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How do customers best receive information?*
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How do customers best retain information?*

Retention Of Information Over Time (% Information Retained)
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Where are potential customers on
the innovation adoption curve?*

Rogers Adoption / Innovation Curve
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How do our minds work?*

Mental Activity Overview (% Of Mental Activity)
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How does order of entry effect market share?*

* Adrian Slywotsky, Value Migration; Harvard Business School Press, Boston, MA; 1996.
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