Crossing the Chasm – Tracking Revenues may be Serious Business! 
It would seem that dynamic ‘creative destruction’ – any great market-churning idea – can recast the market, but as high technology (especially) came to the fore in the last few decades, and as the dot.com bubble burst a number of years ago, and as problems continued to accumulate in high technology product marketing, a fairly disturbing idea emerged: The Acquisition (or Adoption) Life Cycle may be less smooth than is usually depicted, i.e., as depicted above.
Jeffrey Moore calls the ‘interruptions’ in the ideal depiction of adoption ‘Crossing the Chasm.’ 
Jeffrey A. Moore –– The Revised (Technology) Adoption Life Cycle and Impact on PLC
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Geoffrey Moore states:

“…the components of the (adoption) life cycle are unchanged, but between any two psychographic groups has been introduced a gap. This symbolizes the dissociation between the two groups – that is, the difficulty any new group will have in accepting a new product if it is presented in the same way it was to the group to its immediate left. Each of these gaps represents an opportunity for marketing to lose momentum, to miss the transition to the next segment, thereby never to gain the promised land of profit-margin leadership in the middle of the bell curve.” (Crossing the Chasm,   p. 17)

As regards high technology products, more and more the forte of American ingenuity, his insight and observation may be a critical caution as we assume our way up the growth curve. This implies that the take off (TO) analysis, as one might suppose, requires extra special effort in positioning the product offering for majority acceptance. And the TO analysis involves more than just intelligently handling the tactical decision transitions from introduction stage to growth stage. It also implies that highlighting marketing due diligence at the hopefully anticipated (or less ideally, detected) TO turn point is particularly critical with any high technology offering as a planning point for the entire growth stage. Stated in part, the case has to be made to potential customers that this ‘hot new technology’ delivers a worthwhile benefit, that it has utility far beyond being an enthusiast’s newest gadget.
While the first gap is fairly narrow, ahead is another ‘more sobering’ gap: Getting from ‘that’s nice’ to volume sales! Moore says, “…the real news is the deep and dividing chasm that separates the early adopters from the early majority.  … (It) is all the more dangerous because it typically goes unrecognized.” (p. 20).

Moore observes that “…the early adopter is buying…some kind of change agent” … that will offer a real discontinuity with the old way, and “… the early majority want a productivity improvement for existing operations” that will minimize discontinuity with the old way. 
For our purposes, this really highlights the folly of (typically) depicting a PLC without massive emphasis on the marketer’s (and others’) need to perform near-prescient due diligence as anticipated inflections draw near.  A failure to solve the problems of the chasm will flatten the growth curve right out – this virtual hand grenade in the middle of the growth stage is called, variously, ‘the firm tanking’ (if a single product firm – as was typical of the dot.com era) or ‘the product tanking’ in more traditional settings. That can’t be good. Moore should know, as the owner of “…meaningful equity stakes in corporations that no longer exist or whose current (1991) valuation is so diluted that our stock – were there a market for it, which there is not – has lost all monetary significance.” (p. 17.)   Not to put to fine a point on it, but that is serious: ‘No mun, and no fun.’
The message here clearly is this:  Not falling into a chasm means at the most basic level, first, suspecting the chasm may be there and, second, detecting the chasm in customer attitudes, revenues, and quantities sold in time not to fall in by doing something about that gap! That sort of a discontinuity in the adoption sequence clearly will impact the PLC tracking of pertinent data. It is not too much to ask that the KBT firm know their customers, and their sales volumes, and their revenues.
As for that adoption chasm, ‘Going to Gemba’ would be nice, eh?  It all seems to fit together somehow. That implies, of course, that accurate and useful segmentation has been done.  That answers the question: Go to whom? And it would be very nice to detect the shift in the core benefits perceived as you reconsider the positioning of the product on the attribute (benefit) axes relative to yours and your competitors’ products. And so forth…and so forth…
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Illusion and Disillusion:
Cracks in the Bell Curve

It is now time to advise you that there are any number of us in
Silicon Valley who are willing to testify that there is something
wrong with the High-Tech Marketing Model. We believe this to
be true because we all own what once were meaningful equity
stakes in corporations that either no longer exist or whose cur-
rent valuation is so diluted that our stock—were there a market
for it, which there is not—has lost all monetary significance.
Although we all experienced our fates uniquely, much of our
shared experience can be summarized by recasting the
Technology Adoption Life Cycle in the following way:

The Revised Technology Adoption Life Cycle

As you can see, the components of the life cycle are
unchanged, but between any two psychographic groups has
been introduced a gap. This symbolizes the dissociation
between the two groups—that is, the difficulty any group will
have in accepting a new product if it is presented in the same
way as it was to the group to its immediate left. Each of these
gaps represents an opportunity for marketing to lose momen-
tum, to miss the transition to the next segment, thereby never to
gain the promised land of profit-margin leadership in the mid-
dle of the bell curve.








