Technology Adoption Lifecycle (from Biotech Rumor Mill)

Re: Blood gas analyzers

Posted by Bill Kelly(b.kelly@bioinfoinc.com) on Mon Jan 18 10:15:22 GMT 1999

In addition to the many purchase considerations mentioned by a previous poster, we have found that most accounts had a "cultural pre-disposition" to one form of blood gas analyzer over another.  In a competitive analysis we performed several years ago, this pre-disposition manifested itself in a debate over the technical details of "portability" (i.e., hand-held vs. tabletop/cart-based).  In a larger sense, however, we concluded that that this debate reflected the prevailing thinking at the account over issues relating to de-centralization and the relative influence of the central laboratory.  There was a strong correlation between an account with a strong central lab and a tendency toward centralized control and the decision to purchase a tabletop or cart-based blood gas analyzer.  In those accounts where a more "liberal" or "progressive" medical staff or central lab was evident, purchase decisions tended to favor hand-held analyzers.

In our most recent study on this issue, Point-of-Care Testing: Perceptions & Reality (see "BioInformatics, Inc. Announces Three New Clinical Market Studies" in the BioFind Business Section), we decided to explore this phenomenon more closely.  Rather than focusing only on blood gas or any other individual POCT application, we set out to understand how POCT was perceived as a concept.  Our survey population was comprised of 500+ physicians, nurses, clinical lab scientists and other divided into two groups - those with "hands-on" experience with some form of POCT, and those who had not yet had an opportunity to work with the technology.  Each group completed an extensive questionnaire designed to compare experiences to perceptions.

In areas such as motivations, influential departments, benefits of POCT, product attributes, common problems, etc., there were substantial differences in the responses of the two groups. Although not intended to be a statistically significant sampling of the market, we believe these differences provide great insights into how different types of organizations/specialties react when confronted by an innovation that precipitates a fundamental change in the status quo.

Our conclusion is that the POCT market (defined in its broadest sense) is a textbook example of the Technology Adoption Lifecycle model.  This model postulates that when confronted by a discontinuous innovation, end-users can be segmented into five distinct segments according to their willingness to accept or avoid technological risk.  The key decision-makers within each segment have substantially different motivations and expectations of how POCT will or will not help them achieve their organizational goals.

This has enormous implications for any manufacturer active in this market and suggests that a "one-size-fits-all" marketing strategy may be successful in one segment, but fail miserably in another.  This failure can occur even when the product demonstrates vastly superior capabilities over existing procedures or competing products.  The product's internal "champion" within the account who must address the motivations, needs, and objections of a variety of departmental constituencies faces a similar challenge.  Dozens of insightful comments from the participants in this study can be found within the Members Area of The Science Advisory Board website (http://www.scienceboard.net).

In short, we believe that success in the POCT market is largely attributable to a keen understanding of where a given technology falls along the Technology Adoption Lifecycle curve, combined with a flexible marketing message tailored to the unique motivations and expectations of each customer segment.

