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Who am I?

Co-founder & CEO of CodeGuard

0 revenue in 2011, ~$4M 2018

CodeGuard acquired July 2018

5 years at General Electric in Sales, Sourcing, Ops

BS Mechanical Engineering

MBA from Harvard Business School 



We all have marketing 

experience with products that:

No one buys 

I don’t buy

I do buy



Group Activity

1 product you buy

1 product you don’t buy

1 product no one buys
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Understanding the 

Customer

Which products were the easiest to 

think of?

Beware when you aren’t “eating the 

dogfood”!



Group Activity

Discuss what you think are the two 

most important functions of a business

Share the two functions with the class
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"Because the purpose of business is to 

create a customer, the business 

enterprise has two and only two basic 

functions: 

-Peter Drucker



"Because the purpose of business is to 

create a customer, the business 

enterprise has two and only two basic 

functions: 

marketing 

and 

innovation                

-Peter Drucker



What is marketing?



“Marketing is . . . the whole 

business seen from the point of 

view of the final result, that is, 

from the customer's point of 

view.”



Group Activity 

Describe your Senior Design project in 1 

sentences

What are you working on? For whom? Why?

We are working on a new wing design for Boeing 

because they want to carry more passengers.
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Managing Up

Be able to articulate the value proposition of what you 

are doing

Tell it to everyone you meet – after you get to know 

them

Double check when interacting with superiors: “Just 

so I’m sure, we think we will be done with X by Y 

date. If we accomplish that, you’ll be happy, right?”



Group Activity

Discuss the potential customers for your 

product/service (end customer)

Consumers? Businesses?

Why would a person or business purchase?
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Group Activity 3

Why do you think so many new products fail?
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Design Continuum
Customer learning in parallel to product development

Idea

Technical 

Feasibility Design 

Definition
Development Ramp Up

Market

Need

ROI

Deal Extensions
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Market research is used to determine 

idea viability and create marketing plans

What?
Verify need for product

Determine market size: How big is my idea?

Choose target customer: Where do we 

focus first?

Understand target customer

How?
Primary

Methods: Surveys, Focus groups

Risks: Question & facilitator bias

Secondary

Methods: Reports and studies

Risks: Report or study bias

Potential Market

Available Market

Target Market

Penetrated Market



Group Activity 4

Can primary market research help your 

team? 

Can secondary market research help?

If “yes” to either, how?
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Hear about it, then use it



Use it a little, then a lot



Awareness vs influence & 

time



Group Activity 5

What could seed manufacturers have done 

to speed up adoption?
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Diffusion of Innovations



Bass Model



The End

Questions?



Appendix



Resources

http://www.detoolbox.com/



Technology Adoption 

Lifecycle

Innovators,

technology 

enthusiasts

Early 

adopters

Early majority

pragmatists

Late majority

conservatives

Laggards,

skeptics

Customers want technology 

and performance
Customers want solutions 

and convenience

The chasm

R
e
la

ti
v
e
 %

 o
f 

c
u
s
to

m
e
rs

Time


















