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Models of Technology 
Adoption
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Consideration

Conversion

Retention

Replacement

Awareness
Buyer may not actively be in
the market for the offering;
first stage of demand 
generation activity.

Buyer is actively in the 
market for offering; 
evaluating several 
suppliers.  Need to be on 
“short list”.

Buyer chooses a supplier.  
Terms and conditions may 
enter consideration in this 
selection process. 

Customer believes 
relationship with vendor 
starts here.  Sales people 
think it ends here.Help buyer get most out of offering; 

nurture relationship to improve odds 
of repeat business and/or referrals.

If dissatisfied, the buyer 
will initiate the whole 
process all over, with the 
exception that the 
original supplier will not 
be in consideration.
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Conversion

Retention

Replacement

This loop is driven by supporting the 
customer.

7



Historical Perspective

As technology-based products came into common 
use, traditional marketing strategies failed

Social research began in the late 1950’s into how 
people react to discontinuous innovation (Rogers)

These kinds of innovations require people to change their 
habits or behavior in order to realize the new benefits
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When confronted with this change, people self-
organize along their levels of risk-aversion

The Risk-Immune The Risk-Intolerant
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Everett Rogers:
Technology Adoption Life Cycle
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Reaction from Marketing Profession?

Happiness reigned supreme!

Finally, a model that explained how people 
behaved!

Each category got it’s own new identity:

• Innovators   Technology enthusiasts
• Early Adopters  Visionaries
• Early Majority  Pragmatists
• Late Majority  Conservatives
• Laggards  Skeptics
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Technology Enthusiasts

• “[F]undamentally committed to new technology”; 
they believe it will transform and improve lives

• Love tinkering with new things; figuring out how to 
improve it; first customers for anything truly brand 
new

Pros:  Huge influencers of others who may adopt 
new technology
Cons:  They have no money
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Visionaries

• The people who will adopt an innovation in order 
to make a break with the status quo

• The first group to try and gain competitive 
advantage through innovation

Pros:  Bring real money to the table – business 
oriented
Cons:  Require extraordinary customization, drawing 
huge resources from the supplier

Together with tech enthusiasts, these people 
want to be first
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Pragmatists

• Make the bulk of all tech purchases over time
• Evolution, not revolution
• Looking for business benefit, not technology
• Resistant to being first
• Prefer to buy from market leaders

Need others to have been successful with 
innovation before they’ll dive in
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Conservatives

Will adopt technology as a last resort

Very price sensitive; highly skeptical; extremely 
demanding

• Expectations rarely met; reinforces negative view of 
technology

Value proposition:  Stuff just works.
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Skeptics

Not really potential customers

Perpetual critics

Don’t sell to them, sell around them.
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Discuss this model of
technology adoption

as it applies to the
Brown Family Farm.
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Where is the most profit made?
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Agenda

 Diffusion of Innovation
 Competition
 Innovation
 Competitive Advantage
 Blue Ocean Strategy
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Consideration

Conversion

Retention

Replacement

Awareness✘

20
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Benefits

Reputation

Commodity

232/25/2019

Presenter
Presentation Notes
These are the levels that people buy on.  They enter at the bottom (“I want to go to grad school.”).  They start comparing programs (“Hmm.  MEM looks like it helps me more than an MS in engineering, and I certainly like their focus on management AND engineering!”)  They may have friends who have been through the program, or hear a credible testimonial (“Wow.  MEM made that experience a life changing event for her – I’ll go with them!”)The first two levels are rational and logical.  The third is emotional – and lasting.And unfortunately, everyone starts at the bottom.  ☹
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Commodity

Benefits

Reputation

Price
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Bare Minimum Expectations
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Benefits

Reputation

Price

Compare features

Commodity

2/25/2019

Presenter
Presentation Notes
Compare your benefits with your target market’s needs (latent or known)



Features That Matter

27

“It’s a war of better products 
and convenience and features 
for riders,” Amit Jain, president 
of Uber in India, said of the 
competition with local Indian 
ride-hailing apps.

“The dwell times in [traffic in] 
India are one of the longest in 
the world and making 
constructive use of that time 
by people able to access 
emails, communicate with 
friends and family is a feature 
that is very beneficial to 
consumers,” he added.

2/25/2019

Presenter
Presentation Notes
By JOANNA SUGDENAug. 21, 2015 2:00 a.m. ET0 COMMENTSNEW DELHI—Uber Technologies Inc. will give riders in India access to free Wi-Fi in cars booked through their app as the arms race to dominate the ride-hailing market, where local rivals currently have the edge, heats up.Starting Friday in Mumbai, Uber, in partnership with telecom operator Bharti Airtel Ltd., will give all its India drivers Airtel mobile devices that create 4G Wi-Fi hot spots in their cars.“It’s a war of better products and convenience and features for riders,” Amit Jain,president of Uber in India, said of the competition with local Indian ride-hailing apps.“The dwell times in [traffic in] India are one of the longest in the world and making constructive use of that time by people able to access emails, communicate with friends and family is a feature that is very beneficial to consumers,” he added.Passengers who book a car through Uber will receive a password to access the Internet from the driver. The company says it is working on ways to prevent drivers offering the service to customers who book through rival apps and will track whether data usage corresponds with Uber rides.Uber, and ride-hailing services like it, doesn’t own a fleet of cars and employs drivers on a contract basis: drivers can switch to drive for another company by turning off the Uber app. The company in the past has incentivized drivers to work for it exclusively by increasing rates after a certain number of hours driven each day, according to drivers.The Wi-Fi freebie, which until now was only offered temporarily in cars booked through its app in Italy and Johannesburg, is part of a new partnership with Airtel that will also introduce the telecom operator’s mobile wallet, Airtel Money, in to the Uber app in India. Airtel will also give Uber drivers subsidies on smartphones and mobile data in India as part of the deal.Uber has 150,000 drivers on its books in India and estimates it has 35% market share in that country, where the ride-hailing app Ola, owned by ANI Technologies Pvt. Ltd., currently dominates. Ola says it has over 250,000 vehicles on the roads in India in more than 100 cities and organizes 750,000 trips a day. Uber operates in 18 cities in India and says it expects to reach 1 million trips a day in that country by the first quarter of 2016.Anand Subramanian, a spokesman for Ola, said that the company had grown 10 times in the past year in terms of number of drivers and cities on its platform. “We definitely have the advantage of understanding the local market better,” Mr. Subramanian said.Beating Uber to the punch, Ola on Wednesday, launched a Wi-Fi service in cars taken by its most-loyal customers, a select group of riders whom the company said would also be eligible for free car upgrades and discounted rides.In July, Uber announced plans to invest $1 billion in India over the next nine months to help it enter more cities and develop new products for Indian customers. Earlier this week, Tata Opportunities Fund, an Indian private-equity firm, said it would invest in Uber globally in a deal worth up to $100 million, according to a person with knowledge of the figures.The San Francisco-based company has faced significant roadblocks to its operations in India where transport lawmakers in the capital Delhi have banned the service, and others like it, attempted to block its app and insisted it apply for a radio taxi license.Uber says it is working with authorities and has applied for a license in Delhi while it awaits national guidelines governing app-based transport aggregators that are currently being drawn up by the federal transport ministry.Uber and other such ride-finding apps were barred from operating in Delhi after a woman said she was raped by the driver of a car booked through Uber. The driver has denied wrongdoing and is currently on trial.Write to Joanna Sugden at joanna.sugden@wsj.com



Marketing Nirvana!

28

Benefits

Reputation

Price

Compare features

Brand-driven

Commodity
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Extended Reputation
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More representative
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Features/
Benefits

Reputation

Commodity

This is where the battles 
are usually fought.

Extreme loyalty  

Price wars 
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Over time, all distinguishing features that 
matter to your customers will become 
part of the commodity-level offering.

In other words, they become the basis of 
competition.

They add to the cost of the offering, but 
no longer command a premium price.

Distinguishing
Features

Reputation

Commodity



Discuss this model of
competition as it

applies to the
Brown Family Farm.
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The Big Question:

Can you sustain a competitive advantage?
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Over time, all distinguishing features that 
matter to your customers will become 
part of the commodity-level offering.

In other words, they become the basis of 
competition.

They add to the cost of the offering, but 
no longer command a premium price.

Distinguishing
Features

Reputation

Commodity
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Distinguishing
Features

Reputation

Commodity
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No good 
idea goes 
uncopied.
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How do you 
respond to this?

Distinguishing
Features

Reputation

Commodity
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- Joseph Alois Shumpeter

Innovation is novelty in how value 
is created and distributed.
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“(Innovation) is the means by which the entrepreneur 
either creates new wealth-producing resources or 
endows existing resources with enhanced potential for 
creating wealth”

- Peter Drucker
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“Someone who moves resources from areas of 
lower productivity and yield to areas of higher 
productivity and yield.” 

― J.B. Say, French economist, circa 1800

“The entrepreneur always searches for change, 
responds to it, and exploits it as an opportunity.”

― Peter Drucker, ”Innovation and Entrepreneurship”, 1985
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“Core competency…is a dangerously inward-looking notion.

“Competitiveness is far more about doing what customers value 
than doing what you think you’re good at.

“And staying competitive as the 
basis of competition shifts necessarily 
requires a willingness and ability to 
learn new things rather than clinging
hopefully to the sources of past glory.”

- Clayton Christensen

(The Innovator’s Dilemma, page 162)
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Innovation Drivers

 Derivative
 Evolutionary
 Replacement
 Cosmetic
 Performance-

enhancing
 Insightful

 Anticipatory
 Customer-driven
 Technology-driven
 Overkill-driven
 Problem-solving
 Inspired
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Examples for
the Brown 

Family Farm?

• Derivative
• Evolutionary
• Replacement
• Cosmetic
• Performance-

enhancing
• Insightful

• Anticipatory
• Customer-driven
• Technology-driven
• Overkill-driven
• Problem-solving
• Inspired
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Outcome Driven Innovation
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Business Model Innovation

Industry 
Model 

Innovation

Revenue 
Model 

Innovation

Enterprise 
Model 

Innovation

Based on IBM Institute for Business Value model

Business
Model Innovation
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Insight
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Industry Model Innovation

Industry 
Model 

Innovation

Innovating the industry value 
chain by moving into new 
industries, redefining existing 
industries, or creating entirely 
new ones; also by 
identifying/leveraging unique 
assets.

49



Industry Value Chain

50



Dell

Disintermediation; redefining the industry

✗
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Vertical Integration; redefining the industry
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Horizontal spin offs; unlocking value

Acquisition: aggregation of value
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Create entirely new industry industries
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How can the Brown Family Farm 
innovate its industry model?
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Revenue Model Innovation

Revenue 
Model 

Innovation

Innovating how to 
generate revenue 
through offering re-
configuration 
(product/service/value 
mix) and pricing models.
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Razor Industry Example
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A brief history of shaving

Prehistoric times:  sharpened rocks, clam shells
6,000 BC:  invention of metal straight razor
1903:  King Gillette introduces “safety razor”
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1903:  Pricing Innovation
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Safety is relative

And this probably
overstates it. 
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A brief history of shaving

Prehistoric times:  sharpened rocks, clam shells
6,000 BC:  invention of metal straight razor
1903:  King Gillette introduces “safety razor”
1965:  Wilkinson introduces stainless steel blades
1970:  Wilkinson introduces single blade cartridge razor
1972:  Gillette introduces Trac II cartridge razor
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1972:  The Second Blade
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A brief history of shaving

Prehistoric times:  sharpened rocks, clam shells
6,000 BC:  invention of metal straight razor
1903:  King Gillette introduces “safety razor”
1965:  Wilkinson introduces stainless steel blades
1970:  Wilkinson introduces single blade cartridge razor
1972:  Gillette introduces Trac II cartridge razor
1975:  Bic introduces single blade disposable
1998:  Gillette introduces the Mach3 cartridge razor
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1998: Major Breakthrough!
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A brief history of shaving

Prehistoric times:  sharpened rocks, clam shells
6,000 BC:  invention of metal straight razor
1903:  King Gillette introduces “safety razor”
1965:  Wilkinson introduces stainless steel blades
1970:  Wilkinson introduces single blade cartridge razor
1972:  Gillette introduces Trac II cartridge razor
1975:  Bic introduces single blade disposable
1998:  Gillette introduces the Mach3 cartridge razor
2004:  Schick introduces the Quattro 4-bladed razor
2006:  Gillette introduces the Fusion 5-bladed cartridge razor
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2006:  Huge leap forward!
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A brief history of shaving

Prehistoric times:  sharpened rocks, clam shells
6,000 BC:  invention of metal straight razor
1903:  King Gillette introduces “safety razor”
1965:  Wilkinson introduces stainless steel blades
1970:  Wilkinson introduces single blade cartridge razor
1972:  Gillette introduces Trac II cartridge razor
1975:  Bic introduces single blade disposable
1998:  Gillette introduces the Mach3 cartridge razor
2004:  Schick introduces the Quattro 4-bladed razor
2006:  Gillette introduces the Fusion 5-bladed cartridge razor
2007:  Apple introduces the iRazor and the iBlades Store
2010:  Schick introduces the Hydro 5-bladed cartridge razor
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Taken to Illogical Extreme
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Projecting forward…

Gillette’s Law?
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A brief history of shaving

Prehistoric times:  sharpened rocks, clam shells
6,000 BC:  invention of metal straight razor
1903:  King Gillette introduces “safety razor”
1965:  Wilkinson introduces stainless steel blades
1970:  Wilkinson introduces single blade cartridge razor
1972:  Gillette introduces Trac II cartridge razor
1975:  Bic introduces single blade disposable
1998:  Gillette introduces the Mach3 cartridge razor
2004:  Schick introduces the Quattro 4-bladed razor
2006:  Gillette introduces the Fusion 5-bladed cartridge razor
2010:  Schick introduces the Hydro 5-bladed cartridge razor

74

Presenter
Presentation Notes
Gillette actually held the patent on stainless steel blades, but they lasted about 7 times longer, and would crater their revenue stream.



Which of these innovations was
incremental?

Disruptive?
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DSC launched in 2012.
Video reached 20M in weeks.
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Is (was) Dollar Shave Club
disruptive?
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Market Forces: Wet Shaving

Industry 
Rivalry

Supplier 
Power

Buyer 
Power

Threat of 
Entrants

Technology &
Pace of 
Change

Globalization

Threat of 
SubstitutionsGovernment Social and 

Cultural Shifts
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Industry 
Rivalry

Supplier 
Power

Buyer 
Power

Threat of 
Entrants

Threat of 
Substitutions

Technology &
Pace of 
Change

Globalization

Government Social and 
Cultural Shifts

Brown Family Farm Snapshot



How can the Brown Family Farm 
innovate its revenue model?
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Offering Innovation

GE Aircraft Engines
Address: 3701 S Miami Blvd, Durham, NC 27703 

99



Offering Innovation
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Redefine offering

101



How can the Brown Family Farm 
innovate its offering?
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Enterprise Model Innovation

Enterprise 
Model 

Innovation

Innovating the structure of the 
enterprise and the role it plays in 
new or existing value chains.  It 
focuses on redefining organizational 
boundaries.
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Network plays

Open Innovation

Brokerage/
Platform
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Business Model Innovation

Industry 
Model 

Innovation

Revenue 
Model 

Innovation

Enterprise 
Model 

Innovation

Business
Model Innovation
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Section Summary

Innovation provides a source of competitive advantage

That competitive advantage has an ever-shorter half life

Need to introduce innovations faster

Innovation can occur in offerings or business models
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Agenda

• Diffusion of Innovation
• Competition
• Competitive Advantage
• Innovation
• Blue Ocean Strategy
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Blue Ocean Strategy
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The authors propose an analogy of 
"oceans" for markets

One is red (stained by the 
bloodletting in fierce competition)

The other blue (serene and 
uncharted) 

http://blueoceanstrategy.com
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Kim and Mauborgne researched 150 “Blue 
Ocean Creations” in 30 industries over 100 
years

“Blue Ocean” creators transcended six 
“conventional boundaries of competition”
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Red Ocean competitors “hypnotically build
strategies”

1. Define industries similarly 

2. Use generally accepted strategic groups 

3. Focus on the same buyers

4. Define offerings similarly

5. Accept industry’s functional or emotional orientation

6. Focus on the same point in time and same (current)

competitive threats when formulating strategy

1132/25/2019



Red Ocean Defined
The central premise is that most markets (PCs, 
fitness clubs, table wine, airlines, etc.) 
naturally converge and companies compete 
on the same set of factors. 

In their words, the "structural conditions are 
given and firms [are] required to compete 
within them.”
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Red Ocean Characteristics
Markets converge

• All companies use the same levers of 
competition

• Zero sum game:  your success comes at 
someone else’s expense

• Drives margins down for everyone and creates 
commodities

• Pursue differentiation (premium) or low cost 
strategy

• Can be OK if the overall “pie” is growing

1152/25/2019



Industry 
Rivalry

Supplier 
Power

Buyer 
Power

Threat of 
Entrants

Threat of Substitutions

Technology &
Pace of Change Globalization

Government Social and Cultural 
Shifts

In a word, it’s ugly.
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Blue Ocean Defined
Value Innovation is “based on the view that 
market boundaries and industry structure are 
not given and can be reconstructed by the 
actions and beliefs of industry players.”
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Blue Ocean Characteristics
Formed by creating new value for new 
customers:  “value innovation”

Simultaneously pursue differentiation and low 
cost
Create new levers of competition
Create a “new pie”

1182/25/2019
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Strategy Canvas

122
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Range of factors in competition
(between 5 and 12)

You can map each factor that is 
strategically important in your 
industry against the level of value 
customers receive from it.  This will 
create a “value curve”.
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Sample Strategy Canvas
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The Value Curve
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Presentation Notes
Compare the different value propositions by measuring the same variables and plotting them.
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Range of factors in competition

Draw today’s Strategy Canvas

125

Apply the Four Actions Framework
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Recall…
In a Red Ocean, all companies compete:

On the same basis,

With the same emphasis,

On the same factors.

Their strategy canvases look the same.

1272/25/2019
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Founded in 1857

Staffed by lifers; lots of 
bureaucracy and processes

Small appliance division facing 
intense competition and 
margin pressure

French fry makers decreasing 
sales 10% y/y

2/25/2019



Info about home frying
2.5 quarts of oil are expensive

Hot oil is dangerous

Disposing of oil is a pain

Clean-up is a pain

Fries are unhealthy

1292/25/2019



Two fundamental truths

Making French fries requires frying.

Frying requires a lot of oil.

To which Groupe SEB said, “oh, really?”

1302/25/2019



The ActiFry

131

The no-frying fryer

1 T oil for 2 pounds of potatoes

40% fewer calories

80% less fat

Easy to clean

Safe

No disposal issues
2/25/2019
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Value Innovation

Value

Costs

VI

Eliminate

Reduce

Raise

Create

Value
Innovation

2/25/2019



4 Actions for Actifry

Reduce Amount of oil used; fat and 
calories

Raise Clean-up

Eliminate Disposal; danger

Create Ease of use; safety; new 
customers

2/25/2019 134
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Presenter
Presentation Notes
Groupe SEB’s stock rose 5% on the basis of the tweet. 
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Groupe SEB’s stock rose 5% the day after the tweet. 



Cool.  

So how do I create a Blue Ocean?

1372/25/2019
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Path One
Look across 
alternative 
industries

Path Three
Look across 

chain of buyers 
and redefine

Path Two
Look across 

strategic groups 
within industry

Path Four
Look across 

complementary 
offerings

Path Five
Rethink functional-

emotional 
orientation

Path Six
Participate in 

shaping external 
trends over time A New 

Value-Cost 

Frontier



1. Look across alternative industries

You are competing with substitutes and 
alternatives

Substitutes:  offerings with same core capability 
(utility) with different forms

Alternatives:  offerings with the same purpose, but 
different form AND utility

1392/25/2019



What is the basic job the Brown Family 
Farm does for its customers?

Name some substitutes 
and alternatives.

What could the Browns do to 
attract those customers?

1402/25/2019



2.  Look across strategic groups

Most companies compete within their own 
industry 

See only direct competitors that offer 
identical or nearly identical products

Put yourself in your customers’ shoes – who 
else do THEY see as possible suppliers?

1412/25/2019

Presenter
Presentation Notes
Overcame traditional clubs and home fitness categories



How NetApp saw storage industry

142

vs.
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Well, change happens…

143

vs.
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How customers see storage industry

1442/25/2019



“…peripheral or non-obvious location”
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2.  Look across strategic groups

What can the Brown Family Farm learn from 
other suppliers to its customers of farm 

products?

1462/25/2019

Presenter
Presentation Notes
Overcame traditional clubs and home fitness categories



3.  Look across the chain of buyers

147

Purchasers Users Influencers

Canon Desktop Copiers
(procurement  department)

Novo Nordisk insulin
(doctors  patients)

2/25/2019



How can the Browns restructure the chain of buyers 
for their farm products?

3.  Look across the chain of buyers

148

Purchasers Users Influencers

2/25/2019



4.  Look across complementary 
offerings

Put the concept of the “whole product” to work

What other products or services do your customers 
buy in order to fully utilize your product?

1492/25/2019



Example

The Brits love their tea.

Tea kettles, therefore, are a big business. A big, fat, 
deep red ocean of a low margin business.

But how can you differentiate a tea kettle?

Philips studied the whole buyer experience with using 
tea kettles.

1502/25/2019
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Lime scale 

Had nothing to do with the kettle – hard 
municipal water was the culprit

Philips created a tea kettle with a 
replaceable charcoal filter that removed 
lime scale from the tea.

Created a whole new product category 
AND a recurring revenue stream.
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$150

[And no, Oprah didn’t 
tweet about it.]



4.  Look across complementary 
offerings

What other products and services do the 
Brown’s customers buy in order to fully utilize 

the value of their farm products?

1542/25/2019



5.  Functional or emotional appeal

155

Functional Emotional

Rational; compete on 
features and functions

Irrational; compete on 
fashion or aesthetics

2/25/2019



Examples?
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In Red Oceans…

157

Functional Emotional

Companies train their customers this way.

2/25/2019
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In Red Oceans…

159

Functional Emotional

Add function that provides no additional benefit, but 
adds to cost

Solution:  add an emotional component

2/25/2019



Examples?
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Presentation Notes
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5.  Functional or emotional appeal

163

Functional Emotional?

2/25/2019

What can the Brown’s do to change the 
functional/emotional balance 

of their offerings?



6.  Look across time

All industries are subject to external trends

Most companies react and adapt incrementally

Blue Ocean insights rarely come from projecting
trends – you need to shape them

1642/25/2019



Create value

Blue Ocean insights arise from how the 
trend(s) will affect the value customers 
receive from offerings in the future

165

Value
delivered

today

Value
delivered
tomorrow

2/25/2019
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Create value

How can the Browns shape trends affecting 
the value its customers receive from their 

farm products?

1682/25/2019
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Discuss through the Blue Ocean lens
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Blue Ocean Summary
Traditional strategies are geared toward 

Red Oceans

Blue Oceans can be created in certain 
circumstances

Requires new thinking – breakthrough thinking!

1732/25/2019



1742/25/2019


	Slide Number 1
	Advanced Innovation Tools
	Agenda
	Agenda
	�Models of Technology Adoption��Everett Rogers�Geoffrey Moore�Gartner
	Slide Number 6
	Slide Number 7
	Historical Perspective
	Slide Number 9
	Everett Rogers:�Technology Adoption Life Cycle
	Reaction from Marketing Profession?
	Technology Enthusiasts
	Visionaries
	Pragmatists
	Conservatives
	Skeptics
	Slide Number 17
	Where is the most profit made?
	Agenda
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Bare Minimum Expectations
	Slide Number 26
	Features That Matter
	Marketing Nirvana!
	Extended Reputation
	Slide Number 30
	More representative
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	- Joseph Alois Shumpeter
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Innovation Drivers
	Slide Number 44
	Outcome Driven Innovation
	Slide Number 46
	Business Model Innovation
	Insight
	Industry Model Innovation
	Industry Value Chain
	Dell
	
	Slide Number 53
	Slide Number 54
	Slide Number 57
	Slide Number 58
	Revenue Model Innovation
	Razor Industry Example
	A brief history of shaving
	1903:  Pricing Innovation
	Safety is relative
	A brief history of shaving
	1972:  The Second Blade
	A brief history of shaving
	1998: Major Breakthrough!
	A brief history of shaving
	2006:  Huge leap forward!
	A brief history of shaving
	Taken to Illogical Extreme
	Slide Number 72
	Projecting forward…
	A brief history of shaving
	Slide Number 75
	Slide Number 80
	Slide Number 81
	Slide Number 82
	Slide Number 83
	Market Forces: Wet Shaving
	Brown Family Farm Snapshot
	Slide Number 97
	Offering Innovation
	Offering Innovation
	Redefine offering
	Slide Number 102
	Enterprise Model Innovation
	Network plays
	Business Model Innovation
	Section Summary
	Agenda
	Slide Number 108
	Slide Number 109
	Slide Number 110
	Slide Number 111
	Slide Number 112
	Slide Number 113
	Red Ocean Defined
	Red Ocean Characteristics
	In a word, it’s ugly.
	Blue Ocean Defined
	Blue Ocean Characteristics
	Slide Number 119
	Slide Number 120
	Slide Number 121
	Strategy Canvas
	Sample Strategy Canvas
	Slide Number 124
	Draw today’s Strategy Canvas
	Slide Number 126
	Recall…
	Slide Number 128
	Info about home frying
	Two fundamental truths
	The ActiFry
	Slide Number 132
	Value Innovation
	4 Actions for Actifry
	Slide Number 135
	Slide Number 136
	Slide Number 137
	Slide Number 138
	1. Look across alternative industries
	Slide Number 140
	2.  Look across strategic groups
	How NetApp saw storage industry
	Well, change happens…
	How customers see storage industry
	“…peripheral or non-obvious location”
	2.  Look across strategic groups
	3.  Look across the chain of buyers
	3.  Look across the chain of buyers
	4.  Look across complementary offerings
	Example
	Slide Number 151
	Lime scale 
	Slide Number 153
	4.  Look across complementary offerings
	5.  Functional or emotional appeal
	Slide Number 156
	In Red Oceans…
	Slide Number 158
	In Red Oceans…
	Slide Number 160
	Slide Number 161
	Slide Number 162
	5.  Functional or emotional appeal
	6.  Look across time
	Create value
	Slide Number 166
	Slide Number 167
	Create value
	Slide Number 170
	Slide Number 171
	Discuss through the Blue Ocean lens
	Blue Ocean Summary
	Slide Number 174

