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Lean Canvas is adapted from The Business Model Canvas (www.businessmodelgeneration.com/canvas) ; Lean Chasm (this iteration) is adapted from the Lean Canvas  (leancanvas.com), the book Crossing the Chasm by 
Geoffrey A. Moore 3rd. Edition, and other readings. ; Accompanying excel implementation by: Neos Chronos Limited (http://neoschronos.com/) with Chasm Crossing Expansion by Rob Arnold. PDF implementation by Rob 
Arnold.                   

Market Segment Business Model Date: Version:

The Lean Chasm Innovators

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
A stubborn, costly, nagging problem Emphasis on features Novel, leading edge solution to problem Gets easy access to R&D to help 2.5% of Uniform Market
that could benefit from a novel solution. Bugs are OK Significant competitive or cost advantage mold the product to their vision Visionary

Whole Product: If disruptive; tout that too.   - Forward thinking
"Reach" Message      - Model: Generic   - Disruptive

     - Do not need to deliver with product Leading Edge Exploration   - Exploratory
"Conversion" Message   - Techy

Disruptive is OK, probably deisred.
"Acquisition" Message

"Reach" Demogrphics

Existing Alternatives Key Metrics Chasm Crossing Objective Channels Peer References
May not exist Positve product feedback Show how product can be leveraged Tech conferences & forums, not necessarily This group does not really expect
Costly, or ineffective # of endorsements   in business, and get clients in this   specfic to their industry or role.   peer references to exist. 

Measure "Acquisition"   segment to endorse it so that the Referrals/endorsement from
Measure "Conversion"   next segment can endorse them.   other innovators.   
Measure "Loyalty" Cement the product/market fit with this "Reach" methodology

  group. "Loyalty" (viral, referral, advocacy)

Cost Structure Revenue Streams
Lots of iterative  R&D This group preferes free, or at-cost, in exchange for their endorsement and/or their help as beta clients
Minimal Mass marketing Consider setting premium price to establish value, but offer exclusive discounts to key members segment 
Cost of "Reach" Number of "Acquisitions"
Cost of "Acquisition"

Market Segment Business Model Date: Version:

Cost of "Acquisition" Number of "Retentions" (upsells)
Number of "Loyalty" (Referrals)

Whole product, implemenation R&D Charge a premium
Lots of marketing tests Include a look forward to VAR-based (commission) pricing 
Cost of "Reach" Number of "Acquisitions"

Cost Structure Revenue Streams

Measure "Loyalty"   beach-head customer segement attack.
Find/hone a repeatable business model.

Measure "Acquisition"   breakaway leader. "Loyalty" (viral, referral, advocacy)
Measure "Conversion" Plan for, and fund, the upcoming 

Have we saturated?   cases to attaract VAR's   Innovators.   
   (Market saturation = start of chasm) Build an identity for the company as a "Reach" methodology

Costly, or ineffective # of endorsements   product solutions.   specfic to their industry or role.   they do take cues from Innovators.
# of referrals Build profitable reference implementation Referrals/endorsement from

Existing Alternatives Key Metrics Chasm Crossing Objective Channels Peer References
May not exist Positve product feedback Learn how to build & implement whole Tech conferences & forums, not necessarily Not super dependent on peers, but

"Reach" Demogrphics
"Acquisition" Message

    get to whole product implementation. "Retention" Message Calculated Risk Takers
Disruptive is OK, maybe deisred.

  - May need to deliver parts of the Leaping ahead of competitors   - Exploratory
    whole. Must also be willing to help them "Conversion" Message   - Techy

Whole Product: the first to adopt.   - Forward thinking
"Reach" Message   - Model: Expected   - Disruptive

Leapfrog the competition by being the Emphasis on features Get an order of magnitude improvement, Cutting edge techonllgy and R&D 13.5% of Uniform Market
  first to implement this high reward tech. Bugs are OK and a jump on the competition by being   fractionalized. Visionary

The Lean Chasm Early Adopters

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments

Market Segment Business Model Date: Version:

VAR commissions
Intense, focused marketing effort

Cost Structure

Cost of "Reach" Number of "Acquisitions"
Cost of "Acquisition" Number of "Retentions" (upsells)
Cost of "Retention" (upsells) Number of "Loyalty" (Referrals)

Vendor based pricing model (commissions)
Clients will pay premium for top quality, otherwise want the best deal possible.

Customer Service (that which VAR's cannot provide, but is needed to make a whole product)    (If you are the leader, you can charge premium.  If you are unseating an incumbant, consider lower-cost.)

Revenue Streams

Measure "Loyalty"   market, so it can be replicated
  into other industries.

"Reach" methodology
Measure "Conversion"   breakaway leader. "Loyalty" (viral, referral, advocacy)
Measure "Retention" Learn how to enter an Early Majority 

Tech conferences & forums
Less adaptable Have we saturated? Dominate the beach head segment   specfic to their industry or role.   

Measure "Acquisition"    (Be big fish, in small pond)

VAR's
Inefficient # of endorsements   leader in solving the Problem for Referrals   especially within their own industry.  
Less stable # of referrals   a chosen, beach head segment.

Existing Alternatives Key Metrics Chasm Crossing Objective Channels Peer References
Becoming dinosaurs Positve product feedback Estabilsh company/product as THE Very much dependent on peer references,

"Reach" Demogrphics

"Acquisition" Message Will take minimal risks

  - Model: Augmented "Retention" Message   - Like stability
  - Specific to the client's industry   - Like whole, integrated solutions

"Reach" Message Whole Product: Stepping forward
  - Must be delivered by someone (VAR?) "Conversion" Message

  enough to matter, but old enough to

Pragmatic

  pack. (2 steps back from leading edge) NOT disruptive   adaptable    be tested and stable.  (aka Experience)     to dominate.  Big fish in small pond,
Bugs are NOT OK

Problem Solution Unique Value Prop. Unfair Advantage

    but not flopping over many small ponds.)

Needs a safe, incremental solution Emphasis on stability & seemless Leverage this new technology trend Whole product solution that is new

Customer Segments

   (big ennough to matter, small enough

The Lean Chasm Beach Head (Early Majority)

___% of 34% of Uniform Market
  to keep pace near the head of the   integration with existing operations.   to remain competitive, and highly

Market Segment Business Model Date: Version:

VAR commissions
Per industry, focused marketing effort (each should be less because we learned more in beach head market)

Cost of "Acquisition" Number of "Retentions" (upsells)
Cost of "Retention" (upsells) Number of "Loyalty" (Referrals)

Vendor based pricing model (commissions)
Clients will pay premium for top quality, otherwise want the best deal possible.

Customer Service (that which VAR's cannot provide, but is needed to make a whole product)    (If you are the leader, you can charge premium.  If you are unseating an incumbant, consider lower-cost.)
Cost of "Reach" Number of "Acquisitions"

Cost Structure Revenue Streams

Measure "Retention"
Measure "Loyalty"

Measure "Acquisition"   Entry model for each new client "Reach" methodology   in theis segment can be tackled
Measure "Conversion" "Loyalty" (viral, referral, advocacy)

Less adaptable Have we saturated? Tech conferences & forums   references can cross polinate will
   (Per industry segment) Replicate the Beach Head market   specfic to their industry or role.   show the order in which each industry

Inefficient # of endorsements by a standards org.   standard in solving the Problem for   - VAR's   especially within their own industry.  
Less stable # of referrals   each new industry segment.   - Referrals Finding places where industry peer

Existing Alternatives Key Metrics Chasm Crossing Objective Channels Peer References
Becoming dinosaurs Positve product feedback Estabilsh company/product as the Per Indistry Very much dependent on peer references,

"Reach" Demogrphics

"Acquisition" Message
Will take minimal risks

  - Model: Augmented "Retention" Message   - Like stability
  - Specific to each client's industry   - Like whole, integrated solutions

"Reach" Message Whole Product: Stepping forward
  - Must be delivered by someone (VAR?) "Conversion" Message Pragmatic

  pack. (2 steps back from leading edge) NOT disruptive   adaptable    be tested and stable.  (aka Experience)
Bugs are NOT OK

Needs a safe, incremental solution Emphasis on stability & seemless Leverage this new technology trend Whole product solution that is new Remainder of 34% of Uniform Market
  to keep pace near the head of the   integration with existing operations.   to remain competitive, and highly   enough to matter, but old enough to  (Per industry segement)

The Lean Chasm Early Majority

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments

Market Segment Business Model Date: Version:

Number of "Loyalty" (Referrals)

Cost of "Reach"    - Great success in becoming a recommended standard)
Cost of "Acquisition" Number of "Acquisitions"
Cost of "Retention" (upsells) Number of "Retentions" (upsells)

Strip out R&D (it should be sunk cost now) Price competitively with focus on TCO.
Focus on reducing the Customer Acquisition Cost However, a premium can still be had if:
If possible, reduce VAR channels    - Turn Key implementation is absolutely perfect & seemless (charge premium for install)

Cost Structure Revenue Streams

"Loyalty" (viral, referral, advocacy)

Measure "Loyalty" VAR's to bring commission costs down.   specfic to their industry or role.
"Reach" methodology

Measure "Conversion"   - Their vendors
Measure "Retention" Reduce dependence on, or consolidate Tech conferences & forums

Are not turn-key enough Have we saturated?   - Turn-key implementation   - Authorities in industry The ultimate reference for this segement
Measure "Acquisition"   - Becoming a "standard" in the industry   - Their clients    is some external "authority."

Too Costly # of endorsements by a standards org.   to adoption, which may include: Referrals   especially within their own industry.  
Do not meet "standards" # of referrals   - Cost Recommended as a "standard" by

Existing Alternatives Key Metrics Chasm Crossing Objective Channels Peer References
Too Risky Positve product feedback Remove all remaining hurdles VAR's Very much dependent on peer references,

"Reach" Demogrphics

  - Cost sensitive
"Acquisition" Message

  - Model: Potential   - Very risk averse
"Reach" Message   - Specific to the client's industry   - Want turn-key implementation

  meet "standards" requirements. Whole Product: "Conversion" Message
Maintain status quo   - Must be delivered as turn-key "Retention" Message Conservative

Use established technology to gain NOT disruptive   by making a safe bet on a proven Low risk as demonstrated by large
  incremental improvement, and Bugs are NOT OK   solution.   installed base gained in early segements

Reduce cost without increasing risk. Lowers operational cost and/or risk. Reduce operational costs and/or Low total cost of ownership. 34% of Uniform Market
Reducing risk & cost together is a bonus. Seemless, turn-key implementation   become strandards-complinant Endorsed by "standards" authorities.    (dice this up by industry)

The Lean Chasm Late Majority

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments

Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
"Reach" Message

"Acquisition" Message
"Conversion" Message
"Retention" Message

"Reach" Demogrphics

Measure "Acquisition"
Measure "Conversion"
Measure "Retention"
Measure "Loyalty"

"Reach" Methodology
"Loyalty" (viral, referral, advocacy)

Cost of "Reach"
Cost of "Acquisition"
Cost of "Retention" (upsells)

Number of "Acquisitions"
Number of "Retentions" (upsells)
Number of "Loyalty" (Referrals)

Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
"Reach" Message

"Acquisition" Message
"Conversion" Message
"Retention" Message

"Reach" Demogrphics

Measure "Acquisition"
Measure "Conversion"
Measure "Retention"
Measure "Loyalty"

"Reach" Methodology
"Loyalty" (viral, referral, advocacy)

Cost of "Reach"
Cost of "Acquisition"
Cost of "Retention" (upsells)

Number of "Acquisitions"
Number of "Retentions" (upsells)
Number of "Loyalty" (Referrals)

Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
"Reach" Message

"Acquisition" Message
"Conversion" Message
"Retention" Message

"Reach" Demogrphics

Measure "Acquisition"
Measure "Conversion"
Measure "Retention"
Measure "Loyalty"

"Reach" Methodology
"Loyalty" (viral, referral, advocacy)

Cost of "Reach"
Cost of "Acquisition"
Cost of "Retention" (upsells)

Number of "Acquisitions"
Number of "Retentions" (upsells)
Number of "Loyalty" (Referrals)

Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
"Reach" Message

"Acquisition" Message
"Conversion" Message
"Retention" Message

"Reach" Demogrphics

Measure "Acquisition"
Measure "Conversion"
Measure "Retention"
Measure "Loyalty"

"Reach" Methodology
"Loyalty" (viral, referral, advocacy)

Cost of "Reach"
Cost of "Acquisition"
Cost of "Retention" (upsells)

Number of "Acquisitions"
Number of "Retentions" (upsells)
Number of "Loyalty" (Referrals)

Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics
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Existing Alternatives Early AdoptersHigh-Level Concept

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
"Reach" Message

"Acquisition" Message
"Conversion" Message
"Retention" Message

"Reach" Demogrphics

Measure "Acquisition"
Measure "Conversion"
Measure "Retention"
Measure "Loyalty"

"Reach" Methodology
"Loyalty" (viral, referral, advocacy)
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Cost of "Acquisition"
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Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
"Reach" Message

"Acquisition" Message
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"Reach" Demogrphics

Measure "Acquisition"
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Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
"Reach" Message

"Acquisition" Message
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Measure "Acquisition"
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Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept

Problem Solution Unique Value Prop. Unfair Advantage Customer Segments
"Reach" Message

"Acquisition" Message
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Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept
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Market Segement Business Model Date: Version:

Cost Structure Revenue Streams

ChannelsKey Metrics

The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept
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The Lean Chasm

Existing Alternatives Early AdoptersHigh-Level Concept
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