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Cl Introductory Topics

5 steps in Customer
Purchasing
Behaviour

Types of Business

Types of Customers markats

B2B & B2C Specifics Buying Situations Product Types

Purchase levels of
involvement

Product Life-Cycle Crossing the Chasm
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Product Life-cycle specifics

What are the types of customers in the
different stages in the Product Life-cycle?
What is customers motivation in the
different stages of the Product Life-cycle?
How can knowledge on this topics
support and help CRM?
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Product Life-Cycle Diagram

Life Cycle: Four Basic Stages

Introduction Growth Maturity
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Audience Early Adopters Mainstream Late Adopters Laggards
Market Small Growing Large Contracting
Sales Low High Flattening Moderate
Competition Low Moderate High Moderate
Business Focus Awareness Market Share ~ Customer Retention Transition
Design Focus Tuning Scaling Support Transition

Re-drawn from the book “Universal Principles of Design” © 2003 Rockport Publishers idea-sandbox.com
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Customers Motivation Differences
connected with Product Life-cycle
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Questions (team work) <
- wmwmmsses At which stage of product life-cycle are the
following products?

Life Cycle: Four Basic Stages
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: “Crossing the Chasm” Problem

What is “Crossing the Chasm”?
How the categorisation of the product
according the Ansoff’s Matrix “Product-
Market” influences “Crossing the Chasm”
Problem?

What is its solution?
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“MAMK  Innovative products Chasm
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The Chasm

The Mainstream —
Market

— The Early
Market

The
Chasm

“Crossing the Chasm: Marketing and Selling High-Tech Products to
Mainstream Customer” Book, Author: G. A. Moore, R. McKenna
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lgor Ansoff’s Matrix -
Product/Market Expansion Grid
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Products and Services
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New High-Tech Products Chasm
5 MAMK
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The Chasm

The Mainstream —
Market

“Crossing the Chasm: Marketing and Selling High-Tech Products to
Mainstream Customer” Book, Author: G. A. Moore, R. McKenna
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New High-Tech Products Chasm

Critical qualitative
differences, especially
in product needs and
buying behaviors.

University of Applied Sciences

Visionaries Conservatives:
Get ahead of Hold on!
the heard!

Sceptics:
Techies: No way!

Try it!
N

Innovators Early Early Late Laggards
Adopters Majority  Majority

“Crossing the Chasm: Marketing and Selling High-Tech Products to
Mainstream Customer” Book, Author: G. A. Moore, R. McKenna
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New (Innovative) Products Chasm

University of Applied Sciences The Chasm

The Early The Mainstream —
Market Market

*Target a specific market segment

*\ertical integration

*Build trust with key customers

*Reassure them with superb customer support (i.e.
one-point contact) & make buying easy

*Price your product appropriately
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Questions (team work) <Q>

- UERER What would be the consumer customers’
motivation and wanted type of information in
the Mainstream Market “Pragmatists” stage of
Product Life-Cycle for product: wrist smart
watch (i.e. Apple iWatch)? What the steps for
“Crossing the Chasm” would be?

The Chasm
— The Earky The Mainsirenm ——

Market -—[ | Market

The
Clhasears
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Thank youl!
Enarogaps! (in Bulgarian)
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