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New-to-Market Products
Face Unique Challenges

1.

Customers’first reaction is often
“what is it?”

Usually do not readily fit into
existing product categories

Often deliver benefits that are new,
different from existing

Frequently described by features
that are new, unfamiliar

Awareness low, familiarity with
features and benefits even lower

Prospects unsure of questions to
ask, criteria, options to consider

Limited adoption reduces
opportunity to learn from others

Effort required by prospects to
learn about, evaluate, and decide

Standards, features expectedto
mature, and prices drop overtime

. To adopt, customers must often

change, learn new behaviors
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Why Very New Products Are Challenging for Consumers

Product Attributes Incremental ¢y New-to-Market

Ease of Does NP fit into an existing Fits into Spans Fits into a

Existing Multiple Category all
Classifying category, a new category, or Category Categories its Own
span multiple categories?
1 2 3 4 @
i Delive Deli
Newness of Does the NP deliver beneﬁts_ hmw Hewﬁrs
Benefits comparable to those of existing Esmmsnem Benefits
products, or new benefits? ; . . . @
Feature Are NP’s features familiar or Familiar Unfamiliar
Understanding unfamiliar to customers? Features Features
1 2 3 4 @
Ease of Is the NP evaluated primarily Objective Combination Subjective
.. - e Attributes Attributes
Evaluating on objective or subjective
attributes?
1 2 3 4 @
Requires Does the NP require customer Mo Moderate .
- ange in ange ange in
Changein Behavior to change pehawor (eq, to Behavior Behavior
purchase, install, or use)?
1 2 3 4
iali Can the NP b i ad Low Cost/ Moderate High Cost/
Ease of Trialing n € experienc Effort CostEffort Effort

easily, or does it require
significant effort, commitment?
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Factors Shaping Demand for an Innovation

Compelling
Value
Proposition

. Receptive
Propensi
th: Act ty to Change

Customer Readiness

Source: Dr. Phil Hendrix, immr
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3 Categories of Customer Needs

Frictions Shoulds Wants

“Good for You”

v Minimize (Resolutions) K o

- - c =

v" Eliminate ol || |8 o E|[E]]5

c @ 3 g ks = 8 g S o

v Avoid SIIE|IZ|I18 2|2 [= |2 |8 |
M| || |#D L T

v’ Satisfice v Maximize

Annoyances

Uncertainty

Bad outcomes

Source: Dr. Phil Hendrix, immr
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Uncovering Customers’ Unmet Needs

Frictions

Miserable

Annoyed

Unbothered

Shoulds

Committed

Regretful

Complacent

Source:

Wants

Want

Content

Dr. Phil Hendrix, immr

Low
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Calibrating Customers’
Appraisal of Value Proposition

Irresistible

Indispensable

Valuable

Desirable

Useful

Interesting

Useless

Source: Dr. Phil Hendrix, immr
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Customers’ Propensity to Act
and Receptivity to Change

Propensity
to Act’

High Improvised/
Built own

Tried
Alternatives

Sought
Alternatives

Done
Low Nothing

TAs reflected in previous behavior

Receptivity
to Change

Reluctant

Opposed

Source: Dr. Phil Hendrix, immr

High

Low
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Value Propositions Answer 10 Key Questions

What is the product
and what does it do?

What need(s) does it solve? What are the key benefits?

Differentiation

Performance

How it is better
than alternatives?

What are the key features
and how does it perform?

Who is it for?
Requirements Provider
What must user do to Who is provider and what
purchase, install, use? are their qualifications?

Source: Dr. Phil Hendrix, immr
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Does Your Value Proposition Answer these 10 Key Questions?T

What is the name of your product or service? FProvide a distinctive,
descriptive name that (ideally) conveys the essence of the concept.
2 Tagline What is the tagline for your product? Provide a memorable phrase

that — with the name — captures and conveys the key benefil(s) of
and/or target for the product.

3 Target Who is your product intended for? Describe who is likelyto find it
useful and why. Make it easy for prospects to recognize and answer
“Am | part of the target market for the product or service?”
4 Problem What problem does your product solve? With as few words as
Solved possible, describe the problem the product or service is solving — put
differently, answer “What job’ does the product do?”
S0 EL LG B How does your product work? Concisely explain how the product
' works — what technology it uses, the platform{s) that it runs on, efc.
’ State ar briefly allude to (without revealing IF) “What is the ‘secret
sauce?”

6 Benefits What are the key benefits of your product? Assert key claims about
C the product in terms of benefits it delivers (not simply product features).

Relate back to the problem(s) solved.

"6 isnkEL=="" How good is your product at what it does? Quantify the key benefits
of your product. Answer “How much better is it?” and “Why should |
# believe the claim{s)?"

Rl S How is your product different from other solutions? Stafe how
your product is similar to, different from or better than alternatives the
respondent is familiar with, accustomed to or has used in the past

RN T es What must users do to purchase, install and use the product?
Make explicit requirements to purchase, install and use the product,
including device(s) it works on; where it can be used, drawbacks or
limitations that need to be considered: efc.

10 Provider Who are you and why should prospects believe your claims?
Identify who youfthe provider is (specifically or generically) and briefly
describe gualifications for delivering on the value proposition above.

TUse a combination of text, images and graphics tc answer the above

@2013 immr Source: Dr. Phil Hendrix m




Why Innovations Don’t Succeed

\

I 1 I
| Customers

Product
Missing Key
Feature(s)

Resistant
Content to
with Change
Status Quo

Barriers
Impede
Adoption

Value
Proposition
Lacking

\\[e]4
“Materially
Better”

Customer
Acquisition

Competing Costly

Solutions

Outmatch

|
||

Source: The 6 Disciplines of Innovation, Dr. Phil Hendrix, immr
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Prospects Drop Out at Each Stage of the Conversion Funnel

Conversion Funnel

Difficult to Purchase

Waiting to
Purchase OK

Easy to Purchase

Waiting to

Unimportant \ Important
Need(s) 4 A Meed|(s)
Satisfied Dissatisfied
with Status Quo with Status Quo
Awareness Awareness
Low High
Features Features
Poorly Understood Well Understood
Benefits Benefits
Poorly Understood Well Understood
Unrecognizedor R Perceived Advantages N  ~ccognizec
at Parity as Superior
. T -
Try Try
Lowvaer (RN Perceived Value SR  ignvaue
Unaffordable Affordable
wignnsk (IR RiskEdort M oo

Purchase Costly
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