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Summary 

What’s the difference between a startup and an established brand? 

The established brand was able to go from a cool idea to a sustainable business model. But how did they 

get there? They recognized the existence of a chasm, a sort of Valley of Ashes that most companies spin 

their wheels in until they crash and burn. But established brands don’t just identify this, they understand 

a set blueprint and apply discipline to staying aligned with this blueprint. 

Through this book you’ll understand this blueprint. It won’t be a magic pill, it’s still up to you to apply it, 

but it will provide a phenomenal framework for anyone that wants to create a truly sustainable 

business.   

 

My Takeaway 

There’s nothing better than the first couple of weeks working on an idea. Opportunities seem endless, 

and you have this totally irrational feeling that there’s no way you can fail.  

Unfortunately it’s not that your idea is foolproof, it’s just the rushing of dopamine combined with 

ignorance that blinds you from truly evaluating an opportunity. And the timeline always goes something 

like this:  
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At it’s peak you’re on cloud nine and see ALL the opportunities. But once it gets “real”, you feel like 

there’s no way out and no possible answer. Fortunately, this book is your framework for finding that 

answer.  
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The Problem 

 

Lesson 1: Technological Groups 

Technology isn’t universally accepted, instead it gradually progresses through stages one group at a time 

according to the Technology Adoption Life Cycle. 

The Early Market 

Group 1: The Innovators 

The first group are the innovators, those who are technology enthusiasts and place technology 

as a central interest in their life. They’re driven by having the hottest new technology, and 

typically don’t mind the bugs and faults that come with new technology.  

Group 2: The Early Adopters 

Next in line are visionaries, interested in not specifically the technology but rather what the 

technology can do for them. Both groups, although incrementally different, seek breakthroughs 

in technology.  

 

Mainstream Market 

Group 3: Early Majority (1/3rd of the market) 

The first two groups are a very small sample size and often called “niches”, while these next 

three groups represent the mass market. The early majority, also called pragmatists (a person 

who is guided more by practical considerations than by ideals), are those who seek technology 

in accordance with the market leader. They value market leaders due to their want for 

standardized, well supported products. They don’t want to take risks, nor do they look for 

breakthroughs. When they do find the right product, they are extremely loyal, and because of 

this their support is crucial for long term success.  
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Group 4: Late Majority 

The late majority is like that family member who still has a flip phone and doesn’t trust the 

internet. The book calls them conservatives, and tells us they want simple, low cost, and hassle 

free products.   

Group 5: Laggards 

The last group are the skeptics, a small tech resistant group that generally we shouldn’t even 

consider a customer segment.   

 

Lesson 2: The Chasm  

Think of the chasm of the valley of death. Although each group provides vital feedback progressing 

technology upward, there lies this “chasm” between the early adopters and the early majority.  

 

 

Lesson 3: Behavioral Change 

The reason for this chasm comes down to behavioral change. Why is it that on January 1st 1 out of 10 

people who open a gym membership continue using it into February?  

Because changing behavior is near impossible, and disruptive technologies are attempting to do just 

that…change a group of consumers behavior. This change of behavior is where the chasm is, and where 

most companies falter due to their inability to create a smooth transition.  
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Lesson 4: Segment Misalignment 

Beyond changing consumers behavior, early adopters and early majority have fundamentally different 

intentions. Early adopters want something new, something sexy, while the early majority wants 

something stable and incremental.  

This creates an a-symmetrical relationship that stands as the wall blocking you from crossing the chasm 

if you can’t recognize the difference.  

 

Lesson 5: Catch 22  

Beyond wanting something stable and incremental, the early majority wants to buy from market 

leaders. However, a company can’t become a market leader without the early majority, so a “chicken 

and egg” dilemma is created.  

This dilemma is common with platform companies. Platforms connect producers and consumers, for 

example AirBnB, Angies List, Uber, to name a few. With Uber, consumers won’t download the app 

unless there’s a supply of drivers. Drivers on the other hand will only go to the app if there’s a large pool 

of customers. Thus, the platform in it’s early stage is left with the question which comes first, the 

producer or the consumer?  
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The Solution 

 

Lesson 1: A Whole Product 

The solution to cross the chasm is offering a whole product. Moore describes a whole product as 

products that completely satisfy their buying objectives.  

Think about the best brands today. Apple, Microsoft, what’s the common trend? With both brands, 

consumers can solve ALL their problems with one brand.  

 

Lesson 2: The Ecosystem 

Having a whole product means more than just the “product”, it also refers to the entire ecosystem 

surrounding that product. For example, customers expect installation, they expect support like 

customer service, they expect to exert very little energy in the set up or repair.  

Another area of the ecosystem is partnerships. Just because something isn’t within your core 

competency doesn’t mean you shouldn’t provide your customer a solution. This is where partnerships 

come in, providing a full end to end solution of your products use.    

Why is Amazon such a great brand? Because we trust that if we go to Amazon they will deliver the best 

solution whether through them or a competitor. This is the power of an ecosystem, the ability for a 

customer to trust that you’ll provide them with an answer even if it isn’t directly answered by you.  

 

Lesson 3: The Invasion & Your Beachhead 

Crossing the chasm isn’t fluffy or neat, it’s a bloody battle that requires a disciplined approach and 

relentless push.  

Just as a military invasion secures a beachhead first, you need to first secure a niche within the early 

majority and become a market leader. This means first finding that niche, and next having the discipline 

not to sell outside this niche.  

Selling outside of your niche can be called the “shiny lights syndrome”, and what this does is exhaust 

resources without establishing a credible position. It’s like the entrepreneur that has a new venture 

every week. Eventually he realizes he succeeds in none.  

Another factor is the infamous 80/20 rule, in which 80% of a company’s revenue is driven by 20% of 

their efforts. The niche within the early majority is that 20%, and that 20% will build not only credibility 

but the virality needed to become a market leader. 
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Lesson 4: How to Find Your Niche  

Niche’s don’t come with a manual or a plethora of data. Because of this, you must rely heavily on 

intuition instead of analysis, and the author proposes using target customer characterization to help 

with this.  

Target customer characterization could also be called use case analysis and customer persona’s. Within 

this, you draft all possible scenarios for an end user to use your product.  

 

Lesson 5: Pain, Pain, Pain 

Target customer characterization allows you to see which scenario’s hold the most pain. What we mean 

by pain, is literally the amount of pain a customer goes through without your product. If a customer 

scenario doesn’t hold severe pain, it is highly unlikely that would be a worthwhile niche to pursue.  

 

Lesson 6: Three Months 

The author suggests time is your enemy in the chasm, and offers three months as your deadline to find 

necessary partners and field a whole product that fully addresses customer’s needs.  

 

Lesson 7: Existing Competition 

Certain industries are different, but in general if a competitor’s already crossed the chasm, they hold the 

advantage you hoped to gain.  

In some industries this isn’t dire and can actually be beneficial. For example, linear industries with 

incremental improvements, like the restaurant industry. On the other hand, tech companies face the 

opposite situation, and instead suffer from first mover monopoly advantage due to the network effect. 

For example, after one Facebook it is near impossible to create a second with incremental 

improvements. No matter how much better the tech is, the first mover advantage of tech companies 

create a winner takes all market.  

 

Lesson 8: Positioning & a Powerful Claim 

Positioning is by far one of the most important factors of crossing the chasm, and proper positioning 

means making a claim that pins you as the superior choice.  

The author recommends doing this defining your competition yourself and giving your customers two 

existing reference points.   

If we demonstrated this through Silicon Graphics, a company that cuts and splices film, you would 

perform the following steps:  
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Step 1: Identify a market alternative – a competitor your customers having been using for 

years. For Silicon Graphics, this is the old fashion method of cutting and splicing film.  

Step 2: Differentiate yourself through a product alternative – a competitor that has harnessed a 

disruption within this niche similar to yours. You then show the power in this disruption, but 

show that it’s not the best solution for their specific problem. For example, Silicon Graphics 

could say competitor A’s breakthrough is leading edge, not meant for editing film.  

Step 3: Using these two competitors, you then make a claim to market leadership by showing 

that you operate in a new kind of niche.  

This can look as follows: 

“For film editors who are unhappy with traditional editing (market alternative), our 

workstation is a digital editor which enables you to modify images any way you choose. 

Unlike workstations from SUN [company a] (product alternative), we provide all the 

tools for film-editing”.  

This also makes a great framework for building your unique value proposition.  

 

Lesson 9: Distribution Channel  

How will your customers interact with you? 

Will they find you in Bed Bath & Beyond or Amazon? Even better, what storefronts best represent the 

image your brand is going for? 

The author suggests the best way to do this is picking your distribution channel based off who your 

niche early majority is already comfortable with.  

 

Lesson 10: Direct Sales 

The author suggests that the best distribution channel initially is direct sales. This “actively” creates 

demand while facilitating cooperate relationships between parties. Once you excel through this, the 

author then suggests less personal mediums better tailored for high volume. These mediums depend on 

the product and your creativity.  
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Lesson 11: Pricing  

Pricing is a make or break decision that implants the perception your customers will have of you. Are 

you cheap? Are you snobby? Or are you just right?  

The author gives us two rules to keep in mind.  

Rule 1: Price as a market leader would. Don’t sell yourself short.  

Rule 2: Price to incentivize the distributor to sell you. This means giving them a disproportionate share 

of your margins as a commission.  

 

Lesson 12: B2B > B2C 

We can’t call it a cheat code, but most businesses successful in crossing the chasm followed a B2B 

approach. The reasoning comes down to two reasons. One, the risk tolerance within businesses versus 

consumers. Businesses generally have greater resources economically and technically, allowing them to 

take more risks in adopting immature products. Two, businesses are generally in more pain.  
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Post-Chasm  

 

Lesson 1: Profitability & Settlers 

You’ve done it! You’ve done the impossible. Now what? 

The success factors for companies post-chasm are very different than pre-chasm. One of the major 

differences is in financial metrics. Pre-chasm revenue and growth is essential. Post-chasm companies 

need to re-align their mindset to profitability. Second, the composition of the company needs to 

transform from a wild-west organization to a process driven and standardized organization. Roles that 

once meddled in ambiguity now need to transform into following systematic procedures. The authors 

defines this distinction between pioneers – those who fueled growth early on and have no interest in 

“business as usual”, and settlers – people who prefer standardized, well documented procedures. Post 

chasm companies need settlers.  

    

 

 

 

 

 

  

 

 

  

Like What You See? To learn more check 

this out! 
 

http://matthewrmottola.com/resource-list/
http://matthewrmottola.com/resource-list/

