The Technology Marketing Center

How to Differentiate Start-up Technology in Europe

lightweight, durable, and highly flexible compared to other display technologies, though it is not as flexible
as paper
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iSupply Zero Power Display Forecast
The Company has achieved revenue momentum by penetrating early adopting commercial segments like
electronic shelving, supplying these applications using pilot manufacturing facilities it had developed during
early forays into the traditional LCD market. But there are a number of competitive challenges for the Com-
pany. First, the hockey stick of zero power LCD growth keeps moving to the right. E-paper was originally
over-hyped as the replacement for paper in book and consumer applications. This hasnt happened, and
e-paper continues to be regarded as a promising, but “too costly” alternative by potential mainstream
customers and influencers. Also, there exists an array of confusing competing low power display technolo-
gies, as well as a strong direct competitor in the U.S. with slightly different technical attributes, and with the
backing of a multi-national consumer products brand partner.

How Technology Marketing Course Concepts Apply
The Company’s original response to the competitive landscape, much like any technology-driven start-up,
was to focus its relatively small marketing budget on technology advantage messages like “best image con-

trast’, and to market this differentiation primarily to technical influencers in the LCD industry. Outside the
1D technical commiuinitv there wac confuicion ahout technical niiancec and a





