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Source: http://www.linkedin.com/in/pberendt

http://www.linkedin.com/in/pberendt


Luxoft
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Key Facts Services Domain Focus

Á Founded in 2000 in Moscow

Á Subsidiary of IBS Group (Xetra: IBSG)

Á Serving world-leading companies across 

the industries

Á Solid financial performance:

ï FY 2009 revenues: $149M 

ï FY2010  forecast: $190M

Á Global headcount: 4000+

Á Global presence: 17 locations worldwide

Á Best-of-breed processes:

ï Europeôs first SEI CMMI v1.2 Level 5

ï ISO 9001:2008/ISO 27001:2005

ï Agile, XP, Lean, Kanban

Á Custom application 

development and 

maintenance

Á Application support

Á R&D/Product engineering

Á Re-engineering and 

migration

Á Independent QA services

Á Performance engineering

Á IT Consulting

Á SE/CMMI Consulting

Á Automotive

Á Aviation

Á E-Commerce

Á Energy & Utilities

Á Financial Services

Á Heavy Industries & 

Manufacturing

Á Telecommunications

Á Travel

2009: #1 IT Outsourcing Service 

Provider in Eastern and Central 

Europe ïby Black Book of 

Outsourcing

Recent Luxoft Recognition

2009: ñLeadersò category of the 

2009 Global Outsourcing 100 list 

by  IAOP

2009:  #1 in the ñEmerging 

European Marketsò Category in 

Global Services 100 rating

http://deutsche-boerse.com/dbag/dispatch/en/isg/gdb_navigation/home?module=InOverview_Equi&wp=US4509391037&foldertype=_Equi


Technology adoption basics
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Diffusion of innovation
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ÁWhat influences spread of new idea:
ÁThe innovation

ÁCommunication channel

ÁTime

ÁSocial system

Source: http://en.wikipedia.org/wiki/File:Diffusionofideas.PNG

http://en.wikipedia.org/wiki/File:Diffusionofideas.PNG


5 stages of adoption 

Á Knowledge

Á Exposed to innovation,

Á Lacks information

Á Not inspired to seek more info

Á Persuasion

Á Interested

Á Actively seeks detail

Á Decision

Á Evaluate concept

Á Advantages / disadvantages

Á Adopt or reject

Á Implementation

Á Employ innovation to a varying 
degree

Á Determine usefulness

Á Search further info

Á Confirmation

Á Decision to continue using innovation 
to its fullest potential
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Source: http://en.wikipedia.org/wiki/File:DoI_Stages.jpg

http://en.wikipedia.org/wiki/File:DoI_Stages.jpg


Technology adoption basics

ÁRate of adoption - speed with which members of a social system 
adopt an innovation

ÁMeasured by time required for % of social system to adopt 
innovation

ÁCritical mass ςpoint where enough individuals have adopted an 
innovation so further adoption is self-sustaining
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Adopter categories

Á Innovators

Á First to adopt

Á Willing to take risk

Á Youngest

Á Interaction with other innovators

Á Early Adopters

Á Second to adopt 

Á Opinion leadership

Á More socially forward than late 
adopters

Á More discrete in choices than 
Innovators
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Á Early Majority

Á Take time to adopt

Á Seldom hold opinion leadership

Á Late Majority

Á Adopt after avaragemember of sociaty

Á High degree of skepticism

Á Laggards

Á Last to adopt

Á No opinion leadership

Source: http://en.wikipedia.org/wiki/File:DiffusionOfInnovation.png

http://en.wikipedia.org/wiki/File:DiffusionOfInnovation.png


Examples: Poor adoption

Á[ƛǎǘŜŘ ŀǎ ƻƴŜ ƻŦ ǘƘŜ ΨThe 10 
Biggest Tech Failures of the Last 
5ŜŎŀŘŜέ ōȅ ¢ƛƳŜ

Á100 milion USD for product 
development

ÁOnly 30 000 units sold from 2001 
to 2007
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Example: Great adoption

ÁLaunched 2004

ÁToday > 500 000 million

Á2010 revenue est. 1 bln
USD
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Example: Adoption Rate

ÁYears to reach 50 million users:

ÁRadio ς38 years

ÁTV ς13 years

ÁInternet ς4 years

ÁiPod ς3 years

ÁFacebook - 175 million users in less than 11 months
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Crossing the Chasm

ÁChasm (Gap, Crater) between Early 
Adopters (enthusiasts / visionaries) and 
early majority (pragmatists)

ÁVisionaries and pragmatists have 
different expectations

Page 14Source: http://en.wikipedia.org/wiki/File:Technology-Adoption-Lifecycle.png

http://en.wikipedia.org/wiki/File:Technology-Adoption-Lifecycle.png
http://en.wikipedia.org/wiki/File:Technology-Adoption-Lifecycle.png
http://en.wikipedia.org/wiki/File:Technology-Adoption-Lifecycle.png
http://en.wikipedia.org/wiki/File:Technology-Adoption-Lifecycle.png
http://en.wikipedia.org/wiki/File:Technology-Adoption-Lifecycle.png


Techniques for Crossing the Chasm

ÁChoose target market

ÁUnderstand whole product

ÁPosition the product

ÁBuild market strategy

ÁChoose distribution channel

ÁPricing

Page 15



Stage gate process basics
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Stage Gate Process

ÁThestage-gate modelwas developed and first suggested 
by Robert G. Cooper(McMaster University) in his bookWinning 
at New Products, published in 1986

ÁStage-DŀǘŜϯ ƛǎ ŀ ǊŜƎƛǎǘŜǊŜŘ trademark

ÁStage gate is a technique in which a (product, process, system) 
development process is divided intostagesseparated bygates.

ÁThe stage-gate model may also be known as stage-limited 
commitment or creeping commitment. 
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Why Stage-Gate

Á 70-85% of leading U.S. companies uses Stage-Gate to drive new products to 
market

Á Optimize cost

Á Optimize final product

Á Identify problems early

Á Increase likelihood of product success
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Cost

Project Costs

Cost of Change



Stage

ÁStage ςphase of the project where team undertakes activities to 
advance the project to next gate or decision point

ÁAll business functions are involved 

Á Investment grows as project proceeds through stages = 
incremental commitment

ÁStructure of stage:
ÁActivities

ÁAnalysis of results

ÁStage deliverables presented at the Gate
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Source: http://www.prod-dev.com/stage-gate.php
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Stages

Á Typical model (organizations adopt it to their business)

Á Stage 0 ςDiscovery/Ideation

Á Stage 1 ςScoping

Á Stage 2 ςBuild business case

Á Stage 3 ςDevelopment

Á Stage 4 ςTesting and Validation

Á Stage 5 - Launch
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Source: http://sites.google.com/site/biosenseglobal/idea-funnel

http://sites.google.com/site/biosenseglobal/idea-funnel
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Gates

ÁGate ςreview point, where Deliverables from Stage are assessed 
against Criteria 

ÁGate ends with an Output:
ÁGo

ÁKill

ÁHold

ÁRedo/Recycle
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Source: http://www.prod-dev.com/stage-gate.php
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Gates Decision Criteria

ÁStrategic Alignment
Á Is the project still aligned with corporate strategy?

ÁAdoption
ÁWill users adopt it?

ÁProduction Feasibility
ÁWill it work and can we supply it?

ÁFinancial Value
ÁWill it create value?
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Sample StageGate process 
in practice
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*Following slides are my recommendations for stage gate techniques adaptation, 

it is based on my personal experience, not Product Development Institute Inc guidelines

The aim of marketing is to know and understand the customer so well the 

product or service fits him and sells itself.

- Peter F. Drucker



Stagegatefor IT Product and service development

Stages:

ÁDiscovery

ÁDesign

ÁDevelopment

ÁReady 

ÁLaunch
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Discovery

ÁStage question:
ÁWhat exact idea are we considering to fund?

ÁStage activities
Á Identify target group

Á Identify benefits

ÁValidate idea

ÁArchitect review

ÁStage output/Gate review criteria
Á Is target group clearly defined?

ÁAre we clear on benefits we want to deliver to user?

ÁDo users see value in using our idea?

ÁAre users willing to use/buy our product/service?

Á Is it technically feasible to develop product/service?
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Discovery activities

Á Identify target group
ÁAnalyze existing data

ÁSegment into multiple groups based on many dimensions 

ÁProfile (age, sex, nationality, education, etc)

ÁNeed

Á Technology use

Á Identify benefits
ÁDay in a life technique

ÁUser scenarios
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