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Bridging niche appeal and
mainstream adoption.

Where Nothing stands with the mainstream smartphone buyer, and what
it will take to get there.
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. Loved by the niche. Invisible to the
mainstream.

Nothing wins design lovers and early adopters. The growth question is different:

expand beyond the design-focused niche and win mainstream market share. This

study maps mainstream priorities, barriers, and perceptions against the competition.
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SECTION 02 — METHOD Existing market data, new survey insight, and
proposed qualitative depth. Each phase narrows the

Thre e phas e S . O ne que StiO n ) :Zi i?j:n what stands between Nothing and the

01 — SECONDARY 02 — QUANTITATIVE 03 — QUALITATIVE, PROPOSED

Market share reports, consumer trend data, and ad An online survey across the UK, India, and 10 to 12 depth interviews with aware

performance benchmarks. US, ages 18 to 54. US non-buyers.

Counterpoint Research, GWI consumer studies, Pacvue performance data. Measured awareness, purchase priorities, and brand The next phase: understanding the why behind the
perceptions. numbers.
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SECTION 03 — SECONDARY RESEARCH Market context from Counterpoint Research

Two giants and a crowd.

quarterly share data.

01 Apple and Samsung dominate The duopoly holds the smartphone market, and the grip is tightest in the US.
02 NOthing ﬁghts in "OtherS" The challenger segment is crowded, and every point of share is contested.
03 Upgrade CYCleS dare SlOWing Fewer purchase windows raise the competitive intensity of every single one.

Secondary Research / Market Context 04 / 16
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SECTION 03 — SECONDARY RESEARCH Consumer priority data from GWI smartphone

. . feature studies.
Buyers want the basics nailed.

01 Basics decide the purChase Battery, performance, value, and storage outrank everything else.
02 DeSign is a second-order driver Unique and aesthetic features influence the choice, but rarely decide it.
03 Loyalty runs shallow mid—range Mid-market buyers switch brands more readily than flagship loyalists.

Secondary Research / Consumer Priorities 05/ 16
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SECTION 03 — SECONDARY RESEARCH

The fans are not the market.

EARLY ADOPTERS, THE CURRENT BASE MAINSTREAM BUYERS, THE TARGET
Read expert reviews. Want involvement with the brand. Tell their Rely on word of mouth. Prioritize reliability and proven value. Wait
friends about what they found. for permission from people they trust.

WHAT IT MEANS

Different motivations, different information sources. The strategy that won the niche will not reach the
mainstream unchanged.

Secondary Research / Audiences 06 / 16
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SECTION 03 — SECONDARY RESEARCH Findings drawn from Adobe, Deloitte, and

The trust environment is hostile.

published consumer behavior research.

01 — EXPECTATIONS ARE ABSOLUTE 02 — TECH TRUST IS FALLING

Consumers judge brands against the best experience they have had in any Fewer than 40% of consumers highly trust the tech brands they buy from.
industry. Every touchpoint is held to that bar. Service, security, and transparency rebuild it.

03 — BRAND BEATS SPEC 04 — REVIEWS CARRY WEIGHT

Perception drives smartphone choice before the spec comparison starts. Strong Buyers lean heavily on online reviews, and negative ones land with
brands command loyalty that features cannot break. disproportionate force on unfamiliar brands.

Secondary Research [/ Trust 07 /] 16
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The survey agrees.
Basics reign.

Respondents rated purchase factors on a five-point importance
scale. The result mirrors the secondary research: deliver the core
function and say so clearly, or the mainstream never looks twice.

Survey Findings / Priorities

SHARE RATING EACH FACTOR VERY OR EXTREMELY IMPORTANT

Price and value
Battery life
Performance
Design

Brand reputation

88%

77%

66 %

33%

22%
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SECTION 04 — SURVEY FINDINGS /| THE BARRIER

don't know enough about Nothing to even
consider buying one.

FIRELIROOD OF CONSIDERING MOTHING FOR THE NEXAT FURCHASE Not one respondent said "very likely." The familiarity gap between
Don't know enough 44% Nothing and its competitors is the single largest barrier the survey
Somewhat likely 299 surfaced. Awareness has to be built before consideration can be

asked for.

Very unlikely 22%

Neither likely nor unlikely 1M%

Very likely 0%

Survey Findings / Awareness 09 / 16
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Rare purchases.
Polarizing looks.

Infrequent purchases demand a strong value case at the exact
moment of choice. The transparent design and Glyph lights draw

attention, but attention is not preference.

Survey Findings / Cycles & Design

WHEN BUYERS GOT THEIR CURRENT PHONE

More than 2 years ago 42 %
1to 2 years ago - 25%
Within the last 6 months - 21%
/ to 12 months ago O 13%

HOW NOTHING'S DESIGN AESTHETIC LANDS

Somewhat appealing - 33%
Very appealing . 22%
Somewhat unappealing . 22%
Very unappealing O 1M%
Not familiar enough O M%
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SECTION 04 — SURVEY FINDINGS Four numbers that define the mainstream

problem, drawn from a sample that i1s 67%

The data in brief.

01 — SLOW UPGRADE CYCLES 02 — THE KNOWLEDGE BARRIER

42% of consumers hold their phones for over two years. The brand-switch 44% can't consider Nothing because they don't know enough. Familiar,

window rarely opens. preferred brands win by default.

03 — CORE FEATURES FIRST 04 — THE RIGHT SAMPLE

Battery life, price and value, and performance outweigh design and brand 67% of respondents identify as mainstream adopters, confirming these findings
reputation for this audience. map to the target growth segment.

Survey Findings / Summary 11/ 16
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THE THESIS | WHAT THE DATA SAYS

Before they can want
Nothing,

they have to know Nothing.

Awareness is the immediate task. Without it, Nothing is not rejected by the

mainstream. It is simply never considered.

The Thesis 12 /| 16
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SECTION 05 — NEXT STEP, PROPOSED

01 — PERCEIVED RISK

NO ‘/‘/ aSk ‘/‘/ hY' Where the doubts live: reliability, software, long-term value.

02 — THE DESIGN QUESTION

The survey says what. Ten to twelve individual depth interviews with _ _ , , _ _
| | What the aesthetic actually signals: gimmick, premium, or practical.
US consumers who know Nothing but haven't bought one will say

why: the motivations, barriers, and emotions behind the numbers.
03 — BRAND RESONANCE

How competitor identities land compared to Nothing's.

04 — UNMET NEEDS

The gaps in the market Nothing could credibly own.

Next Step / Qualitative
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Five things the research settles.

Design gets attention. Performance and reliability earn trust.
Awareness is the first job. Without it, consideration never starts.
The value story must be explicit. This audience counts the cost.
Doubts about reliability and support need direct answers.

With rare upgrade windows, every impression has to work harder.

Conclusions
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What Nothing should do next.

Communicate the unique design and the core benefits together: battery, Invest heavily in building brand awareness and understanding among mainstream
performance, reliability. Build positive impressions early. buyers, and measure the growth.

04 — CONSUMER INSIGHTS

Hold battery, camera, and stability to mainstream standards. Address reliability Run the depth interviews to refine messaging, address concerns, and confirm

head-on and build durable brand preference. priorities before expanding further.

Treat this survey as the baseline. After the first round of changes, field a larger study to track awareness, perception, and consideration over time.

Recommendations
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Design got Nothing noticed.

Awareness first, value made plain, reliability proven. That is the bridge from niche

to mainstream.

Rameez S. Ahmad
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