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Abstract In the civil market, companies launch new products when the acquired innovations are ready, but in
defense, customer requests the innovation applied weapon systems. The technology adoption cycle model takes
unusual form of market like inverse chasm takes technology inversely. This thesis describes an inverse chasm
from the perspective of technology adoption cycle, equipped product model, and technical progress S-curve. As
a way to overcome the inverse chasm, considering factors like a self-investment demo model, customer needs,
and the temporary chasm expanding phenomenon are derived. And order-effective relationship analysis and
chasm marketing strategy are suggested. Especially securing the core technologies and possibility for equipped
product by developing self-investment demo model are identified as a good marketing strategy of chasm. This
analysis and strategy suggest the policy implications for preemptive advantage of market positioning in the
procurement process of defense, discontinuous innovation technology applied on.
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[Fig. 1] Global Defense Radar System Market Share
Forecast 2010-2019
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[Fig. 2] Global Defense Radar System Market
2015-2024
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[Fig. 3] Global Defense Radar System Market Share
by Application
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