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Technology Adoption Life Cycle

The Revised Technology Adoption Life Cycle




The Whole Product Model

Potential Product

N\

Augmented Product

g

Expected Product

\

Generic Product

The Simplified Whole Product Model
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The Competitive-Positioning Compass
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Positioning: The Evidence

Supporters

* Benchmarks

* Product Reviews

* Design wins

* Imitial sales volumes

* Trade press coverage

* Visionary endorsements

* Revenues and profits

* Stralegic partners

* Top tier castomers

* Full product line

* Business press coverage

* Financial analyst endorsements
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» Architecture = Market share

= Schematics

* Demos

* Trials

* Technology press coverage
* Guru endorsements

* Third party support

+ Standards certification

* Applications proliferation

* Verlical press coverage

+ Industry analvst endorsements

Skeptics



