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As the market for your product grows and matures, it might be 
time to adjust your strategy to reach those in the mainstream. 
Here’s the checklist you need to assess whether you’re ready 
to “cross the chasm.”

1. Survey the markets and evaluate the 
attractiveness of each. Questions to ask: are they big 
enough? Are they growing? Are their pain points great 
enough? Is there a good fit for your product or service?

2. Choose one or two vertical markets to focus on 
and dominate. The more focused, the better. 

3. Understand the issues in the chosen target 
market for each of the following:

• Target customer
• Compelling reason to buy
• Effectiveness of product solution as a whole
• Partners and allies
• Distribution
• Pricing
• Competition
• Positioning 
• Adjacent or next target market

4. Create a beach head. Do what is takes to have a 
handful of maximumly satisfied customers in the chosen 
vertical market. Develop them into references. Pragmatists 
deeply value the experiences of their colleagues.

5. Fight the temptation to sell to customers that 
are not in the chosen vertical market. These 
customers will distract your efforts to develop maximum 
satisfaction in the chosen markets.

6. Develop alliances that can help you to build a   
whole product.

7. Facilitate positive word of mouth 
communication, both within the vertical market and 
industry associations.

8. Fortify your position. Gain at least 20% share in the 
chosen market, prior to selecting an adjacent market to 
pursue next.  

9. Choose and adjacent market and do it again. 
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Shameless Plug 

CLM thrives on collaborating with companies 
to find marketing and advertising strategies 
and solutions based on the topic above, and 
many others. For a quick online tour of our 
agency, or to contact us, visit 
www.clmnorthwest.com

In order to move from reaching early stage markets to early 
majority markets, you’ll need to change your strategy and 
messaging, focusing on established proof points that resonate 
with pragmatic, risk-averse buyers. Given the size of the growth 
opportunity, it’s a shift worth making.

The concepts in this tool and its accompanying blog post are based 
on the book Crossing the Chasm: Marketing and and Selling 
Disruptive Products to Mainstream Customers by Geoffrey A. Moore. 
For more information, visit geoffreyamoore.com.


