves.

THE MAKING OF AN ESSENTIAL 
BRAND

When Redis engaged Woden, the 
business had secured two enterprise 
accounts. Today, Redis is the database 
trusted by 8,500+ organizations—
including one-third of the Fortune100—
to keep them running faster. Since 
engaging Woden, Redis has raised 
another $325 million in investment 
and plans to go public with a valuation 
nearing $5 billion. 

When a brand’s true value is captured 
in its strategic narrative, it becomes 
essential—ready to convert prospects 
into customers, and customers into 
evangelists. With its StoryKernel 
as a framework, Redis has become 
indisputably essential: from Amazon 
to Microsoft, the companies that run 
fastest, run Redis. 

3

Ready to learn more about how 
Woden can make your brand 
essential? 

strategy.wodenworks.com

Ed Lynes, facilitator 

elynes@wodenworks.com
mobile: 617.309.9726
linkedin.com/in/edwardtlynes/
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