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Advertising, 102

Alternative comparison matrix, 49

Alternatives: ranking, 50; selecting,
48-49, 123-24

Analyst briefings, 1-2; dos and
don’ts list for, 141-44

Annual reports, corporate, 85, 86;
writing next year’s report today,
84-85

Anticipation process: Expert
Interviews, 49-50; ranking the
alternatives, 50; selecting the
alternatives, 48-49. See also
specific topics

Apple Computer, 102

Asymmetric Marketing, 116-17

Automatic teller machines (ATMs),
20

Automobile industry, 39, 67, 71

Ballmer, Steve, 83

Banks, 20, 144

BASF, 113

“Be All You Can Be,” 103

Ben and Jerry’s Ice Cream, 105

““Best case scenario,” 65

“Big plays,” 79; big energy and,
78-79; dancing with elephants,
69; defined, 71; investors expect
a lot, 73-76; turning red lights to
green, 72-73; wrapper, 70-72.
See also Next big thing

Blackberry mobile e-mail system,
93

Boston Scientific, 62-63

Brainstorm, group, 65, 123;
eliminating the weakest ideas,
49; extended, 48

Brightmail, 16, 17

Business conditions, rapidly
changing, 40

Businesses, small, 115

Business model, 95; opportunities
to change, 94-95

Business partners, 64

Business planning: questions faced
in, 52; short- vs. long-term, 40, 65

Cell phones, 21
Channels, 125
Chaos, co-opting, 93-94
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Chasm effect, 23, 25

Chief executive officer (CEO), 85

Chief information officer (CIO),
133

Christensen, Clayton, 6, 29, 136

Citibank, 144

Clustering, 72

Coffee shops, 63, 105

Colombo, 10-11

Competition/competitors, 4, 15,
144; assessing, 64; paying
attention to, 81-82

Competitive analysis, 124

Computer operating systems, 32,
83

Computer technology, 23-25,
66-67, 72. See also IBM;
Information Technology

Conference room positioning,
problem with, 104-5

Consumer product companies,
33-34

Cost of ownership, total, 90-91

Cost savings value propositions,
90; case against, 111-12. See also
Value propositions

Customer requirements, 64

Customers: concerns and needs,
64; determining who they will
be, 119-20; leading-edge, 60;
respecting what they already
believe, 101; as savvy, 18-19;
top-100, 126

Data communications, 8-9

DEC, 23-25

Delco, 67

Demand Anticipation, 52-56;
concepts in, 56; elements of, 57;
steps in, 56-57

Demand impact. See Killer apps
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Disruption, 135-39; role of, 6-7

Do-it-yourself forecast, 58-61

Dot-com boom and frenzy period,
7,9, 14, 23, 26; and post-dot-com
recession, 67

Downes, Larry, 91

Drowners, 129

Drucker, Peter, 50

Drug approval process, FDA, 62-63

E-mail, 93, 94. See also Spam

Emerging markets, cannot be
analyzed with traditional
techniques, 29-30

Engineer turned marketer, 129

Executives, 3

Executive team: information
needed from, 2

Expert database, 124; creating, 49

Expert discussions, 49, 61, 124

Expert Interviews, viii—x, 10, 11, 36,
38, 106, 131; and big plays, 79;
finding “experts” for, 4042, 60;
market segmentation and,
124-25; objections to, 36-37;
partnerships and, 112; as step in
anticipation process, 49-50; vs.
traditional research practices, 41;
value propositions and, 109-12;
words, customers’ vocabulary,
and, 108

Film industry, 74-76, 140-41
Financial institutions. See Banks
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Focus groups, 39, 40, 106

Food and Drug Administration
(FDA) approval cycle, 62-63

Ford, Henry, 71

Ford Motor Company, 39

Forecast, do-it-yourself, 58-61

Gartner Group, x

Gasoline marketing, 70

Gates, Bill, 82

General Motors (GM), 39, 67

Gerstner, Lou, 69

Getting it right the first time, 11;
advantages of, 4-5; return from,
4-6

Gretzky, Wayne, 1, 47, 56, 148

Hewlett Packard (HP), 32

High-technology market research,
6; problem with, x

Hollywood, 74-76, 140

IBM, 22, 69, 98, 107, 115, 134-35,
141

Immersion, 85-86

Information security, 145-48

Information Technology (IT), 26,
14548

Inktomi, 72

Innovation: changing times in the
business of, 15-16, 18-23; and
transformation, 34-35

Innovative companies, 33-34;
mistakes made by, 33

Innovator’s Dilemma, The
(Christensen), 6, 29, 136

Internet, 97-99, 144-46; growth of,
37

Internet boom. See Dot-com
boom

“Internet bubble,” 18
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Internet research, x, 49. See also
Online research

Internet Research Group, viii, x, 13

Internet time, 26-27

Investors: expectations of, 73-76;
venture, 73, 129. See also Return
on investment

Johnson & Johnson, 62-63
Jupiter Communications, 13-14

Kettering, Charles, 67

Killer apps (killer applications), 57,
87, 91-92; examples of, 92; role
of, 129-31

Knowledge: knowing what you
know you do not know, 32-43;
(not) knowing the question, 50-52

Land of the Living Dead (LOLD),
76-78
Linux movement, 37, 138

Majority opinion, 38-39

Management teams, 35, 58

Market, 64; paying attention to,
81-82

Market changes, anticipating, 34,
6, 7. See also Getting it right the
first time

Market conditions: changing, 121;
unfavorable or unexpected,
6667

Marketing communications, 125

Market prediction, short- vs.
long-term, 40, 65

Market research, ix, xi—xii, 6; with
emerging markets, 29-30; failure
to do, 33, 35-36; high-technology,
X, 6; supply side, ix—x; ““voodoo,”
61-62
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Market research blundering, 39

Marketrocity, 8-10

Market segmentation, 103, 115-17,
123; as defensive strategy, 122;
discarding the Zambonies, 127;
displaying the results, 126; doing
more with less, 122-23; Expert
Interviews, 124-25; getting it
right, 117-18; as iterative
process, 118-19; keeping it
simple, 127-28; lets one adapt to
market conditions, 121; people
who dislike, 128-29; as sales
strategy, 122; scoring process,
125-26; selecting the
alternatives, 123-24

Market segment(s), 118;
determining the size of each,
123-24; doing more in each,
120-21; 80/20 rule of, 119;
eliminating the weakest, 123;
scoring matrix, 124-25

Market share, stuck, 70

Market size, forecasting, 33

Market validation, 30-31
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MicroDesign Resources (MDR), xi

Microsoft, 98, 138; treating it
seriously, 81-83
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Motion picture industry, 74-76,
140-41

Netscape, 82-83
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Next big thing (NBT), 133, 136-41;
what’s around the corner,
144-49
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“No-fault marketing,” 2

Index

Oil companies, 70

“On Demand,” 134-35

On Demand Computing, 134-35

Online research, 124; developing a
knowledge base using, 49. See
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Opportunity(ies), 43; determining
the size of the remaining, 49;
disruptive, 6
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Oracle, 97-99
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Partnerships, extending
positioning through, 112-13

Peet’s Coffee, 63, 105

Personal digital assistants (PDAs),
51-52, 102

Polls, 38—40
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the minds of customers, 108;
conference room, 104-5; done
right, 100-102; done wrong, 102;
elements for, 101-2; extended
through partnerships, 112-13;
innovator’s guide to, 105-8; is
everything, 97-99; power to be
what you want to be, 103; simple
vs. complex, 104, 105; as
a “systems company,” 99-100

Positioning messages, simple,
105-6

“Poster boy marketing,” 72, 87-88

Product development, market
research done parallel with, 36

Promotion, 102

Quadrant descriptions, 45-46, 126
Qualcomm, 21
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knowing the (right), 50-51; not
knowing the, 50-51; used as
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Research in Motion (RIM),
93-94
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112
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Schwab, Charles, 13
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Segmentation. See Market
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Simplicity, 147-48. See also under
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Stent wars, 62-63

Striva, 5-6

Stuck share, 70, 71

Supply side market research, ix—x

Surveys, 38-40

Systems companies, 18, 99-100
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Technology, 145; bridging business
and, xi; disruptive, 135-39. See
also Computer technology;
High-technology market
research

Three-Step Anticipation Process, 42

Transformation, 34-35

Trial-and-error, 4

Trial-by-fire strategy, 7, 21

United Airlines, 50-51

United Nations as reference
account, 55

UNIX product strategy, 32
Utility computing, 89-90, 134
Utility Data Center (UDC), 134

Value, 64, 125

Value propositions, 15, 20, 95; cost
savings, 90, 111-12; creating
effective, 108-9; determining
your future, 112; for innovative
products and services, 109;
killer, 88-90, 108-9; return on
investment (ROI), 89-91, 112;
top twelve, 109-11

VAX, 23-24

Venture capital, 22, 35

Venture investing, 73, 129

Volatility, 40

Wincom Systems, 66—67

Wireless communication, 51-52.
See also Cell phones

Wireless networks, 93-94

“Wrapper,” 70-72






