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- Product Benefit

- Technological Capability
- Behavior Change
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Technology Adoption Life Cycle

Pragmatists
Stick with the herd!

Visionaries

Get ahead of the herd!

Techies
Try it!

Conservatives
Hold on!

Skeptics
No way!

Innovators

Early
Adopters

Early Majority  Late Majority

Laggards
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The Homebrew Computer Club
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The Chasm

PRAGMATISTS
“Stay with the

VISIONARIES - erd”

“Follow their
owh dictates”

“Early Market”  “Chasm” “Mainstream Market”
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www.chasmgroup.com

DEALING
WITH DARWIN

HOW GREAT COMPANIES INNOVATE AT
EVERY PHASE OF THEIR EVOLUTION

Market Strategy Services
N

for High-Tech Companies
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http://www.amazon.co.uk/gp/product/images/0060086769/ref=dp_image_0/203-7050383-5991141?ie=UTF8&n=266239&s=books
http://search.barnesandnoble.com/booksearch/isbnInquiry.asp?userid=hC1BxlDA2w&isbn=0060517123&itm=1
http://search.barnesandnoble.com/booksearch/isbnInquiry.asp?userid=hC1BxlDA2w&isbn=0066620554&itm=2

Why the “Chasm”?

M H A
Visionaries
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Main
Street

Early
Market

Total
Assimilation

Chasm

Bowling
Alley
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Commitment

to Investors
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Typical Success
Pattern
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Results
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= The Value Triad

Customer

Value
Proposition

Product Application
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Framing Management
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Competitive—Positioning Compass
From supportive specialist to skeptical generalist
From product-centric to market-centric



HAFUAIOIM M Elevator Test

For (target customers) who have
(specific needs or problems), our
product is a (product category) that
provides (core benefit).

Unlike (key competitor), our product is
(differentiator).
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TALC vs. Category Life Cycle

Shooting < )\ Cash Cow*
Star*

_ Product Category )
_ LifeCycle
Infant®

Technology Adoption Life Cycle
(First time adoption)
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There are Four Paths...

: Market Maverick Market Driver
Colgne?ftcl)tr?rs a.k.a. “Chimp” a.k.a. “Gorilla”
Strength Breaks Makes
and Skill The Rules The Rules
Competitors Market Driven Market Maker
Rely on a.k.a. “Monkey” a.k.a. “Mutant”
Speed and
Flexibility Follows In a
The Rules New Game

When the Market is...
Mature/Static Emerging/Dynamic



Market Myopic
a.k.a. “Roadkill”

Clueless about
the Game Rules



http://www.wildlife.re.kr/column/contents/column-20000108.htm

